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EVENT NO. 1 


BONUS TRADE-IN SALE _ = 
$3022 for an old Washer in TRADE on this i ” S97 
New APE piral Dasher Washer 


Open 1954 with a smashing success! This profit-making Trade-In Sale lets 
you offer an unbelievable washer value to boost your sales! Contact your 
distributor—order your traffic-stopping store merchandising package now! 


SELL WITH THESE EXCLUSIVE APEX FEATURES: 


Automatic Timer Control Dial ; Regular Price s] 69.95 


Largest Capacity, 22-gallon tub $ 
Deluxe Apex-Lovell, 8-position Safety Wringer Less Trade-in Allowance 30.00 


Jewel Chrome Drain Pans 


Fast Action Automatic Drain Pump . $ 95 
Apex Heavy-Duty Motor You Sell it for 
Super Size, Free-wheeling casters with brake 
Full One- Year hence A ON LY 


Je AMMEN NTRP LO SG ea ecm my nnn Odi 
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(Price Slightly Higher on West Coast) 
You can PACTH this deal on the basis of 


SATISFACTION GUARANTEED | H Famous APEX SPIRAL DASHER 


with top-to-bottom-of-tub jet-washing acticn 


OR YOUR MONEY BACK? : ...3 broad vanes that flush out dirt...exclu- 


sive Silk Line for washing daintiest garments. 


terial Se ear 


APEX WASH-A-MATIC 


Automatic Clothes Washer 
World’s most powerful 


Home Cleaner ! washer with the teature that obsoletes 


all other washing methods .. . the 


The world’s most economical automatic 


A Mme MAES AM 


Gives you 89°7 more Suction Power ‘ ‘ 
: 5 amazing Apex-Molded Fibre-Glass 

. 100 more selling power! Pro- ‘ : 
“i SPIRAL AGITATOR! 

mote these sales -starting features: 
1 Sell wi hese savings... Saves 50° 
New Lazy-Susan Turn-Table Base, ell with these ai ‘ 


. . ) ) ater af Jetergents; saves 
smartest 2-tone color-styling, easiest on Hot Water and Detergent — 

: 34 ym electricity, washes |! 5 faste 
lid-removal, no dust bag emptying, : on electricity anaes 
. Yy test; gives 42 less tabric wear 
i-way air filtering! by ¢ B 


even on new synthetic tabrics! 


PRICED nea*@ 9.95 ‘ia $249.95 


} 


*Guaranteed for 5 Years 
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/ § ‘tik vear 1954 will be a vear of 
lower business activity. On this 
point the economic forecasts are 
is nearly unanimous as they 
ie. The big question is how 
1uch lower will 1954 be? ‘The answet 

probably not much. 


\ good that industrial 
duction will be off five percent and 
@ disposable income off a little 


than one percent. By most measure 


guess 1s 


= >) 


inore 


ments, 1954 should be the second 

7 best vear in history for American 
business 

Good signs include: only a slight 

op in defense spending, only a 


mall decrease expected in steel pro 


duction, scheduled output of more 
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NCOME ROSE 


Appliance sales outstripped the increase in income 
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IF INCOME FALLS 





I929 ‘31 ‘33 ‘35 ‘37 ‘39 ‘41 


| points to a drop in appliance and radio-TV volume. Just how big the decline will be 
depends on how well the industry can sell to keep its present share of the consumer’s dollar 


By the McGraw-Hill Dept. of Economics 


automobiles, and 
plans for another year of heavy out- 
lavs in construction. American  busi- 
ness will invest only eight percent less 
in new plant and equipment in 1954 
than it did in the record year of 
1953, according to a study recently 
completed by the McGraw-Hill De 
partment of Economics. On _ the 
whole, 1954 should hold close to 
1953, but signs of slackening 
are unmistakable. 

\ppliance sales can be expected to 
reflect the drop in income. Radio-T'\ 
sales should be about $1.8 billion and 
electrical appliances about $4.2 bil 
lion. This would mean lower 
than in 1953 by ten percent for radio 


than five mullion 


SOTHIC 


sales 


1954 


and television sets and by eight pet 
cent for appliances. At such levels, 
the appliance business would be about 
as good as 1951 and 1952, better than 
any earlier year but 1950. But sales 
won't easily. It is clear that 
1954 will be a vear for hard selling 
in a sharply competitive market 

Ihe expected decline in consumer 
income during 1954 is the first for 
anv vear since 1949, If it is of serious 


COMmC 


proportions, it will be the first im 
portant decline since 1938. ‘The tax 
cuts—$3billion—which take _— effect 


January 1 will help maintain dispos- 
able income, as consumers will be 
left with more of each dollar. The 
drop in income payments, however, 


Will appliances hold their share of the consumer's dollar? 
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Appliance Sales as Percent of Income 


The Year Ahead 


A lower level of business activity—less industrial production, less personal income — 







0 
'53 1955 








will probabh than offset the 
benefits from tax relief. Disposable 


IMOTC 


income for the vear may be about 
$245 billion, against an estimated 
$248 billion in 1953 


Appliances Share of Income 


\ppliances have gained a_ larger 


share of the consumer's dollar in the 
prosperous vears since the end. of 
World War Il. (See chart This has 


been true even in the absence of 


short-lived booms in durable goods 

resulting from the backlog accumu 
It f the back] 

lated during the war and from the 


scare buying early in the Korean War 
In the 1930s, appliances drew con- 
sistently less than two percent of the 


MORE ap 


PAGE 79 












7 





THE YEAR AHEAD onncv eS 





ICIP 1) through feeding 
int of mcome into tl 
non nd through creation 
t in the form of new hom 
eedin v equipm nt. Construct 
| one of the more volati 
t t 1 the up ind down 
t For 1954 tl dust 
om } , 
+] New ' ' 
AN ] ae 
' f f 
' 
Housing Starts Lower 
N F 
\ 
. 
\ 
UTI lin ) h ! 
. ' ' ' it 
t nif 1 of mn 
f t larg fan AG 
f ition my mstan vill 
e4 new kitchen and laund ul 
| 
] t 1 t ° it ly ( | idicati 
t n ( i 
ractul ’ pened 
. ket for deal tal rad 
tion in 1954 n eed |] 
lif Hy th 9.7 
M ii l t t d 3 
i ] a rod 
Id be about 3.5 lion unit building; consumer imcom lI 
{ t voul ain high enough to finai | 
than 52 K 153, but improvement 
1 | Phe t of in \ healthy nstruction indust 
Vel rood ne for electrical appliances f 
» total con nother reason. Construction worker 
t ry ( among the highest aid 
{ I wage im Uh m { m 
+ 1] + 2 ] 


How Good Were Last Year’s Predictions? 


In the outlook article on these pages in the January, 1953, issue we 
said, “Seasonal sales will be different in 1953 than they were last year 
. First quarter sales should be strong, followed by a dip in the second 


and third quarters; then some upturn may be seen. . .” 


Well, what happened? Predictions for the first quarter were right on 
the nose — everything from dishwashers to vacuum cleaners was up. In 
the second quarter things were still good, but dryers, freezers, ironers, 
home and clock radios, refrigerators, vacuum cleaners, and water heaters 
were beginning to show signs of weakness. Things really slid off in the 
third quarter, led by refrigerators and freezers and cleaners, and present 
estimates fulfill the prediction of a fourth quarter upturn 


Last vear's outlook article said that 1953 sales would hold about even 
with 1952, 


tive on that one. Nearly everything but ironers showed gains in 1953, 


‘with perhaps 1953 holding a slight edge.” We were conserva 
iltthough product by product the gains were generally not very large. 


In conclusion, we said, “A more competitive market can be expected 


is we progress into 1953. Out of it should come a slowly expanding 


narket.’ 


That, from where we sit, is just about what we got. 
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INDEX OF SATURATION. . 


electric customers. Radio and oil space heaters based on 46,539,000 total homes. 


NUMBER AND PERCENTAGE OF WIRED HOMES WITH 


1,381,000 or 3.2 AIR CONDITIONERS 


{room 


4,295,500 or 9.9 BED COVERINGS 








1,745,000 or 4.0 BLENDERS 
3,671,000 or 8.4 BROILERS 
36,470,000 or 83. CLOCKS 
23,60 meds COFFEE MAKERS 






300,000 or 7 DEHUMIDIFIERS 


1,380,000 or 3.2 DISHWASHERS 


2,180,400 or 5.0 DRYERS, CLOTHES 
1,697,000 or 3.9 FOOD WASTE DisPosERS 
5,954,700 or 13.7 FREEZERS 
10,355,200 or 23.8 HEATERS, PORTABLE 
13,932,000 or 32.1 HEATING PADS 
9,407,500 or 21.6 HOTPLATES 
4,061,000 or 9.3 IRONERS 
















39,272,500 IRONS 
10,770,000 STEAM IRONS 
13,785,000 or 31) MIXERS 


7,735,000 or 16.6 OIL SPACE HEATERS 


*45,775,000 or 98.4 RADIO 


11,285,700 or 25.9 RANGES 
39,397,000 or 90.4 REFRIGERATORS 
4,107,000 or 9.4 ROASTERS 
14,200,900 or 3&3 SANDWICH WAFFLE 
14,873,500 or KER “SHAVERS 
27,500,000 or 63.1 TELEVISION 
31,350,000 or 71.9 TOASTERS 
26,370,000 or 60.5 VACUUM CLEANERS 
34,194,200 or 78.5 WASHERS, ELECTRIC 





6,412,800 or 14.7 WATER HEATERS 





*Proiected from Jan 
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All figures except radio and oil space heaters, based on 43,580,000 domestic and farm 


1, 1953 Nielsen Coverage Service estimate 


January 1, 1954 


NUMBER AND PERCENTAGE OF WIRED HOMES WITHOUT 
42,199,000 or 96.8 
39,284,500 or 90.1 


41,835,000 or 96.0 





39,909,000 or 91.6 














7,110,000 or 16.3 
PALMA or 45.7 
43,280,000 or 99.3 
42,200,000 or 96.8 
41,399,600 or 95.0 
41,883,000 or 96.1 
37,625,300 or 86.3 
33,224,800 or 76.2 
29,648,000 or 68.0 


34,172,500 or 78.4 





90.7 





39,519,000 or 
4,307,500 or 9.9 
32,810,000 or 

29,795,000 or 68.4 


38,804,000 or 83.4 







764,000 or 1.6 


32,294,300 or 74.1 











4,183,000 or 9.6 
39,473,000 or 90.6 
29,379,100 or 67.4 


28,706,500 or 65.9 





if. ,080,000 or 36.9 
12,230,000 or 28.1 


19#7410,000 or 39.5 


~ 


9,385,800 or 21.5 





37,167,200 or 85.3 





1941 1946 1947 1948 























PRODUCT Number Retail Number Retail Number Retail Number Retail 
Sold Value Sold Value Sold Value Sold Value 
Air Conditioners. Room 11.450 33.000 29. $40 42.900 $19,734,000 76.500 $32,512,500 
Bed Coverings, Electric 200.000 $8,000,000 630.000 26,460,000 675,000 29 025,000 95, 
Blenders 215,000 8,170,000 140, 
Broilers 800,000 9,800,000 255,000 3,442,500 280,000 5,026,000 175, 
200, 
Cleaners. Vacuum 
Floor Type ** 1.540.000 $73,156,000 1,670,000 $93,600,900 2,289,500 = 155,228,100 3,801,000 285,368,000 3,360,800 257,542,700 
Hand Type.... 398,000 5,348,000 383,000 5,726,000 80,000 1,505,880 186,400 4,827,000 289,920 7,706,400 2.889, 
Clocks 5.600.000 17,600,000 5,400,000 27,000,000 6 500,000 10,950.000 9,729,000 69,076,000 9,995,000 74,962,500 191, 
Coffee Makers: Total 1.873.000 6,000,000 1.941.250 6.783.300 5,000,000 43,150,000 2,963,000  29.516.000 2.700.000  33.870,000 7,280 
Automatic ; 200,000 4,000,000 600,000 12,000,000 150, 
Non-Automatic 2,763,000 25,516,000 2,100,000 21,870,000 800, 
Dehumidifiers 1.650 
Dishwashers, Motor-Driven 120,000 30,000,000 225.000 61,875,000 25 
Dryers, Clothes, Total... . 58,000 12,180,000 92,000 20,720,000 160 
Electric 38,000 76.700 105 
Gas 20 000 15.300 of 
Fans: 2] 
Attic , 125.000 15.625.000 85.000 11,050,000 
Desk and Bracket 1.681.900 10.663.000 1.985.000 14.587.200 1.239.450 13,680,000 3.555.000 65.767.500 5.470.000 60,725,000 16 
Hassock or Floor 2,776 
Ventilating, Wall & Ceiling 107.000 1.924.000 116.800 ? O44.000 203.080 2 877.000 265.000 9.142.500 240.000 9.000.000 
Window Ventilating 255 
Floor Polishers 85 000 9.950.000 
Food Waste Disposers 100.000 12.500.000 75.000 = 21. 000.000 
Freezers. Home 210.300 80.000_.000 607.000 POO. 310.000 690,000 220,800,000 155 
Fryers. Deep Fat 185 
Heaters, Electric— Total 328.000 1.975.000 564.000 » 312.400 > OOO.000 25.000.000 1.850.000 "6.825.000 1.300.000 16,900,000 
Fan-Forced & Fan-Heaters 835 
Convector & Radiant 
Non-Fan-Forced 
Wall Type 
Heating Pads 931.500 ? 776.000 1.117.800 3.633.000 2 900,000 17.400.000 2 140,000 13.910,.000 1.600.000 10,800,000 
Hotplates 115.001 1,033,000 547.800 1.430.000 2 000.000 11.560.000 1.153.000 13.803.500 1.225.000 10,.964.000 1.350, 
Ironing Machines 175.500 =: 10.219.000 259,000 14,489,000 75.000 13.146.000 599.300 — 75,821,800 177.000 71,550,000 820, 
Irons: Total 5.171.000 18.853.500 5.585.000 21,100,000 9 600,000 82,959,000 11,004,000 121.215.000 7.360,000 94,.392.500 307, 
Automatic 2 597.000 12.959.000 » 900.000 14.790,000 7.000.000 67.645 000 8.495.000 93.645 000 5.850.000 75.757,500 O.310. 
Non-Automatic/ _ / P / . / / / 7 } } ; } } 1,850, 
Teawel , 9 374 O06 >. 894 300; 2,685,005 6 310,006 2,600, 0006 l 314.0006 1.353,000¢ 8 118,000° 700,000¢ £,865,0006 7 
Steam 1,156,000 19.652.000 810.000 13,770,000 #35, 
Kitchen Cabinets, Steel ¢ 1.347.500 60,000,000 2,790,000 104,600,000 3,236,400 124,776,700 965 
Lamp Bulbs & Tubes: Total. | 1.115.476.000 1.322,135,000 1.304.545,000 285,405,000 1 1,705.044,000 392,077,000 | 1.837.294,000 406,605,000 2,132, 
Fluorescent 6,500,000 21,931,000 50,573,000 8.818.000 79 073.000 79,524,000 79,400,000 80,059,000 796,065, 
Incandescent 568,026,000 675,383,000 726,105,000 149,287,000 831,241,000 174,477,000 815,083,000 179,411,000 72,068, 
Photo 19,720,000 29 289.000 £3.049.000 7.202.000 T8.791.000 13.702.000 143.602.000 24,125,000 814.401, 
Miniature 285,469,000 339,773,000 329.271.000 70.143.000 144,911,000  102.773.000 390,546,000 87.908,000 155.066, 
Christmas Tree 236,041,000 255,759,000 155,547,000 9.955.000 271,028,000 21.601,000 378,663,000 35,102,000 130,102, 
Lawn Mowers. Power 12,000 5,000,000 53,500 6,000,000 139,000 17,000,000 362.000 54,000,000 397,000 57,000,000 185,028, 
Mixers. Food—Standard 160.000 10,120,000 510,000 11,220,000 1.500.000 17.265.000 1.220.000 13.310.000 1.550.000 58,105,000 529, 
Portable 20,000 339,000 1 375, 
Oil Space Heaters * 390.000 = 21,060,000 171,393 28,260,000 1.006.174 69.778.200 2.004.249 165.079.970 1.234.865 103,305,100 150, 
Radio (al, 
Home Radios 11,860.00 595.532.600 13.700,000 169,636,000 14.031.000 701.550.000 14.484.500 838.720.000 10,465,500 613,470,000 
Portable Radios 2 476.000 87.420.000 2 642.700 78,170,000 6.619, 
Clock Radios L Sos. 
Ranges 150,000 62,775,000 728,000 103,376,000 576,700 107,266,200 1.210.000 278.300.000 1.600.000 376,000,000 
Refrigerators 2 700,000 410,400,000 3,500,000 542,500,000 2,100,000 = 434,700,000 3,400,000 867,000,000 1.766.000 1.239,160,000 1.056. 
Roasters 260,000 6,084,000 290,000 7,366,000 150,000 4,500,000 410.000 15.375.000 675.000 25,312,500 1,450. 
Shavers 900,000 11,700,000 1,100,000 15,950,000 2,115,000 35,955,000 2,500,000 £3. 750.000 1.650.000 32,175,000 350, 
Television 6,500 2,100,000 78,570  83.500.000 975,000 383,500,000 L dao 
Toasters: Total » 307.000 15,425,000 2 640,800 17,945,500 3.500.000 41,489,000 5.019.000 »2.015.000 4.850 009 78.315,000 3,000. 
Automatic 995 000 12,040,000 1,237,000 14,225,500 1,400,000 26,138,000 2.840.000 51,120,000 3,650,000 71,175,000 1,200. 
Non-Automatic 1,312,000 3,385,000 1,403,800 3,720,000 2,100,000 15,351,000 2,179,000 10,895,000 1,200,000 7,140,000 3,450. 
Waffle lrons—Sand. Grills... 1,545,000 7,073,000 1,646,400 7,899, 800 3,600,000 15,529,000 3,567,000 50,537,500 3,670,000 57,114,000 750. 
1.960 
Washing Machines: 
Automatic & Semi Automatic}/ eee ‘ — | ee 356,000 106,800,000 962,000 278,980,000 950,000 272,935,000 
Wringer & Spinner § 1,454,800) 104,486,000; 692,400) 148,556,150 1,691,380 140,503,000 2,695,000 262,256,000 3,245,600 453,469,400 928 
Gas Engine 97,800 8.670.100 122,000 10,773,820 76,600 8,980,580 126,000 18,144,000 114,400 17,846,400 2,137 
Small 198,000 16,434,000 306,000 11,934,000 35 
Water Heaters. Storage 125.000 10,125,006 205,000 17,015,000 88,000 58,560,000 1,100,000 143,000,000 1,040,000 137,800,000 100 
Water Systems 258,500 347,055 625,700 57,083,650 730,000 84,000,000 650,000 89,050,000 695 
600 
ten - et re eee Ste een = 
Vacuum cleaner figures, include new and manufacturers’ reconditioned models for prewar, but space heaters based on Dept. of Commerce figures. Radio, T-V figures since 1947 represent pro- ~~ ——— 
from 1946 on represent new models only So-called portable metal cabinets not included Oil duction, estimated by RETMA. 1952-3 Air Conditioner Unit Figures from A.R.I. All oth 
and ma 
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Manufacturers’ Sales, Including Exports, 
In Units and Retail Dollar Value 






































1949 1950 1951 1952 
Number Retail Number Retail Number Retail Number Retail PRODUCT 
Sold Value Soid Value Sold Value Sold Value 
00 95,500 $39,155,000 195,000 $72,150,000 237,500 $86.687.500 365.000 $141.758.000 1,075,000 $120,530,000 | Air Conditioners: Room 
an 140,000 16,500,000 800 ,000 31,600,000 776,000 32,980,000 830,000 35,275,000 890,000 33,775,500 | Bed Coverings, Electric 
vw 175,000 6,562,500 225,000 8,437,500 90 000 11,455,000 395,000 16,392,500 335.000 13,383,250 | Blenders 
60,000 1,667 000 295 ,000 7.360.000 312.000 7,200,000 131,700 13,172,100 1,320,000 72,102,000 | Broilers 
00 Cleaners: Vacuum: 
W) ” 889.500 2?1.794.300 3.529 400 280.305.0000 2 729.100 234.893 600 2.811.800 260,081,500 2.775.000 262,237,500 Floor Type +* 
i 191.000 5,355,100 230,300 6.614.200 176,000 5.313.500 155,000 1.786.800 173.000 5.190.000 Hand Type 
0 280,000 $3,200,000 8, 100,000 54,000,000 7,500,000 92,125,000 6,700,000 8,575,000 7,625,000 92,993,750 | Clocks j 
0 » 150.000 59 300.000 2 975.000 34.101.250 2? 825.000 59.409,750 3,000,000 60,185,500 3,685,000 73,515,750 | Coffee Makers: Total 
0 800.000 900,000 25.155,000 1.695.000 13.646.250 1,950,000 18,652,500 Automatic 
650.000 2 075.000 28,946,250 1,130,000 15.763.500 1,050,000 11,533,000 Non-Automatic 
0) 25,000 15.000 6.300.000 25.210 7.678.100 87.150 12.505.300 98 000 13.715.100 Dehumidifiers 
1” 60,000 14.000.000 230,000 66,700,000 260,000 78.000.000 175,000 52,500,000 180,000 91,000,000 | Dishwashers, Motor-Driven 
05,700 24,317,200 318,500 70,449.400 192.000 120.679.500 631,850 162,781,000 685,000 168,521,250 | Dryers, Clothes. Total 
64.5600 250.980 53.378.400 354.000 82.039.500 173.900 116,105,500 525.000 25,081,250 Electric 
21.140 67.520 17,071,000 38.000 38.640.000 160,950 16,675,500 160.000 13.410.000 Gas 
0 Fans: 
0) 76.500 9.562.500 95,000 12,302,500 90,000 12,325,500 95,000 11,250,000 LOL.O00 15,150,000 Attic 
76.000 1.356.000 2.150.000 12,262.500 2,225,000 13,387,500 1,625,000 56.03 1.500 2 365.000 5 1.276.800 Desk and Bracket 
Yi) 80.000 7.110.000 185,000 8.136.300 265.000 12,852,500 295.000 14,235,000 Hassock or Floor 
55.000 9 817.500 195.000 17.745.800 144,500 14,404,300 385,000 19,012,500 680,000 21,590,000 Ventilating, Wall & Ceiling 
320,000 16.640.000 505.000 27,750,000 660,000 39,567,000 Window Ventilating 
1) 240,000 13,800,000 275,000 16,500,000 287,000 18,655,000 295,000 19,175,000 | Floor Polishers 
) 155.000 0.925.000 520.000 43.200.000 352.000 47,520,000 260,000 33,800,000 $53,000 15.890,000 | Food Waste Disposers 
185.000 162.475.000 890.000 289,250,000 1,050,000 378,000,000 1,110,000 121,800,000 1.200.000 180,000,000 | Freezers. Home 
1) 500,000 12,475,000 725,000 20,662,500 1,525,000 15,673,000 2,650,000 79,500,000 Fryers; Deep Fat 
835.000 9 602.500 1.115.000 15,364,700 930,000 12,393,000 1,202,000 31,203,000 1,380,000 16,235,250 | Heaters, Electric—Tota! 
605,000 9 468.000 690,000 12.075.000 910.000 17,390,000 Fan-Forced & Fan-Heaters 
325,000 2,925,000 270,000 2,430,000 195,000 1,910,250 Convector & Radiant, 
(Non-Fan-Forced 
212.000 16,698,000 215,000 16,905,000 Wall Type 
Li) 
() 1.350.000 9.112.500 1.725.000 11,988,750 1,450,000 10,077,500 1,500,000 10,425,000 825,000 12,683,750 Heating Pads 
0 820,000 6.519.000 1,160,000 9.454.000 940,000 8,695,000 905,000 8,597,500 695,000 6,602,500 Hotplates 
0) 307.350 13.028.300 109.200 59,465,900 283,840 419.572.700 211,100 14,182,600 170,000 33,293.800 | Ironing Machines 
0 6.310.000 81.639.500 7,475,000 101,188,500 7,585,000 104,166,800 6,235,000 97,384,000 7,215,000 117,022,250 | Irons: Total 
} 1.850.000 62,807,500 5,235,000 67,793,250 4,950,000 60,637,500 2,795,000 36,195,250 2,660,000 33,250,000 Automatic 
0% : ) _) i ) eae 236.400 1.046.900 210,000 875,250 175,000 691,250 Non-Automati: 
195,000 3,440,250> 595,000- 3,867,500; ea _— 2 9-f Of > 2-o - 
() \ \ \ ’ \ 298.600 2,687,400 375.000 3,356,250 130,000 1,278,500 Travel 
() 965.000 15.391.750 1,645,000 29,527,750 2,100,000 39,795,000 2,855,000 56,957,250 3,950,000 78,802,500 Steam 
() 2.132.000 83,852,800 2,969,000 125,848,300 2,672,100  119.930.900 2,970,000 154,000,000 3,441,000 178,000,000 | Kitchen Cabinets, Steel * 
() 6.665.000 389,980,000 | 2,006,880,000 166,400,000 | 2,012,132.000 518,100,000 | 1,819,991.000 184,100,000 | 2,136,800.000 572,100,000 Lamp Bulbs & Tubes: Total 
() 72,068,000 72,700,000 88,439,000 95,500,000 86,652,000 102,600,000 77,629,000 93,000,000 82,300,000 — 108,000,000 Fluorescent 
() 14.401.000 173,000,000 933,523,000 204,600,000 950,408,000 228,000,000 920,825,000 222,000,000 985,000,000 250,000,000 Incandescent 
() 55.066.000 26,080,000 229,230,000 37,400,000 295,848,000 51.000,000 341,820,000 58.200.000 $25,000,000 65,800,000 Photo 
‘) 50.102.000 80,600,000 167,728,000 98,500,000 415,624,000 107,500,000 359.320.000 94,800,000 112,500,000 123,500,000 Miniature 
) 5.028.000 37,700,000 287,960,000 30,400,000 263,600,000 29 000,000 150,400,000 16,100,000 232,000,000 25,100,000 Christmas Tree 
1) 529.000 65,000,000 1.080.000 100,000,000 1,241,000 121,000,000 1,155,000 110,000,000 1.275.000 114,542,000 | Lawn Mowers. Power 
y 1.375.000 51.562.500 1,700,000 67,150,000 1,475,000 65,687,500 1,375,000 60,500,000 1,270,000 55,880,000 | Mixers. Food—Standard 
1) 150,000 2 542.500 145.000 2.602.750 125,000 2.312.500 155.000 $,622,250 615.000 11.654.200 Portable 
741,500 60,064,000 886,400 73,480,000 768,190 69,933,000 740,314 68,852,000 703.300 66,110,200 | Oil Space Heaters 
) Radio: 
) 6.619.900 —304.990.000 8.174.600 — 382.653.000 6.751.400 231,235,500 1,013,100 136,154,600 1,282,500 134,898,750 Home Radios 
1.351.300 10,470,000 1,674,700 50,994,600 1,332,990 41,322,700 1.719.900 59.336.500 1.795.500 62,591,100 Portable Radio 
) 777.000 30,691,500 1.929.000 65,586,000 2,501,000 78,234,000 Clock Radios 
) 1,056,000 242,880,000 1.830.000 424,623,000 1,400,000 350,000,000 1,060,000 270,300,000 1,500,000) 332,800,000 Ranges 
) 1,450,000 1,134,750,000 6,200,000 1,602,266,000 1,075,000 1,120,625,000 3,570,000 1,017,450,000 3,779,000 1,113,625,000 | Refrigerators 
) 350,000 13,125,000 100,000 15,580,000 442.000 8,541,900 125,000 17,850,000 170,000 20,680,000 | Roasters 
) 1,725,000 37,087,500 2,150,000 50,525,000 2,200,000 53,900,000 2,750,000 68,612,500 3,500,000 94,500,000 | Shavers 
) 3,000,000 970,000,000 7,463,800 2,235,408,000 9,384,800 1,658,500,000 6,096,000 1,719 7,000,000 1,995,000,000 | Television 
) 1,200,000 73,290.000 4.525.000 80,142,700 3.725.000 75,763,700 2,975,000 59, 3,165,000 63,351,750 | Toasters, Total: 
) 3,450,000 68.827.500 3.795.000 76,127.700 3.350.000 73,532,500 2,650,000 98,167,500 2.825.000 62,008,750 Automatic 
) 750,000 4.462.500 730.000 1.015.000 375,000 2,231,200 325,000 1,560,200 340,000 1.343,000 Non-Automatic 
1,960,000 30,205,000 2,535,000 42,968,250 1,875,000 33,656,300 1,456,000 29,8418.000 1.529.000 32,873,500 | Waffle Irons—Sand. Grills 
) Washing Machines: 
) 928,000 236.640.000 1,646,380 423,119,700 1,589,400 145,667,800 1,684,100 171,076,400 1,975,000 = 552,012,500 Automatic & Semi-Automatic 
) 2,137,000 288,548,000 2,626,200 361,443,900 1,795,300 269,995,200 1,582,400 237,818,900 525,000 = 227,987,500 Wringer & Spinner 
) 35,000 5,390,000 18,650 2,774,900 12,300 1,961,300 8,000 1,287,200 5,850 988,650 Gas Engine 
) 100,000 3,600,000 114,380 3,877,500 91,400 3,166,100 ; ~- Small 
) 695,000 90,350,000 990,000 = 131,175,000 845,000 114,075,000 720,000 95,040,000 862,000 113,784,000 | Water Heaters. Storace 
600,000 78,900,000 723,000 112,065,000 625,000 96,875,000 682,000 110,484,000 720.000 122,010,000 | Water Systems 
—/ = 2 A SA PS a Pr 
All other figures compiled by ELECTRICAL MERCHANDISING from sales reports of associations “Facts for Industry,” and from Census of Manufacturers Permission to reprint, quote, or use is 
and manufacturers, from estimates made by association executives and leading manufacturers, from granted provided credit is given ELECTRICAL MERCHANDISING. Lamps and Bulbs 10t 
include exports. 
! 
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Third annual study of reports from utilities shows 1952 as most ‘normal’ year yet. 


Seasonal buying habits remain a strong factor in sales of most appliances 
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How the Weather Affects Sales 
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ind rose steadily to a vears high in 
December with 13.25 percent of all 
sales totaled. Radio showed a similar 
pattern rising from 7.91 percent in 
September to 18.17 percent during 
December. End 
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1952 Revised“ 


1953 Estimates 


1954 Estimates 





Avg. No. All Homes 











Quantity Value Quantity Value Quantity Value 1947 
(000) (000) (000) (000) (000) (000) 
Fluorescent 77629 93000 82300 108000 82600 112000 Lamp Sockets 18.0 
Large Live Lamps in Sockets 15.3 
Incandescent 920 825 222000 985000 250000 935000 247 000 
Photo 341 820 58 200 425 000 65 800 450 000 67 000 Lamps in Reserve ta 
Miniature 22 
(inc. “L") 359320 94800 412500 123500 382000 123700 §mpty Sockets 
Christmas Burned Out Lamps 
Tree 150 400 16 100 232 000 25 100 280 000 30 500 in Sockets 0.5 
TOTAL 1849994 484100 2136800 572400 2129600 580 200 Burned Out Lamps 
*Revised to accord with Bureau of the Census Report ##M32B with the exception of Christmas Tree Lamps and/or Empty Sockets > 7 


which include estimated imports 


Retail sales values are estimates only since many lamps are sold to quantity customers at warying 


The Lighting Mark 


With the biggest year in history up in lights, the 


discounts from list price. 
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industry looks forward to record dollar volume in 


1954, but residential lighting is still overshadowed 


by commercial and industrial progress 


By TED WEBER, Jr. 


all ] IS 
I< ist 

1 t el 

1 f 
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t l down 
the: t itely 
prog the three 
“1 
“ il, 
e Comm | lighting rs. have 
than « | n the past 10 
ind expectations are that this 
Ir I] n un within 

1i¢ 
e Indust iting h overed 
m icthing of a post-war slump, 
lready hit a record high, and will 
irly double in the next decade. 

e Although residential lighting has 


tripled since 1942 it has lagged be- 
hind 


commercial and industrial appli- 
ition Both the potential and the 
prospects are encouraging, however. 
Kw-hr. usage for residential lighting 


will double bv 1962 Even so, the 


\\ H R | ll nN ] l 

I } -_ (en | El 

lamp division told the h 
tional Association of Electrical 
Leagues thi ummer that “at the 
nt rate of imp nent it would 
take residential lighting no less than 
irs to reach the standards now 
prevailing in many stores and offices.” 
All of these estimates are, of course, 
long range guessing l'o focus more 


directly on what’s happening now and 


what will happen in the 12 months 
ihead it’s useful to return to the meas 
uring stick of lamp shipments. 

A glance at Table I will indicate 
that the coming year should be a very 
good one for the business no matter 
what vardstick you use. Probably the 
most reliable measure is that of unit 
shipments since lamp prices have risen 
somewhat in the past year and com 
parisons with previous years on a dol- 
lar for dollar basis are difficult. 

Unitwise, the figures in Chart I 
show that the vear just ended was a 
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1949 1950 1951 1952 1953 
17.55 17.5 186 19.5 20.2 
15.2 15.3 16.0 17.0 17.5 
1.0 Fe 1.1 1.0 1.0 
1.8 1.8 2.2 2.1 2.3 
0.5 0.4 0.4 0.4 0.4 
a2 2.2 2.6 2.5 a7 
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its of 2.136 billion lamps 
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Fewer Units In 1954 
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Phe 1953 


1 sharp improvem 


ll 


of lighting are extremely bullish about 


the 


Dn 
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immediate future. They 


nt) 
WitiCcl 


ite fairly heavy activity in commer 


cial lighting during the coming vear 
[hev look forward to a revived inte1 
est in industrial re-lighting (and are 
so confident of the validity of their 


sales arguments here that even 


the 


prospect of a slight recession doesn’t 
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How One Dealer Gets His Share of the Lighting Market 


THE PROBLEM: How to simplify the task of develop- 


ing lamp and lighting sa'es in an appliance store 








LAMP COUNTER at Service 


np catalog, allowing c 


Electric is 





in reality a three-dimersional 
nsumers to select the type of lamp they need. 


d hard-to-get types are carried directly behind the lamps 


THE PRESCRIPTION: pBuild lamp sales by specializing in iamps 
used in appliances or not usually stocked by supermarkets and variety 
stores. Build lighting sales by selling fixtures along with appliances 
and by promoting packaged lighting sales for kitchens or bathrooms 


t 


























THE SOLUTION: The pictures below show how one 


dealer, Service Electric in Chicago, has put these recommen- 
dations into practice. 








WALL DISPLAYS are known as ‘changeable wall merchandising panels.’’ Those at either end show 
specific lighting ‘‘recipes’’ and the type of fixtures called for by the recipes. Center panels effec- 
tively display specialty bulbs like sunlamps and heater lamps. 








unted on the peg-board cover of the cabinet. The ‘’A”’ line 
carried on the shelf space between the top and bottom 
ets. Larger lamps and specialties like sun, heat and projector 
and the fluorescent line are kept in the cabinet below the BEFORE AND AFTER effect on bathroom dis- RELATED SALES are encouraged by this display 
a TH = ph above was taken before the unter was play panel allows prospect to compare difference of a plug-in fluorescent fixture with an electri 
between conventional and light conditioned illu- ange. Recipe specifications for correct insta 
: mination in the batt tion of the fixture are indicated on the 
tial | eA 2 cket cht 
to t t f ng in fa ¢ S 53.5 np bulbs ¢ f But in t 
t \ | w the n d oh ned t t 
hat much by applving Gen Ele 7 t d us¢ . ( ( 
B t tivit et light conditioning recipes t t $1] of 1 thout regard t 
t! t n ‘ gle h Make 1 nist ‘ | face of potential it ght 
n tial light wen't exhausted the market for re t t esident 
i it that shtin hen vou | applied th ting business ha ¢ slow it Domestic Problem 
till g for the ecip They are basic, but thev’r gctting started industrial and In the industrial itil 
t t 1 handis ily the groundwork. Once they hai nercial lighting have run so far equate t 
hore But this been achieved a whole new set « \ good answer t iat is avail- cquipmen t 
ght techniques hasn’t lighting “‘extras’”’ can be ipplied which ble bv examining the advantages branches of tl 
| t motional activities of n turn will open up an additional mat vhich these latter two fields have en rewards for all parties concern li 
f the field. The success of ket for more lighting. Nevertheless, ved. In almost every case there ar« residential lighting, dist 
fairly recent innovations, more ipplication of these recipes can g responding disadvantages which adequate equipment has been limited 
indicates that the industry is on you some idea of the potential avail- the residential lighting business has and there has been relati litt] 
right track: the promise of the able today had to overcome. ganized prom And be 
idential market may materialize eA light conditioned kitchen re- In all three cases, it is true, there the business has 1 faced witl 
uch sooner than many people ex quires four or five fixtures in- existed a sound foundation of “seeing these obstacles it has never reache 
t stead of one; the bath takes principles”. But whereas the com- _ the point where it has been suffi 
Il. RESIDENTIAL LIGHTING: THE three fixtures instead of one; and mercial and industrial lighting helds ciently rewarding for all concerned. 
the entire house will require 21 had the engineering knowledge neces Nevertheless, the promise of reward 
MARKET fixtures instead of seven. sary to apply these principles to light- implicit in the prospect of additional 
(he job ahead in residential re eIn a new home, light condition- ing needs in their fields, there was no volume in this field 


lighting has been touched on in gen- 
eral terms in the preceding section. 
Most people, however, can get a 
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ing would require an allowance of 
$200 for fixtures as against the 
conventional $10 or $30. 


good home lighting. 


1954 


practical, easy-to-explain formula for 


It is also true that there were good 


has led to efforts 
which have (or should shortly) ove: 
come these obstacles. 

(Continued on page 284 


PAGE 89 





Residential & Rural 


Dryer 


Home Washer 








lroner Refrigerator 
Electric Customers Shipments* Shipments* Shipments* Shipments* 

Jon. 1.1954 %/. of First 8 Months | First 8 Months a First 8 Months Pa First 9 Months an 
iis 1953 U.S. Total 1953 U.S. Total 1953 U.S. Total 1953 U.S. Total 

Maine 283,989 5 8,926 41 341 35 846 By de 11,069 45 
New Hampshire 184,901 42 6,261 29 203 21 708 20 7,499 30 
Vermont 112,708 26 3,456 16 148 15 267 08 4,066 16 
Massachusetts 1,402,296 3.22 17,031 3.57 1,786 1.81 7,373 2.14 62,614 54 
Rhode Island 241,635 55 12.611 58 302 31 1373 34 20,120 82 
Connecticut 639,705 1.47 27,593 1.28 1,016 1.03 4118 1.19 34657 1.41 
New England 2,865,234 6.57 135,878 6.29 3,796 3.86 14,487 4.20 140,025 5.68 
New Yor 4 315.108 9.90 190 765 8.83 9,234 9.39 26,160 7.58 277,202 11.2¢ 
New Jersey 1,517,042 3.48 61,086 2.83 2,918 2.97 8,342 2.42 89 561 3.64 
Pennsylvania 2 902.1 6.6€ 158,227 7.33 8,230 8.36 27,42€ 7.95 161,786 6.57 
Middle Atlantic 8,734,303 20.04 410,078 18.99 20,382 20.72 61,928 17.95 528,549 21.47 

Yh 401,619 1 141,366 6.55 8651 8.79 39,921 1.57 142 311 18 
Indiana 1,216,040 2.19 62,345 2.89 2,978 3.03 16,556 4.80 70,585 87 
Illinois 2. 478,754 69 128 248 94 6,711 6.82 31,371 9.09 132 960 40 
Michigar 1,949,976 4.4 104,502 4.84 13,675 13.90 29,789 8.63 119,661 486 
Wisconsin 1,057,77 2.43 42,168 1.95 1,823 1.85 10,038 2.91 40 656 1.65 
East North Central 9,104,164 20.89 478,629 22.17 33,838 34.39 127,675 37.00 506,173 20.56 
Minnesota 944 403 2.17 36,310 1.68 2,388 2.43 10,183 2.95 35,672 1.45 
lowa 764,491 1.75 31,592 1.46 2,030 2.06 6989 2.02 31,622 1.28 
Missouri 1,146,479 2.63 59,733 2.77 3,185 3.24 10,208 2.96 76,580 3.11 
North Dakota 159,289 37 6,885 32 409 42 1,827 53 7,344 30 
South Dakota 177,428 41 7,585 35 500 51 1,901 pe | 7,020 29 
Nebraska 384 801 88 17,393 81 t.t20 we 4219 '.23 18,140 74 
Kansas 595,654 1.37 19,618 91 1,255 1.27 3,401 99 21,643 88 
West North Central 4,172,545 9.58 179,116 8.30 10,920 11.10 38,728 11.22 198,126 8.05 
Delaware 97,391 22 4,978 23 237 24 778 23 6,163 25 
Maryland 813.431 187 28,093 1.30 1,285 1.31 2,129 62 36,221 1.47 
District of Columbia ei 23,014 1.07 858 87 3,862 1.42 31,289 1.27 
Virginia 837,507 1.92 35,038 1.62 875 89 1,881 54 46,314 1.88 
West Virginia 488 910 1.12 26,591 1.23 835 85 2,939 85 31,303 1.27 
North Carolina 1,148,484 2.64 48,717 2.26 710 72 1,927 56 60,478 2.46 
South Carolina 540,351 1.24 21,023 97 167 17 641 19 30,760 1.25 
Georgia 864,191 1.98 47,626 2.20 1,120 1.14 2 431 70 58,610 2.38 
Florida 980,294 2.23 46,988 2.18 1,012 1.03 2,706 78 75,440 3.06 
South Atlantic 5,770,559 13.24 282,068 13.06 7,099 7.22 19,294 5.59 376,578 15.29 
Kentucky 701,253 1.61 31,363 1.45 740 75 2 666 77 41,017 1.67 
Tennessee 853,779 1.96 51,456 2.38 7159 77 3,000 87 60,566 2.46 
Alabama 718,280 1.65 33,963 57 281 29 Pee ie 51 42,269 1.72 
Mississippi 458,583 1.05 20,206 94 256 26 820 24 32,994 1.34 
East South Central 2,731,895 6.27 136,988 6.34 2,036 2.07 8,258 2.39 176,846 7.19 
Arkansas 451.857 1.04 18,140 84 294 30 742 22 29,591 1.20 
Louisiana 689 592 1.58 40 334 1.87 593 60 2,645 77 45,046 1.83 
Oklahoma 623,972 1.43 19,965 2 1,133 1.15 1,488 43 32,449 1.32 
Texas 2,186,644 02 125,187 5.80 3,235 3.29 7,915 2.29 122,428 4.97 
West South Central 3,952,065 9.07 203,626 9.43 5,255 5.34 12,790 3.71 229,514 9.32 
Montana 171,657 39 7,166 33 690 70 1,860 54 6,783 28 
Idaho 178,051 41 6,968 32 387 39 1,701 49 5,433 ee 
Wyoming 80,311 18 3,202 15 218 22 747 22 2,981 12 
Coloradc 39 83 9° 19,006 88 1,042 1.06 1,964 7 21,028 85 
New Mexic 165,906 38 8,561 40 466 47 446 13 8,636 35 
Arizona 199 840 46 13,006 60 350 36 657 19 13,503 55 
Utah 195,583 9,983 46 779 719 1,724 50 9,247 38 
Nevada 50.964 12 4,325 20 28 13 572 16 4594 19 
Mountain 1,440,895 3.31 72,217 3.34 4,060 4.12 9,671 2.80 72,205 2.94 
Washington 741,893. 1.70 36,961 171 1,787. ~++1.82 13,589 3.94 26 686 1.08 
Oregon 478,139 1.10 23,776 1.10 1,433 1.17 8,913 2.58 20,403 83 
California 3,588,856 8.23 200,139 9.27 8,057 8.19 29,743 8.62 186,836 7.59 

Pacific 4,808,888 11.03 260,876 12.08 10,997 11.18 52,245 15.14 233,925 9.50 . 
ni = : : ~ 
UNITED STATES 43,580,548 100% 2,159,476 100% 98,383 100% 345,076 100% 2,461,941 100% 
* The state sales figures represent the volume of only those manufacturers reporting on a state basis. They do not represent industry, nor 
even full association figures 
ELEC 
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Seat 


First 9 Months 
1953 


IS DIVIDED 


Freezer 
Shipments* 


Appliance, Radio and Television Shipments by States, in Units 
and Percentages, Compared with Number of Electric Customers 


U.S. Total 


Water Heater 


Shipments* 


First 9 Months * 


1953 


° 


U.S. Total 


Television 
Shipments 


1953 


First 9 Months °/, of 





60,284 


28.114 
15,873 
20,414 
16 567 
9,969 


90,937 


9,274 
12,027 
14,595 

3,362 

3,254 

9,967 

6,726 


59,205 


1,071 
4,109 
3,342 
6 920 
4618 
11,128 
4,396 
10,758 
7,904 


54,846 


6,959 
9,045 
7,261 
7,064 


30,329 
5,702 
10,463 
8,830 
27,046 


52,041 


r ow 
— 
Ow 


2 
» 
~~ 
W 


ELECTRICAL 


iG 


Range 

Shipments* 

°/, of First 9 Months °/, of 

U.S. Total 1953 

39 4,390 52 
27 3,440 40 
15 1,508 18 
1.96 30,308 3.207 
26 8,001 94 
1.16 16,093 1.90 
4.19 63,740 7.51 
6.33 46,558 5.49 
2.38 14,204 1.67 
5.89 59,696 7.03 
14.60 120,458 14.19 
6.81 50,928 6.00 
3.84 26,903 3.47 
4.95 28, 440 3.32 
4.01 41,238 4.86 
2.41 19,639 2.32 
22.02 167,148 19.70 
9.25 12,937 ‘So 
2.91 10,602 1.25 
3.54 17,334 2.04 
81 4945 58 
719 3,869 46 
2.41 8 488 1.00 
1.63 7,068 83 
14.34 65,243 7.69 
26 2 425 29 
1.14 8 623 1.02 
81 7,41 87 
1.68 23,318 2.75 
1.12 15,310 1.80 
2.70 46 391 5.47 
1.06 19 461 2.29 
2.61 29, 897 3.52 
1.91 37,986 4.48 
13.29 190,823 22.49 
1.69 18,506 2.18 
2.19 41,267 4.86 
1.76 23,252 2.74 
t.39 7,469 83 
7.35 90,494 10.66 
1.38 4,136 49 
2.53 2,889 34 
2.14 4,334 51 
6.55 20,416 2.40 
12.60 31,775 3.74 
78 4837 57 
49 6,713 719 
30 1,644 19 
1.44 6,795 80 
46 2,765 33 
45 1,733 21 
60 7,395 87 
18 3,666 43 
4.70 35,548 4.19 
1.60 ~ 30,445. ~~—«3.59 
1.35 21,182 2.49 
3.76 31,826 3.75 
6.91 83,453 9.83 
100% 848,682 100% 


45,753 


16,924 


15,518 
5,538 
24,697 


19,904 
13,720 
11,563 
15,079 
11,364 


71,630 
6,982 
8,362 
7,744 
1,757 
2,457 
3,026 
1,105 


31,433 


770 
4,405 
1,769 

10,744 
4,142 
20,764 
9,006 
10,226 
20,749 


82,575 


5,189 
9,358 
5,456 
1,360 


21,363 
844 
749 


438 
3,902 


5,933 
1,336 
9,266 
257 
2,199 
576 
640 
3,202 
2,001 


12,477 


9,206 


5,776 
8,178 


23,160 
311,248 


ee 


— 


4.99 
1.78 
7.93 


14.70 
6.40 
4.41 
3.71 


4.84 
3.65 


won rp 
&» Orn 
oo 


56 
719 
97 
36 


10.10 


25 
1.41 

57 
3.45 
+.33 
6.67 
2.89 
3.29 
6.67 


26.53 


1.67 
3.01 
1.39 

44 


6.87 


27 
24 
14 
25 


1.90 


43 
73 
08 
71 
18 
21 
1.03 

64 


4.01 
“2.96 
1.86 
2.63 
7.45 


100% 


5.43 


23.01 


37,695 
15,142 
8,098 
142,203 
21 439 
68,835 


293,108 


434,776 
126,769 
406,178 


967,723 
272,581 
150,169 
276,490 
188,046 
101.705 


988,991 


82,009 
101,256 
110,374 

11,176 

12,604 

41,253 

59,962 


418,634 


11 359 
56,599 
36,791 
98,147 
60,492 
85,362 
41,729 
77,936 
86,838 


555,253 


64,942 
68,738 
70,423 
33,308 


237,411 


30,628 
68 369 
83,628 
283,343 


465,968 


5,364 
12,951 
2,404 
59,228 
13,917 
29,440 
28 260 
5,698 


153,256 


57,593 
371,909 


534,017 


4,614,361 


Radio 
Shipments 
First 9 Months °/, of 
U.S. Total 1953 U.S. Total 
81 24,528 51 Maine 
33 12,614 26 New Hampshire 
18 10,613 22 .. Vermont 
3.08 162,303 3.38 Massachusetts 
46 29 424 61 Rhode Island © ° 
1.49 64,655 1.35 Connecticut 
6.35 304,137 6.33 New England 
9.42 660,929 13.78 ; _ New York 
2.75 161,190 3.35 New Jersey 
8.80 355,933 7.40 Pennsylvania 
20.97 1,178,052 24.50 Middle. Atlantic 
| 591 | 997661 | 619 |..... eee ‘ie 
3.25 112,791 2.35 Indiana 
5.99 380,385 7.91 IHlinois 
4.08 232,244 4.83 Michigan 
2.20 100,207 2.09 Wisconsin 
21.43 1,123,288 23.37 East North Central 
= —_ — wads é a yy | ae en 
2.19 58,222 1.21 lowa 
2.39 124,874 2.60 Missouri 
24 14,324 30 North Dakota 
28 14,061 29 South Dakota 
89 31,270 65 Nebraska 
1.30 51,658 107 |; Kansas 
9.07 365,872 7.61 .West North Central 
94 11,900 . 25 . . Delaware 
* -@@9 70,190 1.46 Maryland 
80 54,331 13 District of Columbia 
913 78,079 1.62 Virginia 
1.31 39,502 82 West Virginia 
1.85 103,836 2.16 North Carolina 
90 40,949 85 South Carolina 
1.69 90 264 1.88 Georgia 
1.88 103,229 2.45 Florida 
12.03 592,280 12.32 South Atlantic 
1.41 68,254 142 Kentucky 
1.49 75,228 1.56 Tennessee 
453 62,318 1.30 Alabama 
72 37,000 77 Mississippi 
5.15 242,800 5.05 East South Central 
67 34,766 a: 72 Arkansas 
1.48 70,970 1.48 Louisiana 
1.81 49,177 1.02 Oklahoma 
6.14 211,954 4.41 Texas 
10.10 366,867 7.63 West South Central 
49 417,165 36 I... Montana 
98 10,828 22 Idaho 
05 8,454 18 Wyoming 
1.20 32,691 68 Colorado 
30 16,796 35 New Mexico 
64 23,816 49 Arizona 
61 14,791 31 Utah 
12 5,720 12 Nevada 
3.32 130,261 2.71 Mountain 
———~“o27.~~SC*~CS~STSSAOS—~C*é“‘ USS Washington 
1.25 37,433 78 regon 
8.06 393,237 8.18 California 
11.58 ; 503,775 10.48 ... .Pacific 
400% «4,807,332 100% UNITED STATES 
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Domestic and Farm Electric Customers 3 















Total Residential and Urban Rural Non-Farm Farm 
STATE Rural Electric Customers) Electric Customers Electric Customers Electric Customers 
January 1, 1954 January 1, 1954 January 1, 1954 January 1, 1954 
\ 
Maine 283,989 143,585 113,276 27,128 4 : 
New Hampshire 184,901 95,903 75,843 13,155 . : ‘ \ 
Vermont 112,708 40,772 53,827 18,109 
Massachusetts 1 402,296 1,158,939 222,559 20,798 
Rhode Island 241 635 200 382 38,766 2,487 
Connecticut 639,705 492,170 132,570 14,965 
New England 2,865,234 2,131,751 636,841 96,642 
New York 4 315,108 3 673,579 20, 962 120.567 | 
New Jersey 1,517,049 1,290,605 202,287 24,150 $ 
Pennsylvania 2,902,153 2,105,650 656,22 140,283 \ 4 
5 
Middle Atlantic 8,734,303 7,069,834 1,379,469 285,000 : 
dnio 401 619 1,744,724 462,670 194,225 : 
Indiana 1.216040 157.00 293,515 165 520 
Illinois 2,478,754 1,950,752 340 207 187,795 
Michigan 1,949,976 1,364,875 429, 596 155,505 
Wisconsin 1.057.775 629 727 263,883 164,165 
East North Central 9,104,164 6,447,083 1,789,871 867,210 
Minnesota 944 403 538,645 233,384 172,374 
lowa 764,491 375,582 188,949 199,960 
Missouri 1.146.479 737,902 198,522 210,055 
North Dakota 159,289 46,428 56,266 56,595 
South Dakota 177,428 65,689 52,669 59,070 
Nebraska 384,801 185,892 95,934 102,975 
Kansas. 595 654 324 694 147,108 123,852 
West North Central 4,172,545 2,274,832 972,332 924,881 
Delaware 97,391 62,737 27,675 6,979 
Maryland / “ 
1 44 134,208 34,51 
District of Columbia \ 813,431 644,710 34,2 03 
Virginia 837,507 454,610 236,392 146,505 
West Virginia 488,910 202,816 213,986 72,108 
North Carolina 1,148,484 414,641 398,181 275 662 
South Carolina 540,351 247,424 168,904 124,023 
Georgia 864,191 453,131 230,016 181,044 
Florida 980,294 703,325 229,714 47,255 
South Atlantic 5,770,559 3,243,394 1,639,076 888,089 195: 
Kentucky 701,253 315.182 192,849 193,222 
Tennessee 853,779 436,238 201,816 215,725 195: 
Alabama 718,280 363,969 170.651 183,660 
Mississippi 458 583 165,537 109,991 183,055 195: 
East South Central 2,731,895 1,280,926 675,307 775,662 
195( 
Arkansas 451,857 183,287 115,080 153,490 
Louisiana 689,592 427,215 149,401 112,976 
Oklahoma 623,972 363,079 143,166 117,727 194 
Texas 2 186,644 1,465,882 426,555 294,207 
West South Central 3,952,065 2,439,463 834,202 678,400 1941 
Montana 171,657 82,467 8,913 30,277 194 
Idaho 178.051 83,251 55,802 38,998 
Wyoming 80 311 45,310 23,508 11,493 
Colorado 398 583 261,351 95,540 41,692 194 
New Mexico 165,906 104,640 43,891 17,375 
Arizona 199,840 127,705 62,530 9,60 
Utah 195,583 129,018 43.190 23,375 194 
Nevada 50 964 30,929 17,925 2,110 
, 194 
Mountain 1,440,895 864,671 401,299 174,925 
Washington 741,893 486,3 9 186,345 69,169 193 
Oregon 478.139 271,364 147,925 58,850 
California 3588 856 2,972,917 484 767 131,172 
193 
Pacific 4,808,888 3,730,660 819,037 259,191 
193 
TOTAL UNITED STATES 43,580,548 29,482,614 9,147,934 4,950,000 
TO’ 
Totals estimated by Edison Electric Institute on basis of 8 mos. 1953 customer data. Farm figures, estimated by ELECTRICAL 


MERCHANDISING on basis of REA data as of June 30, 1953. The urban customers and rural non-farm customers follow 
tatios established in 1950 Housing Census. This term ‘Domestic Electric Customers’’ and this tabulation, issued periodically, 
is presented in preference to the Census figures on Occupied Dwelling Units Using Electricity because it maintains a continued 
veatly base for state as well as national market computation These figures are used throughout all ELECTRICAL MER 
HANDISING calculations on saturation 
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Refrigerators 


Freezers 








Washing Machines 








Ranges : Vacuum Sewing — penne 
i Automatic Wringer-Spinner Cleaners Machines elevision 

a 1953 Units 259 261 30,544 13,905 15,845 31,993 35.184 22.790 88,028 293,998 
4 Dollars (7 mos.) $42, 362 966 $6,816,976 $1,892,828 $2,438,487 $2,695 202 $1,406,996 $1,406,021 $521,410 $18,134,930 
1952 Units 374,424 21,776 15,383 30,657 30,001 26,273 57,300 158,475 514 492 
Dollars $60,953,130 $4,921,315 $2,159,530 $3,746,962 $3,607,855 $1,160,722 $3,438,284 $888 413 $27,005,616 
1951 Units 343,622 33,734 13,208 27,230 35,210 18,089 93,183 206,725 304,968 
Dollars $55,005,023 $5,635,234 $1,859 652 $2,585,510 $5,007,182 $688,752 $6,185,333 $1,154,835 $22,897,066 

1950 Units 199,558 5,841 25,548 27,034 19,966 50,829 241,471 422,958 
Dollars $29 736.971 $769,360 $2,212,596 $3,799,508 $691,900 $2,849, 209 $1,095,984 $15,830,662 

1949 Units 166,242 6,496 27,092 29,795 27,841 47,016 243,727 523,898 
Dollars $26,814,489 $978,796 $2 279,458 $3,709 464 $841,610 $2,945 234 $1,027,889 $17,075,828 
1948 Units 271,353 13,469 < 70594 -—»> 51,511 58,902 354,964 710,490 
Dollars $41 469 892 $1,955,840 <— $7,308,072 —» $2,161,647 $3,854 363 $1,580,783 $28 132,276 
1947 Units 273,624 15,508 <— 1188291 —> 74,221 86,999 563,947 1,520,818 
Dollars $39,628 246 $1,767,755 <$10984,534—> $2,799,209 $5,971 388 $2,927,886 $53,537,043 

1946 Units 102,798 4,663 < 30304 —> 14,124 38,565 286,454 832,377 
Dollars $11,639,487 $451,263 ~<— $2,052,329 —> $488,745 $2,117,089 $1,331,820 $23,232,973 

1941 Units 126,471 11,770 < 20540 —> 13,368 170,443 205 258 648,425 
Dollars $10,281,136 $551,304 <— $929,110 —> $338,241 $5,110,917 $332,203 $13,487,434 
1940 Units 102,082 7,302 <- 29657 —> 9.964 103,482 162,587 958,398 
Dollars $8,073,763 $402,500 ~<— $1,196,947 > $205 484 $2,975,850 $249,982 $10,157,423 
1939 Units 124,031 6,636 < 55,239 —> 20,739 102,289 164,705 551,846 
Dollars $9,534,978 $379,180 <— $2,148,199 —> $383 976 $2,599 597 $280,211 $10,448 017 

1938 Units _ 141,008 6,210 ° 66,207 —-> 29,779 88,782 175,061 449,163 
Dollars $10,767,512 $350,410, <— $2,629,207 —> $558,662 $2,423,286 $319,200 | $10,553,54 
1937 Units _ 167,862 6,807 < 56921 > 27,990 143,965 199,299 618,710 
Dollars $12,754,616 $399,939 ~<— $2,100,562 —> $529,398 $4,496 181 $342,099 $16,128,572 

TOTAL Units 2,652,336 86,054 127,198 <— 728,688 > 369,049 1,064,538 3,050,624 7,950,541 
Dollars $359,022 209 $17,373,525 $13,918 357 <—$61,431,184—»> $12,255,342 $46,372,682 $12,052,715 $266,621, 387 
Note 1942-1945 war years exclud« d 
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THE POINTS THIS ARTICLE MAKES 


HOMEBUILDING IS STILL BOOMING. Builders started 1925. Even 800,000 starts would be more than the total for all 


tbout 1,075,000 non-farm housing units in 1953—more than in but five prewar years—and political pressures would force the 
iny past year except 1950 and 1952. The amount of money \dministration to take extreme action to prevent any drop 
spent on all residential building was the second highest on record. greater than this. 


However, the boom no longer shows the strength of other 
postwar years. It was badly shaken early in 1953 by a tightening PEOPLE WILL SPEND MORE ON ADDITIONS, ALTERA- 
in the mortgage money market. Now, although the money situa- ®* TIONS, MAINTENANCE AND REPAIRS on existing build- 
tion is improving, other basic factors threaten to cut further into ings. These now account for more than one third of all residential] 
the volume of residential building building expenditures. Furthermore, builders have recently been 
making their new houses larger, and this trend is expected to 


STARTS MAY DROP TO ABOUT 925,000 THIS YEAR. continu These factors will prevent the dollar volume of resi- 


And they mav remain at or below that level for several mort dential building from dropping as far as the number of starts 
vears, unless the government greatly expands its public housing on new houses 
Ovram o the economy as a whole enters another period of 


growl IN THE LONGER RUN, THE OUTLOOK FOR HOME 
CONSTRUCTION IS BRIGHT. The basic pressures of popu- 
SUCH A DECLINE WOULD NOT BE SEVERE BY PAST lation growth and the desire for better conditions of living 


STANDARDS.A total of 925,000 housing starts would, for in- vive promise of another rise in homebuilding sometime later in 


} 


be higher than was recorded for any prewar year except the 1950's 


aa Se 


The Outlook for Housing 


The number of appliances that will be sold this year or any year depends in large measure on 
- the number of places to put them. That's why housing is important—and why an understanding 


of the prospects for housing is important in appliance market planning 


> By the McGraw-Hill Dept. of Economics 














ee 
—— 

LI} ising industry 1 ti f ilders—and_ possibly 1 ( +. Difficulties in resales of homes nto thi \ t seems prob- 
= ¢ lhe total value of mists—beheve that it can be main that have already been built t nt mort 
£ tial construction activit\ t 1 at its recent levels without 5. A decline in public housing, a gag } i it 1ewhat 
a, amounted to about $17 bil gorous government support. i iated both with Congressional ef ower rat So financing is no longer 

ling new construction, ad there are good reasons for their be forts to economize and with the cur the problen at it was earlier in 
a ton terations, maintenance and f. Barring major changes in gov rent Admunistration’s preference f 53 

was the second highest nt programs, the amount of private initiative. But the basic ] ms lie alm 
Re tal ¢ recorded. And it is un building is unlikely to match Builders have not paid much attet itirely in the r futur hey have 
bted omewhat under-estimated 5 iccomplishments in any one tion to these factors in the postwar een masked in recent rs by the 
to the faulty nature of statisti f the next four‘or five vears. Resi riod They contend that the in rapid imcrease in Consumer incomes 
held of construction. Builders tial building activity is expecte int force in housing is mortgag the attack on South Korea. Now 
i tarted bout 1,075,000 non-farm to fall because of ' In general, they feel that the Korean boom is beginning to slow 
_ ising units this year—third highest 1. A decline—or at least a tem- they can sell just about as manv down. 1 ig off, and 
| 1 on record porary leveling off—in consumer in- uses as lenders are willing to fin- will prot declin for the 
. Housing has been a major source comes, as the current business “‘read nce \nd their experience in 1953 first time since 194 If business ac- 
rength for the economy ever sinc¢ ustment” gets under way. Incomes tends to support this belief. When _ tivity follows the course expected, con 
- the last war. Homebuilders took a have risen fairly steadily throughout ney suddenly became tight last sumer income after taxes may drop by 

le of years to get into their post- the postwar period Housing will spring, housing starts went into a dc 5% or more by the end of 1954 

| tride. But, since 1948, they have probably bear a major share of the ine that lasted from February 
n enjoving a boom unsurpassed in irden of any reversal in income, through August. The annual rate of I eT EN SEE 
. tori Ihe number of non-farm 2. A decline in the formation of private housing starts fell from 1,213,- Declining income would probably 
1ouses started in every year from 1949 new families. Fewer babies were born 100 to 970,000 over that same period affect housing more severely than it 
- through 1953 (as estimated) was in the thirties: Therefore, fewer f time. would most other consumer goods 
ome gher than the prewar record, set in famnlies will be formed in the fifties. This decline seems to have run its l'odav, the American people are well 
L> 25. In other words, almost every Ihe natural drop in family formation course. Money is easing again—and housed Manv families could most 
Ps ir of this housing boom has sur- could be accentuated by any declin tarts picked up a bit in September.  easilv adjust t drop in income by 
1 tl ik year of the last great in income Builders report that they intend to simply remaining in the quarters they 
ng boom, in the twenties. 3 A slowdown in migration from maintain their operations at the cur now ve instead of moving to larger 
Yet this is an uneasy boom. Very rural areas to the cities rent rate of about one million starts ( 2 
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Sales in 1953 of 3,505,850 units mean a 
retail dollar volume of $780,988,650, an increase 
of 7.1 percent in units and 10 percent in dollars. 
Automatics gain 17 percent in units and dollar 


volume 


1 


NCE agam in 1953, the home 
laundry industry in general 
ind the washing machine busi 


in particular 
woot of its 
n all the post-war years, they have 
never failed to sell at less than two 
million units a vear and in 1948 and 
1950, they hit ov 
l’‘urthermore, 


ifforded resounding 


olid public acceptance 
| 


r four million unit 
t has become a far big 


rer busine from a dollar volume 
tandpoint. From a_ pre-war averag¢ 
price Of round $70, washers today sell 
it $272—nearly four times that figure 
Phe increasing importance of the au 
tomatic washer, of course, is largely re 
sponsible for this impressive gain in 
dollar volume. In 1952, for the first 
outsold conventional 


vringer washers; in 1953, the spread 


time, automat 
between the two tvp« widened even 
further. Once more, the appliance in 
dustrv has been confronted with in 
disputable proof that a 
unprovement m= an existing product 


dramatic 


paves the wav for a second, replace 
ment market for that product 

Hlere is the breakdown for 1953 
business in the washing machine in 
dustry: A total of 3,505 


shipped by manutacturers, com 


05,850 machin« 


red to a total of 3,274,500 units 


the year previous Aver 


1g 
\ 


tail price for washers in 1953 was 
222.77, giving a total dollar volume 
ot $780,988,650 In 1952 wcrage 
prices were at $216.88 for a_ total 
dollar volume of $710,182,500. ‘Total 


volume of $471.076,400 


percent 
I 

Breakdown by types for | 
1,975,000 automatics sold at an aver 
ge price of $279.50 for a total dollar 


Q55 shows 


volune of $552,012,500. This com 


parc with the 1952 figures of 1,684,- 
100 automatics sold, at an average 
price of $279.72, for a total dollar 
Thus, au- 
tomatics showcd a gain of 17.3 per 
"52 anda 17.2 


ent gain in dollar volume 


nt in units in ’53 over 


' Wringer and spinner washers sold 
1,525,000 units in 1953, at a retail 
price of $149.50, for a total dollar 
volume of $227,987,500. Figures for 
the previous year show 1,582,400 units 
sold, at an average price of $150.29, 
for a total dollar volume of $237,815,- 
900. Wringer and spinner types, 
therefore. showed a net loss of 3.7 
percent in units and 4.1 percent in 
dollar volume for the vear. Taken 
together, the gain for automatics and 
the loss for conventional washers is 
in the neighborhood of 20 percent in 
favor of the newer typ¢ 

Iwo other types of washing ma- 
chines remain to be considered. The 
eas-engine and the small, portable. 
Both are becoming increasingly less 
mportant. ‘The gas-engine because of 
the spread of clectriication to most 


rural areas and the portable because 


} 


| quarters is disappearing. Gas 


the crowding of voung families in con- 


Weshing Machines 


engine washers sold only 5,850 units 
in 1953 compared to 8,000 in 1952 
Average prices were $169 last year 
for a total of $988,650 as compared 
with an average of $160 in 1952 for 
1 total of $1,287,200. In the case of 
the small, table-model washer, sales 
have declined to such an extent and 
iccurate figures on production so dif 
ficult to estimate, we have decided t 
drop their Isting in) ow 
statistic 


innual 


Present Saturation 


Phe 1953 figure of 3,500,000 unit 


of standard-siz g 


electric and gas wash 


ing machines sold, brings present sat 
uration (or market penctration, if you 
rcrel to 7S.5 percent of the $3,580, 


600 wired homes of the country. The 
figures have been adjusted to allow 
for junking, dual ownership, goods in 
inventory, ct but the percentage of 
vnership is not surprising in light 
of the fact that nearly 29 million wash 
ers have been sold in the post-war 


ale TK 
The Replacement Market 


Once again, in 1953, ELECTRICAI 


MERCHANDISING Conducted its annual 
urvev on the replacement market for 


Mayo! ipphian ind th xtent trad¢ 


TWO YEARS S 








FIVE YEAR 
WASHER SALES 








M0 8 BRE TRIED LTE AS TERA A RI 


ins are taken by dealers. A total of 23] 
dealers supplied figures and, of those, 
191, or 82.7 percent reported they 
sold a total of 7,517 units in the first 
eight months of 1953—an average of 
39 units per dealer. This figure wa 
exceeded only by television (64 units 
per dealer) and refrigerators (47 unit 


per dealer The dealers further ro 
ported that 25.4 percent of their sak 
were made to homes not already own 
ing a washer and that 71.6 percent 


were replacement sales. ‘This propor 
tion of replacement business was al 
most identical to refrigerators 
+.6 percent of sales were replace- 


where 


ments and vacuum cleaners, where 
72.1 percent went to homes alread 

vning cleaner Not all the repla ( 
ment business m= washers involved 


"( 
Of the 7,517 units sold bi 
+094, or 54.5 percent in 
volved a trade-in machine—a_ higher 
percentage, however, than anv oth 


trade-ins 


the d¢ ler " 


major appliance 
i 


The disposition of th vashers 


taken in trade shows the larger num- 


junked outright; 
27.5 percent were rebuilt and resold: 
21.1 percent were 

14.8 percent of the old machines wer 
still on hand in dealers’ stor 


Continued on page 294 


ber 56.6 percent 


resold “‘as is” and 
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TOTAL 
STATE 1946 1947 1948 1949 1950 1951 1952 SEVEN 
- a re eee er se ee a —eae ~ a — — — - -_ YEARS 
7 ad SSE EE 
Maine 13,994 24,574 23,33" 12,797 17,797 13,883 13,785 120,161 51 
New Hampshire 7,311 9,170 7,211 7,737 11,864 8,717 9,617 61,627 .26 
Vermont. 5,013 10,270 9,333 4,761 9,356 4,520 4,809 45,062 19 
Massachusetts . 68,510 1Z3, 973 115,382 92,554 135,772 111,387 109,638 756,616 3.20 
Rhode Island 10,652 20,540 19,513 16,070 25,000 19,372 19,235 130,382 55 
Connecticut 27,989 50,983 54,722 38,986 58,052 51,657 44,561 326,950 1.38 
New England 133,469 239,510 229,492 172,905 254,241 209,536 201,645 1,440,798 6.09 
New York 183,181 337,441 330,028 225,879 387,717 332,546 270,890 2,067 682 8.74 
New Jersey. 52.636 107,468 87,809 87,792 141,527 113,647 99,059 689,938 2.92 
Pennsylvania 180,674 275,455 339,360 247,603 336,446 269,265 227,612 1,876,415 7.94 
_Middle Atlantic. 416,491 720,364 757,197 561,274 865,690 715,458 597,561 4,634,035 19.60 
.. 
Ohio 159,578 240,244 268 094 173,501 258,902 213,410 195,233 1,508 962 6.38 
Indiana 70,181 102,700 113,262 83,030 111,442 85,235 83,030 648 880 2.74 
Illinois 165,636 242,077 246,460 152,669 225,851 174,022 170,228 1,376,943 5.82 
Michigan 104,436 169,821 180,285 126,182 185,172 149,484 135,605 1,050,985 4.45 
Wisconsin 65,376 93,163 86,961 58,925 82,628 65,218 60,910 513,181 2.17 
East North Central 565,207 848,005 895,062 594,307 863,995 687,369 645,006 5,098,951 21.56 
Minnesota 55,560 86,194 88,658 50,592 67,374 56,823 50,011 455,212 1.92 
lowa 51,802 78,125 76,780 54,758 70,764 52,949 46,164 431,342 1.82 
Missouri 78,327 129, 841 159,075 93,447 126,697 94,921 89,442 771,750 3.26 
North Dakota 11,070 15,038 18,241 11,904 13,560 11,623 11,220 92,656 39 
South Dakota 11,279 17,606 19,513 13,690 15,254 13,237 12,503 103,082 44 
Nebraska 26,109 41,080 44541 27,379 39,407 29,380 25,646 233,542 99 
Kansas 28,616 50,616 51,328 30,355 44916 32,286 32,699 270,816 1.13 
West North Central 262,763 418,500 458,136 282,125 377,972 291,219 267,685 2,358,400 9.97 
a a reece ns tenn tanner enema ee teem ane = a 
Delaware 4,386 6,602 6,787 6,845 9,746 7,749 8,014 50,129 .21 
Maryland er 24,438 42,914 58,116 35,712 58,475 41,972 44,240 305 867 1.29 
District of Columbia 16,919 35,578 36,481 31,843 51,272 38,743 39,752 250,588 1.06 
Virginia 30,495 55,018 78,901 48 211 61,331 46,492 56,102 376,550 1.59 
West Virginia 26,109 42.914 76,780 44,343 61,553 46,169 42,637 340,505 1.44 
North Carolina 26,109 60,519 107,747 80,352 90,679 63,926 78,542 507,874 243 : 
South Carolina 9,190 22,007 25,876 31,248 39,831 27,766 32,699 188,617 .80 ; 
Georgia 25,900 63,454 97,142 70,829 89 832 58,115 78,222 483,494 2.05 ' 
Florida 22,976 49, 882 70,841 60,115 76,696 54,563 73,733 408 806 1.73 
South Atlantic 186,522 378,888 558,671 409,498 539,415 385,495 453,941 2,912,430 12.32 i 
een nem ioe on oo a wind - — — 4 —— —— a a — ————— om ~4 
Kentucky. 29,242 46,948 82,295 49,402 57,628 38,097 45,522 349,134 1.48 : 
Tennessee. ... 40,521 86,928 134,471 81,840 97,459 60,698 73,733 575,650 2.44 
Alabama 17,963 38,880 59,388 49,104 64,831 43,586 53,337 327,289 1.38 
Mississippi. . 9,399 21,273 25,876 29,760 37,289 27,443 33,982 185,022 .78 
Cast South Central 97,125 194,029 302,030 210,106 257,207 169,824 206,774 1,437,095 6.08 
= a — 
Arkansas. . . 12,950 25,675 42,420 36,605 41,102 28,412 31,417 218,581 93 
Louisiana 22,976 57,952 81,447 63,389 82,205 52,626 64,116 424,711 1.80 
Oklahoma 27,153 49,516 52,601 29,760 44,492 26,474 32,379 262,375 1.11 
Texas... 74,567 156,983 225,250 163,382 238,139 150,453 188,501 1,197,275 5.06 
West South Central 137,646 290,126 401,718 293,136 405,938 257,965 316,413 2,102,942 8.90 
Montana. . 9,399 16,872 16,544 11,011 14,831 12,269 12,182 93,108 39 
Idaho 5,848 11,737 13,150 12,499 17,373 10,977 12,182 83,766 35 
Wyoming... 3,133 5,135 $515 4,764 7,203 5,489 4,809 36,045 15 
Colorado. . 20,470 39,271 55,994 27,379 45,340 30,995 27,891 243,280 1.03 
New Mexico... 4,595 9,536 7,636 9,821 15,254 10,654 12,182 69,678 .30 
Arizona 7,728 16,139 16,968 14,285 22,458 16,143 20,196 113,917 48 
Utah 42,795 20,540 25,452 13,773 24,577 17,435 17,952 133,844 ~ Fj 
Nevada. . 2,924 4,402 4,242 5,952 8,051 6,134 6,412 38,117 .16 ; 
Mountain............... 66,212 119,572 145,501 101,481 155,087 110,096 113,806 811,755 3.43 | 
—4 Sniaiahtinaeietienaed: saienebtenmeneteeteiiedeneseees oe nt en arnt ne eee Gps sare —_ 0 ne ne cen mee ered — a = * 
Washington... . . 38,224 70,789 64,903 54,758 78,815 60,375 55,781 423,645 1.79 i 
Oregon. ec aay ae é 23,394 45,848 72,538 36,307 53,390 K I i Ib 4 38,470 309,659 1.31 y 
en ee ee 161,667 342,210 356,752 260,103 385,599 301,551 308,718 2,116,600 8.95 | 
’ 
SR ee 223,285 458,847 494,193 351,168 517,804 401,638 402,969 2,849,904 12.05 H 
—— OS ee nee, Ease ee 
UNITED STATES........ 2,088,720 3,667,841 4,242,000 2,976,000 4,237,349 3,228,600 3,205,800 23,646,310 100°, 
(Projected to Industry Totals by ELECTRICAL MERCHANDISING from State Figures Reported by American Home Laundry Manufacturers’ Assn. Members Based on Their Own Shipments.) 
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Sales in 1953 of 685,000 units, worth at 
retail $168,521,250. Electric models up 10.8 per- 


cent in units and 7.7 percent in dollar volume; gas 


units show slight decline from 1952 


; Seasonal Sales Trends 
t t t } pu 
i fan l | na en | e thi ELI RICAI 
194 ind 1949 of 1ERCHANDISIN( mpiled statistics, de 
hi] | ) unit sales a short d from dealer sales reports to local 
t ire near] 1 t t npanies, showing the mov 
t fh t of major appliances at the retail 


The complete data is shown 
Electric Dryers Gain os 
rt toy elsewher in this 1 , 
irt form elsewhere in this issu 


During 1953, a total of 6585, he latest figures, covering the yea 
its of elect and gas loth 195 show that dealers sold 20.64 
yers were sold, compared to 634, percent of their drver volume in th 
the year previous ‘The gain v first iter of the year: 15.07 per 
heering one for the electrical indu it in the second quarter; 24.50 per 
t because it is all registered in it in the third and 39.79 percent 
tric model Gas drvers, which t fourth quarter. The first half 
been inc! ng their total sha f t ir, therefore, accounts for 
the business in th previous yeal ut one-third of dealers’ dri 
ff slight] Lh ymplete brea wh the cond half account 
ns are as follows f r two-thirds of the total bu 
\ total of 525,000 elect: d two pre ul u 
old in 1953 at an ige ret 17 195] and 1950, s]} n 
of $238.25, { 1 total d vn ! mi 
ume of $125,081.25 Phi 1m \t t manufacturer level, sh 
vith 47 r t units f \ ut th 
t T us at ana i t tt ! 1.29 p it in the 
I $245 { . total dollar volun t 15.72 p nt 1 th 
f $116,] 500. Elect drver bu | nt in the third an 
t f \ t rane t in tl f th quart 
ts and 7.7 percent in dollar volum I ilv one-third of the drvers ar 
1952. Gas drvers a inted f hipped in the first half of the year 
l¢ LeLl nit m 1953 ympared to na tw thirds in the econd half. 
; ; \ tail 5 , Geographic Sales Factors 
lipped ft £290 in *52 to $271.50 ligures on manufacturers’s ship 
1953 ng gas dr 1 total dolla ment of clothes dryers for six post-war 
f $43,440,000 in 7°53 m rs and averaged out shows that th 
to $46,675,000 in 195 1d Fast North Central group of state 
ff recent in dollar Q.,. Ind., Ill., Mich., Wis.) are by fat 
| for the past vear les of | the best market for drvers, absorbing 
Ith elect nd gas drvers bring total r one-third (35.36 per ent) of 
} ment n that 1X-vear period 
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Clothes Dryers - 


ome 5 AaB LAC NCR Pe eee ne ree ere tar See MRI a Ge ee 


Second most important market, as st potential load-builders sincc the 


usual, are the Middle Atlantic big electric range and water heater, it 1s 
three (N. Y., N. J., Pa.) which took not unreasonable to predict that this “ 
18.23 percent of the production. business may grow faster still in the Vv. 
(hird are the Pacific states (Wash., years ahead. The gas utilities were j M 
Ore., Calif.) with 15.62 percent. The the first to carry the ball in favor RI 
remaining areas, in order of their of the gas dryer, but figures for last eG 
mportance are the West North Cen vear which showed them just holding 
tral with 12.43 percent; the South their own, insofar as unit sales were - 
\tlantic with 5.66 percent; the New oncerned, would seem to indicate 
I'ngland states with 4.07 percent; the that the electrical units will take a + 
West South Central with 3.28 per- large share of the business in the Pe 
nt: the Mountain group with 3.]3 future. An example of creative market- 
ind the East South Central area with uilding by utilities in 1953 was the 
2.22 percent. Ohio led all the stat Campaign, sponsored by Detroit Edi 
th a six-year average of 11.92 per m to sell 20,000 dryers in a 60-day O 
nt of all drvers sold period. ‘They helped subsidize the in- In 
Further light on the movement of tallation cost of the electri _ units e 
lothes dryers in specific markets is ind, at the time of writing, looked a W 
ontained in our annual utility com though they would achieve th il 


pany survey, “Appliance Markets by Tie Guciecd Ger 2068 


Regions,” published elsewhere in this 

uc Nationally, the utilitie It | fact that manufacture D 
ported sales of 12 drvers per 1,000 »ptimistic about business in 1954 1 lo 

sidential customers. As might be ex hown by their own estimates of pro “ 
pected, the East North Central s¢ le unit volume which average out to S 
tion led the country with sales of 21 ibout 740,000 units, an increase of N 
Irvers per 1,000 customers, the Pacifi 55,000 units over the 1953. figure K 
( t was second with 17 units per Our own estimate is that, even with 
1.00 ind the West North Central 1 probable five to ten percent drop in 
vas third with 15 per 1,000 volume for all appliances, that drvers 

With electric utility companies | hould hold up to 1953 production, or 
ginning to take a more active interest make a slight ¢ in for a final figure of 

romoting drvers as one of the big it 700.000 units in 1954 Ind 
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CLOTHES DRYER SALES by states, 1947-1952 

































































TOTAL 
STATE 1947 1948 1949 1950 1951 1952 SIX 
YEARS 
Maine 229 385 338 1,232 1,250 1,259 4,693 28 
New Hampshire 141 206 154 740 914 1,070 3,225 19 
Vermont 122 161 113 277 288 504 1,465 09 
Massachusetts 1,885 1,611 1,281 5 823 8,947 10,955 30,502 1.83 
Rhode Island 295 268 492 1,479 2,405 2,330 7,269 44 
Connecticut 1,266 1,110 4,197 3,266 5,580 8,311 20,650 1.24 
New England 3,938 3,741 3,495 12,817 19,384 24,429 67,804 4.07 
New York.. 5,109 7,259 5,033 20,181 34,391 42,309 114,282 685 
New Jersey 2,040 tAve 2,214 7,548 11,929 13,788 38,691 2.32 
Pennsylvania 4,516 7,169 8,538 28,068 45,984 56,349 151,224 9.06 
Middle Atlantic 11,665 16,200 15,785 55,797 92,304 112,446 304,197 18.23 
Ohio 3,661 6,211 10,772 32,874 62,193 83,233 198,944 11.92 
Indiana. 1,925 3,947 4,889 13,094 20,731 31,921 76,507 4.59 
Illinois. 4,727 5 406 7,411 25,110 40,452 49,424 132,530 7.94 
Michigan 3,708 9,138 7,729 20,181 38,336 48,038 127,130 62 
Wisconsin. 2,742 2.775 3,520 9,582 16,258 20,084 54,967 3.29 
East North Central. 16,763 27,477 34,327 100,841 177,970 232,700 590,078 35.36 
ee — EE EE EE 
Minnesota. 1,853 3,007 3,977 9,952 14,093 17,944 50,826 3.05 
lowa 961 1,745 2,788 7,302 10,967 17,188 40,951 2.45 
Missouri . 1,586 2,399 3,598 9,890 14,911 17,793 50,1 39 3.01 
North Dakota 227 448 1,056 2,311 3,608 7,052 14,702 88 
South Dakota 189 456 881 9 341 2,838 5,540 12,245 73 
Nebraska 510 1,164 1,794 4683 5 868 9,318 23,337 1.4 
Kansas 691 1,011 1,240 3,297 3,463 5,540 15,242 91 
West North Central 6,017 10,230 15,334 39,776 55,748 80,337 207,442 12.43 
Biicsfiocettn cece sth n  re o  Ath Rt ene ee | Senn aaa etiam 
Delaware 105 206 205 832 1,299 1.544 4158 25 
Maryland. . 630 582 523 2,126 3,463 4,344 11,668 70 
District of Columbia 572 698 1,712 4,344 6,253 6,611 20,190 1.21 
Virginia 612 814 451 1,448 1,876 3,211 8,412 50 
West Virginia 421 779 1,148 3,358 4,088 6,422 16,216 97 
North Carolina 680 868 892 1,664 2,020 2,896 9,020 54 
South Carolina 394 438 338 739 866 1,007 3,782 23 
Georgia 1,069 680 840 2,403 2,694 3,274 10,960 66 
Florida 639 967 656 1,787 2,116 3,778 9,943 60 
South Atlantic 5,122 6,032 6,765 18,701 24,675 33,054 94,349 5.66 
‘ " leaaipibial sat aos sates see edi caelaalalaiaa ne ene ie ane acnalioial 
Kentucky 539 850 584 2,064 2,934 3,967 10,938 65 
Tennessee 976 904 1,220 3,451 3,463 4,470 14,484 87 
Alabama 542 949 605 1,510 1,432 2,140 7,478 45 
Mississippi 428 644 338 801 962 945 4,118 25 
East South Central 2,485 3,347 2,747 7,826 9,091 11,522 37,018 2.22 
Arkansas 356 528 451 924 1,010 1,196 4 465 27 
Louisiana 702 1,495 984 2,989 354% 3,841 13,522 81 
Oklahoma 411 1,020 472 1,294 1,780 2,267 7,244 43 
Texas 2,141 3098 2,398 5,977 7,071 8,688 29,452 1.77 
West South Central 3,610 6,220 4,305 11,184 13,372 15,992 54,683 3.28 
— ee - ~ — = nanan are VEEN ——————— a ee _ a 
Montana. 207 474 656 2,187 2,597 4,21 10,339 62 
Idaho 235 788 1,005 2.S37 2 838 4,596 12,019 72 
Wyoming. 94 188 297 709 914 1,448 3,650 22 : 
Colorado. 455 797 707 1,664 2,261 3,400 9,284 56 Cog 
New Mexico 128 170 92 216 289 441 1,336 os § 
Arizona 130 224 133 246 433 756 1,922 11 4 
Utah 284 447 882 2,280 2,982 4,596 11,471 69 ff 
Nevada 80 116 164 401 577 881 2,219 (3. 8 
: 
Mountain 1,613 3,204 3,936 10,260 12,891 20,336 52,240 3.13 ff 
aad + ee — —- en See a eS On en: Se ie rere ean nes - - = “~~ 
Washington. 1,698 3,866 5,207 {7.377 23,521 26,317 77,986 4.67 i 
Oregon 926 3243 4,244 11,954 16,594 20,336 57,267 3.43 i 
California 3,949 5,970 6,355 21,567 35,450 52,131 125,422 7.52 3 
Pacific. ... 6,573 13,049 15,806 50,898 75,565 98,784 260,675 15.62 | 
er sere FE arene eee eS CO ne eee a — | 
UNITED STATES 57,786 89,506 102,500 308,100 481,000 629,600 1,668,486 100% 
Projected to Industry Totals by ELECTRICAL MERCHANDISING from State Figures Reported by American Home Laundry Manufacturers’ Assn. Members Based on Th dwn Shipr 
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TOTAL 
STATE 1946 1947 1948 1949 1950 1951 1952 SEVEN % 
YEARS 
wah —— a | Me eee a Sees. eee = 
Maine.... 735 3,379 2,270 1,031 1,397 846 580 10,238 42 
New Hampshire. 308 1,600 662 583 1,038 573 373 5,137 21 
Vermont....... , 205 771 710 491 559 382 186 3,304 14 
Massachusetts. ... 3,728 14,345 12,203 10,192 14,212 8,873 5,136 68,689 2.84 
Rhode Island. . . 821 3,142 2,129 1,289 2,595 1,884 870 12,730 52 
Connecticut. 906 34,915 6,527 3,806 6,746 Fe 2,704 60,964 2.52 
New England 6,703 53,152 24,501 17,392 26,547 17,909 9,858 161,062 6.65 
New York. ....... 13,868 43,688 38,739 24,130 36,846 26,372 17,541 201,184 8.30 
New Jersey..... 3,882 15,353 7,331 6,784 11,976 9,910 7,103 62,339 2.57 
Pennsylvania. . .. 14,860 46,415 38,455 23,118 32,814 23,560 17,956 197,178 8.14 
Middle Atlantic 32,610 105,456 84,525 54,032 81,636 59,842 42,600 460,701 19.01 
Ohio... 20,007 59,634 35,759 23,915 28,822 20,912 18,887 207,936 8.58 
Indiana... 9,029 19,206 13,149 8,350 10,659 7,426 5,199 73,618 3.04 
Illinois. ..... 24,436 38,531 29,421 20,998 25,229 17,144 13,689 169 448 6.99 
Michigan... . 12,090 37,345 32,826 19,709 24,990 22,031 21,953 170,944 7.06 
Wisconsin... ... 7,114 12,923 10,406 5,955 7,305 4,859 2,796 51,358 2.12 
East North Central. . 72,676 167,639 121,561 78,927 97,005 72,372 63,124 673,304 27.79 
Minnesota. . 3,711 12277 11,872 8,012 7,665 5 897 5,240 54,668 2:23 
lowa. . et es 3,027 13,634 8,183 6,692 7,984 5,569 3,583 48,672 2.01 
Missouri. ...... 4,685 16,124 13,906 9,302 13,932 8927 6,503 73,379 3.03 
North Dakota. . .. 616 2,134 2,696 1,781 517 1,501 1,325 11,570 .48 
South Dakota..... 598 1,719 2,791 1,719 1,836 1,338 1,098 11,099 46 
Nebraska 1,505 6,343 5,061 3,684 4,591 3,085 2,568 26,837 1.11 
eS ere 1,659 5,453 5,298 3,561 4,870 3,467 2,423 26,731 1.10 
West North Central 15,801 57,678 49,807 34,751 42,395 29,784 22,740 252,956 10.44 
Delaware. . 154 830 757 460 798 792 766 4,557 19 
Maryland..... 1,402 5,394 4,446 3,499 4,511 3,986 3,852 27,090 132 
District of Columbia 1,333 4624 4,068 4,205 5,190 4,559 3,272 27,251 1.12 
Virginia 1,146 5 809 4,493 2,517 2,994 1,829 1,761 20,549 85 
West Virginia. 2,052 7,232 6,291 3,438 4,950 2,976 2,009 28,948 1.20 
North Carolina. 1,402 5,987 5.723 3,100 3,553 1,938 1,470 23,173 .96 
South Carolina... 547 2,430 2,176 1,166 1,158 737 352 8,566 RE 
Georgia $38 6,876 6,480 3,714 4,231 22Tt 2,009 26,359 1.09 
Florida 1,060 7,529 5 440 3,315 5,150 3,167 1,988 27,649 1.14 
South Atlantic 9,934 46,711 39,874 25,414 32,535 22,195 17,479 194,142 8.02 
Kentucky... 1,402 5,335 4541 2,241 2,555 1,829 1,387 19,290 .80 
Tennessee...... RO 9,129 7,048 3,315 4,511 2,566 1,885 30,831 1.27 
Alabama 855 3,794 3,453 1,536 2,196 1,092 518 13,444 Re) 
Mississippi 291 2,608 1,892 1,596 1,357 847 559 9,150 .38 
East South Central 4,925 20,866 16,934 8,688 10,619 6,334 4,349 72,715 3.00 
Arkansas 906 3,320 2,176 1,657 2,116 1,119 642 11,936 AD 
Louisiana. 1,265 5,394 5,818 3,192 3,992 2,320 1,325 23,306 .96 
Oklahoma 1,642 5,632 5,818 3,562 5,030 3,167 2,320 27,171 132 
Texas. 3,779 18,376 21,710 14,336 19,361 9,364 7,746 94,672 3.91 
West South Central 7,592 32,722 35,522 22,747 30,499 15,970 12,033 157,085 6.48 
Montana. . 393 1,897 3,264 2,149 2,236 1,611 1,222 12,772 wo 
Idaho 205 1,126 1,987 2,087 2,036 983 828 9,252 .38 
Wyoming.... 120 533 757 736 878 628 331 3,983 16 
Colorado 1,214 4,446 ~ 6,385 3,162 5,110 3,085 2,216 25,618 1.06 
New Mexico... 342 1,245 1,088 1,442 1,796 1,092 808 7,813 Re 
Arizona. 462 1,778 2,270 1,229 2 156 1,310 911 10,116 42 
Utah. ‘ 923 2,905 4872 2,670 3,832 2,239 2,216 19,657 81 
Nevada... 103 1,719 1,088 583 958 409 311 5.479 Ps 
Mountfain. 3,762 15,649 21,711 14,058 19,002 11,357 8,843 94,382 3.89 
Washington 2,394 14,049 14,142 7,890 9,940 5,160 3,645 57,220 2.36 
Oregon 1,419 8,773 12,109 4,819 6,866 4,231 2,609 40,826 1.68 
California. . 13,184 65,088 52,314 38,282 42,156 27,846 19,820 258,690 10.68 
Pacific... 16,997 87,910 78,565 50,991 58,962 37,237 26,074 356,736 14.72 
UNITED STATES 171,000 592,783 473,000 307,000 399,200 273,000 207,100 2,423,083 100% 
Projected to Industry Totals by ELECTRICAL MERCHANDISING from State Shipment Figures Reported by American Home Laundry Manufacturers’ Assn. Members Based on Their Own Shipments.) 
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TOTAL 
STATE 1946 1947 1948 1949 1950 1951 1952 SEVEN ¢ 
YEARS 

Maine eer D> iam S52 9,786 17,182 26,970 26,131 33,712 16,789 15,019 145,589 54 
New Hampshire. . . 6,590 11,559 17,530 15,850 19,866 10,447 9,267 91,109 34 
Vermont... . 3,994 5 623 9,889 10,281 10,836 5,969 4,793 51,385 A9 
Massachusetts. . . 66,500 96,844 128,557 104,523 162,540 96,260 81,168 736,392 2.74 
Rhode Island 17,174 26,241 39,556 33,413 48 762 28,356 24,925 218,427 81 
Connecticut. . 35,946 53,733 64,279 46,693 71,036 54,846 42,821 369,354 1.38 
New England... 139,990 211,182 286,781 236,891 346,752 212,667 177,993 1,612,256 6.00 
New York. 278,581 328,957 467,031 376,113 606,816 475,702 356,626 2,889,826 10.76 
New Jersey 17,574 122,461 155,527 125,514 200 466 142,524 111,845 875,911 3.26 
Pennsylvania 162,356 239,611 311,953 253,170 391 902 263 409 202,919 1,825,320 6.80 
Middle Atlantic... . 458,511 691,029 934,511 754,797 1,199,184 881,635 671,390 5,591,057 20.82 
Ohio 143,185 203,685 254,417 178,632 291,970 201,474 169,366 1,442,729 5.37 
Indiana 57,913 92,158 129,456 111,806 146,286 88,798 85,322 711,739 2.65 
Illinois. . 135,596 208,371 267,902 209,475 297,990 209,309 159,459 1,488,102 5.54 
Michigan 99,850 153,388 182, 497 146,933 226.954 151,852 130,699 1,092,173 4.07 
Wisconsin 43,535 68,728 100 688 86 532 114,982 72,008 52,727 539,200 2.01 
East North Central. 480,079 726,330 934,960 733,378 1,078,182 723,441 597,573 5,273,943 19.64 
Minnesota 42,736 63,417 98 441 79,678 108,962 57,830 44,419 495 483 1.85 
lowa. 35,746 58,106 89,450 85,675 105,350 54,473 40,264 469 064 1.75 
Missouri. 67,099 97,781 140,244 139,650 199 864 122,377 99 382 866,397 3.23 
North Dakota 5,991 10,934 19,778 22,704 27,014 17,536 12,463 116,420 43 
South Dakota. . 6,590 10,934 22 026 23,132 27,166 15,297 10,865 116,010 43 
Nebraska 18,372 30,928 47,647 47,550 63,210 35,444 23,328 266,479 99 
Kansas 18,373 29,366 48 546 53,118 66,822 37,310 33,873 287,408 1.07 
West North Central 194,907 301,466 466,132 451,507 598,388 340,267 264,594 2,617,261 9.75 
Delaware 3,994 7,185 8,990 9,424 15,050 10,820 7,350 62,813 23 
Maryland........ 30,954 45,610 66,976 58,259 88,494 55,219 50,810 396,322 1.48 
District of Columbia 26,360 37,800 53,940 44551 81,270 52,234 42,821 338,976 1.26 
Virginia... 27,359 47,172 71,920 75,822 98,126 61,935 63,272 445 606 1.66 
West Virginia 25,162 38,738 58,435 65,970 79, 464 47,010 41,542 356,321 1.33 
North Carolina 32,951 52,796 88,551 118,660 163,142 88,798 84,683 629,581 20 
South Carolina. . 15,776 24 680 40,006 54,404 75,250 41 041 44,099 295,256 1.10 
Georgia 30,354 55,607 86 753 100 668 133,644 76,112 81,487 564,625 2.10 
Florida 29,556 54,358 92,597 110,092 150,500 95,514 103,856 636,473 2.37 
South Atlantic. . 222,466 363,9 568,168 637,850 884,940 528,683 519,920 3,725,973 13.88 

eee EN OSE SENNA: Tinea ciate SRR sce oe a Pe cee 
Kentucky 25,162 40 612 62,031 | 86,103 97,524 54,846 54,644 420,922 1.57 
Tennessee 35,147 57,794 97,991 135,367 157,724 76,485 78,931 639,439 2.38 
Alabama. 20,769 35,926 62,930 85,247 110,166 55,593 59,118 429,749 1.60 
Mississippi 12,781 22 493 38,657 62,114 73,444 36,190 44.099 289,778 1.08 
East South Central 93,859 156,825 261,609 368,831 438,858 223,114 236,792 1,779,888 6.63 
- Tce ems emer -inanetentntedientenaiaenatd an & 7 aes 2 neers — - ee ——EE —. —E ——F- nn ee a © - = 
Arkansas 14.978 24,680 44,500 79,678 84,280 39,549 39,625 327,290 1.22 
Louisiana 22,366 37,800 66,976 102,810 117,992 63,427 60,716 472,087 1.76 
Oklahoma 19,171 35,614 62,031 77,964 99,932 49 249 49,851 393,812 1.47 
Texas 82,476 145 266 241,381 301,148 376,852 182,446 173,200 1,502,769 5.60 
West South Central 138,991 243,360 414,888 561,600 679,056 334,671 323,392 2,695,958 10.05 

— a ——E — ee nee ne et re tne nae cae ree ene: Snare seen RRR meena eN te SNR eR A ers one a on — Oe =m — 
Montana 7,389 10,622 17,081 16,278 r 19,264 11,939 9587 92,160 34 
Idaho... 7,389 11,246 17,980 14.136 18,662 9,327 7,350 86,090 4 
Wyoming.... 2,796 4,374 6,742 7,282 8,428 5,970 4,154 39,746 15 
Colorado. . 19,371 27,491 43,602 46 265 63,812 33,206 27,801 261 548 98 
New Mexico..... 4,593 6,560 12,586 16,707 20,468 11,939 10,865 83,718 31 
Atizona.... 7,189 14,683 24,722 23,561 30,100 18,655 17,895 136,805 51 
Utah... .. 10,384 17,182 23,824 17,563 27,692 15,297 11,824 123,766 46 
Nevada 3,595 5,936 8,091 4,712 9,030 5,970 4,793 42,127 16 
Mounfain........ 62,706 98,094 154,628 146,504 197,456 112,303 94,269 865,960 3.23 

——F en emer crane mae wee So oe ener en anc re ee ee ea rer ect amen = he —EEE SS eae —— — andi 
Washington......... 39,341 55,607 75,965 51,405 77,658 45,145 34193 379,314 1.41 
Oregon Rectan , 26,560 40,299 55,738 42 838 66,220 35,444 26,843 293,942 1.10 
Competlas ssh. t ea 139,590 235,862 341,620 298,149 453,306 293,630 248 616 2,010,773 7.49 
PRS ons Wika Sis 205,491 331,768 473,323 392,392 597,184 374,219 309,652 2,684,029 10.00 

Re re nen Ae RN me te a Se See ane SE De OO a ern re en eat mee owen oo se ane — 
UNITED STATES......... 1,997,000 3,124,000 4,495,000 4,283,750 6,020,000 3,731,000 3,195,575 26,846,325 100% 












































Projected to Industry Totals by ELECTRICAL MERCHANDISING! rom State Figures Reported by NEMA Refrigerator Membership Based on Their Own Shipments.) 
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Sales in 1953 hit 1,200,000 units with a 
dollar volume at retail of $480,000,000—an in- 
crease of 5.3 percent in units and 13.8 percent 
in dollar volume over 1952. 


popt 
i i I 


ESPITI the declin in 
larity of food freezer plan 


vhich provided such a stimulus 


i] in 1952, home freezers con 
tinued to show a healthy growth po 
itial in the year just past. It is 
true that food freezer plans are still 
iting in many sections of the 
ounti ind, once out of the hands of 
tl yportunists and racketeers, mat 
till pl in important part in home 
f use and acceptance, but sales 


n | reflected the public’s increa 
| t 


nbrace the frozen food 


of life. Sales of all types of frozen 


ft d ntinue to break the past ve ir’ 
d And the inclusion of frozen 
mpartments in modern refrig 

it is providing the customer with 
npling” of frozen food storag 


the appetite for freezing 


nits of Digg ipacitv than th 


tt ded by the trigerator 
| n th | f Wi 
Wa I] t I ! 
th the lonely ex t f 194 
S 195] | omfort 
] ] 
} ral 
] t t iIndin 
it In 1953 
t t t int¢ 
} 
( 
, , 1 , 
{ $()(). { id m + 
} | 5 
1 34 ; } 
] } ) t 1) t 
} | 
PAGE 104 


ness, therefore, had a unit increase 
f 5.3 percent and a dollar increas 
it 13.8 percent 

With over 6,000,000 freezers sold 
in the post-war years, saturation now 


tands at 13.7 percent of the 43,- 


580,600 wired homes in the country. 
Replacement Market Growing 


On a relatively new product such as 
the home freezer, which only came 
into its own during the post-war years, 
sales are usually channeled into homes 
not previously owning them. ELECTRI 
CAL MERCHANDISING’S annual survey 
of new vs. replacement sales, however, 
hows that the home freezer is begin- 
ning to into the replacement 
Of 167 dealers supplying us 


move 
market 
with figures on home freezer sales, 
they showed a total volume of 1,698 
units sold the cight-month 
period of January through August, or 
ll 1vV¢ 


during 


rage of 10 freezers per dealer— 
ime average, incidentally, re- 


ported the year previous. The dealers 


ving information on replacement 
id that $4.3 percent of their 

went to homes not already own 

f fers and 15.7 percent were re- 

nt (his figure is over double 

the 7.0 percent of the year previous. 
Qt thus repla nt business, however, 
Iv 4.2 | nt involved trade-ins 
Phe onh mclusion to be drawn is 
that the origmal freezers were sold 
itely, junked or otherwise disposed 


f. By far the largest percentage of 


Home Freezers 


those freezers ectually taken in trade 
#2.3 percent; 22.5 
still in the deal 
21.1 percent were 1 
built sequently resold and 14.1 
percent were junked by the dealer. 
While we are the subject. of 
ler sales, we might quote a study 


dealc . 
by NEMA on the distribution of 


old “‘as is 
thein 


sSION; 
] 


Were ITC 
percent of were 
CTS po yC 


and su 


on 


home freezers by types of dealers. ‘The 
study shows that independent appli 
ince dealers still account for the big 
rest share of the business. In 1949 


they did 35.5 percent and have in 
creased that to 39.8 percent is of 
1952. Second largest categorv of deal 
ers is the 


country 


farm implement and general 

hey did 17.2 per 
but they have sli 
fiom the 24.6 percent 
back in 1949. Furniture 
tores continue to do about 9 percent 
of the still 


stores 


nt in 1952, pped 


considerably 


they did 


business, department stores 


under + percent and hardware stor 
just over 6 percent. Utility compan 
remain fairly constant at 3 percent and 
the remainder of the busin gOC 


through a varietv of outlets. By 


of community, another NEMA stud 


shows that small towns are still the 
biggest outlet for freezers. In 1952 
#1.7 percent of all freezer sales went 


to towns of between 1,000 and 10 


Two 


FIVE YEAR 
FREEZER SALES 


JANUARY, 


YEARS §S 


T 


1954—ELECTRICAL 


QOO population; 23.9 percent went to 
towns of 10,000 to 100,000 and 34.4 
percent went to cities of 100,000 to 
1,000,000 and more 


In the home freezer business, un 
like some other major appliances, 
there would scem to be a fairly con 
stant pattern of seasonal sales insofat 
manufacturers’ shipments and 


movement of freezers at the retail level 
is concerned. In 19 figures are not 
vet available for manufacturers 
shipped 18.01 percent of their produ 
tion in the first quarter; 27 
in the second quarter; 30.90 percent 
in the third and 24.06 percent in th« 
fourth quarter At the retail 
based on reports of dealers to utility 
companies, 14.78 percent of freezer 


52 
33 
.03 percent 


level 


were sold in the first quarter, 28.35 in 
the second, 32.10 percent in the third 
ind 24.77 percent in the fourth quar 
ter. Only the winter months, there 
fore would secm to slow freezer sal 


] 


remain feirly constant 


Geographic Distribution 
lhe best market for home freezers 


based on a five-year average from 19458 


through 1952, would seem to be thx 
| ist North Central States of Ohio, 


Hlinois, Michigan and Wis 


Continued on page 300 
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soem 
TOTAL ' 
STATE 1948 1949 1950 1951 1952 FIVE % : 
YEARS 
it to — So peemneenninl waenaeiaaetea a — 
54.4 Maine 3,967 2,914 4,862 5,059 4,137 20,939 50 
U to New Hampshire. . 2,189 1,528 2,829 2,891 2,125 11,562 .28 
Vermont 1,368 1,003 2,033 2,065 1,677 8,146 19 
un Massachusetts 9,439 5,350 13,348 15,178 14,872 58,187 1.39 
Ces Rhode Island. 2,394 1,194 2,564 3,200 2.125 11,477 a7 
con Connecticut. . 8,345 4,586 9, 459 11,048 8,946 42,384 1.01 
of 
os New England... 27,702 16,575 35,095 39,441 33,882 152,695 3.64 
level New York. 39,125 23,979 48,531 59,782 74,474 245,891 5.86 
not New Jersey... 12,585 8,455 16,531 18,792 31,534 87,897 2.10 
ATC! eC 42,887 29,186 51,714 59,988 59,266 243,041 5.79 
du 
cent Middle Atlantic. . 94,597 61,620 116,776 138,562 165,274 576,829 13.75 
cent 
1 the Ohio. . 42,750 26,129 54,631 69,075 57,589 250,174 5.96 
ae Indiana. . . 27,634 20,253 31,205 33,556 29,856 142,504 3.40 
' lit Ilinois 41,245 31,335 50,830 62,879 47,748 234,037 5.58 
_ Michigan. . 25.513 15,716 32,443 36,654 40,032 150,358 3.58 
ZCI Wier. es is 21.272 13,327 22,631 30,975 23,483 111,688 2.66 
35 1n 
third East North Central... 158,414 106,760 191,740 233,139 198,708 888,761 21.18 
qu I 
he Minnesota... ... 19,015 14,617 23,249 28,704 24,377 109,962 2.62 
1] lowa.. 17,852 17,435 25,724 32,937 28,738 122,686 2.92 
Missouri....... 20,657 14,235 29,968 36,241 36,790 137,891 3.29 
North Dakota: . 7,319 6,114 9,194 14,145 10,735 47,507 1.13 
South Dakota. 4,583 5,971 9,105 13,732 10,064 43,455 1.04 
Nebraska. . 9,371 7,834 17,591 24,367 20,128 79,291 1.89 
CZCTS, Kansas... .. 7,798 7,022 12,730 17,449 17,333 62,332 1.48 
1948 
e th West North Central... 86,595 73,228 127,561 167,575 148,165 603,124 14.37 
Oh 
\\ Delaware 1,163 1,099 2,033 3,304 2,124 9,723 23 
Maryland.... 7,934 6,067 9,989 11,667 15,320 50,977 1.21 
District of Columbia 5,951 4,013 9,194 12,390 10,288 41 836 1.00 
Virginia. 8,824 7,308 13,348 15,591 17,109 62,180 1.48 
West Virginia 9,166 5 684 9,370 9,706 9,952 43,878 1.05 
North Carolina 12,722 11,225 20,332 24 883 28,738 97,900 2.33 
South Carolina 8,755 5,541 9,813 10,015 12,524 46,648 1.11 
Georgia.... 9,781 9,410 17,238 20,237 24154 80,820 1.93 
Florida. 11,149 8 646 15,647 15,384 16,550 67,376 1.61 ; 
; 
South Atlantic. . 75,445 58,993 106,964 123,177 136,759 501,338 11.95 t 
Kentucky. 8,071 6,353 10,254 12,493 13,978 51,149 1.22 ' 
Tennessee 12,654 10,318 17,061 19,617 20,352 80,002 1.92 
Alabama 8,277 5,828 12,907 13,629 15,655 56,296 1.32 
Mississippi. ... 6,908 5,923 414,357 11,564 14,984 51,136 1.22 
East South Central’ 35,910 28,422 51,979 57,303 64,969 238,583 5.68 
Arkansas 8,619 7,595 11,669 12,700 13,531 54,114 1.29 
Louisiana 16,895 12,754 25,548 23,128 24,377 102,702 2.45 
Oklahoma 10,602 Pe I 11,138 15,075 18,674 62,606 1.49 
0 Texas 52,394 34,966 65,062 T2275 70,001 294,698 7.02 
West South Central. 88,510 62,432 113,417 123,178 126,583 514,120 12.25 
Montana 5,130 4,490 7,426 10,428 8,498 35,972 86 
Idaho 4,788 4,108 6,895 5,989 6,709 28, 489 .68 
Wyoming 1,710 1,767 2 652 3,717 4,473 14,319 34 
Colorado 8 618 6,974 12,376 13,836 14,761 56,565 +.29 
New Mexico 2,463 2,006 4,332 4543 5,256 18,600 44 
Arizona 4.378 2,436 5,746 4543 9,281 26,384 63 
Uteh 5,130 3,965 6,276 10,015 14,984 40,370 96 
Nevada 1,778 1,051 1,768 2,684 3,355 10,636 25 
Mountain... 33,995 26,797 47,471 55,755 67,317 231,335 5.51 
Washinaton 12,586 7,308 16,089 14,248 17,220 67,451 1.61 
Oreson 11,833 8,121 15,470 15,178 17,892 68,494 1.63 
California 58,413 27,419 61,438 64,944 141,456 353,670 8.43 
Se eee. £2,832 42,248 92,997 94,370 176,568 489,615 11.67 
UNITED STATES....... ?. 6£4,0C0 477,675 884,000 1,032,500 1,118,225 4,196,400 100% 
Projected to Industry Totals by ELECTRICAL MERCHANDISING from State Figures Reported by Portion of NEMA Freezer Membership Based on Their Own Shipments.) 
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Electric Ranges 





itions were filled by December [le doc But, significantly, he is not 
5) and July (9.25), while Janu- materially increasing lus share, despite 


iry and October had fallen to eleventh the decline 


nee) ind sixth place. retailers. lor instance, the depart- 
ht. st linathes ; ] i = 

> nent store is becoming less and les: 
SSS SSS Sales by Size of Market o 


mportant in range distribution. It’s 
SS . g 


of some other types of 


ot «ih A aw 

















ss Like our survey of retail sales by hare of the market has dropped from 

nonths, the study of sales by size ot i high of 13.6 percent in 1945 to only 

LZ, narket is, of necessity, a year behind. percent in 1952. But appliance 

Ihe figures for 1952 prove once again es, which accounted for 37.1 pel 
| that the range is still and primamily a it of sales in 1948, dropped to 34.7 , 
nall-town appliance. No significant 1 1950 and 1951 and slid off a frac- b 
| hanges have taken place since 1949. tion more to 34.6 in 1952. The share F 

Powns of 1,000 to 2,500 population f utilities, hardware stores, lumber 

. still hold leadership by accounting for and building supply dealers, automo- 

13.2 percent of sales. In 1951 they tive dealers, and jewelry and music 
s —— | ilso held first place with 12.8 percent merchants has also fallen off in vary ( 
\\ 1 second place again are towns of ing degrees. ‘Then who is getting a I 
° e all 10,000 to 25,000 with 13.1 percent, bigger share? The most important l 
1 position achieved in 1951 with 12.3 ins have been made in the category 

l/| percent. In bref, towns with popula- f direct sales by distributors and fac 

j . . . " . 

tion etween under-one-thousand — tories to apartment houses, builders, 

ind 25,000 account for 57.2 percent utractors and the government. ‘This 
f national sales in 1952 as compared istributive channel accounted for 

e “4 i] e 2 ¢ y ] O14 } 

vit 5 pel iI > 1 >.> percent of sales 11 445, Dut 
Low saturation helps ranges make good h 54.4 percent in 195] y 3.5 percent of sales in | nu | 
Whe Sells R 1 1952 it was selling 10 percent of 

; . 7 ‘ o Sells Ranges bial ‘ ES ee ae 
gains with no increase in percentage of replace- total. Lesser gains were made by | 
Because of the importance of th¢ furniture stores, accounting for 14.5 ' 


ment sales and even fewer trade-ins nall town merchant in range met rcent of sales in 1952 as compared | 


handising it is only natural to assum¢ vith 13.2 in 1951 and 13.3 in 1948; 
ite correctly, that the ipphiance f plement and general country 
i] nust play an important rol Continued on page 302 
NATURATION ition with actual sales by state ae ; | 
S tant factor in <A ding to NEMA figures for the | 
deci ! ust how widely saies hirst n months, each region § pel | 
I | ! \ na itage ld manufacturer ship ' 
Phat reason iv ele nents showed few chang ind these ‘ | 
t 7 vith tw ther rela tt at all consistent with the utility TWO YEARS STATISTICAL SUMMARY | 
tive it ition item dispose! t f sales pel 5 ustomers Range | 
ind automat vashers, made bigger N Isngland, which raised its sale 1953 1957 . 
sep 
R ; t , nt . j hare of shi mire I 6 5 - - vo ¢ 
c t sil] percen $255 Ave R 


| 06! 0 units in 1952 to n 1952 t l in 1953 and is onc $332,800,001 Rete 





with other ap in \tlant rea, vh ch iffered a bad Uan. 1954 
ilth 1 it is still u 1 sales per 1,000 customers, 11,285,700 
S51. 195 t regist red im increase in per 32,294,30 
} I] 1 yf ft th na nal market eoin 
ising start 32 pe nt in 1952 to 14.1] 
um vire 3. And the South Atlant 
h I t , 2 $3 5 vith « the Y t ns ) | 
+8 ituration de no l istomers, cut its sha / 
is < it om 24.50 t 2.49 “il | 
t t. | it in Jan ( 
- Sales by Months 
flect e pattern of retail sales, a boc 
timat f ) cust this magazine’s third annual NITS 
f 177 ut s in t wering 1952, is anything but | 
f it U.S | ort an stent In 1951. dealers old ( 
28 ] ] ) custome t n than half of the tota 
t t only 24 th ume of ran in the first ap UE i... | ' 
it } } ionth f the vear, but in 1952 ) { 
‘ iterest } stenci¢ t 1 inted for ily 4 yercent ‘ I 
vith the avera New England. for n the same period loo, the pattern pA 
1 it iota per 1,00 fferent month by month. In 1951, ~ 
tomé from 24 to 26, while th March, ‘with 10.48 percent of the 
Middle Atlantic stat N. Y., N. J r’s volume, was the best month, but - 
P iffered vere drop—from 28 1952 August stood out with 10.25 { 493 ( 
t Th South Atlanti region ) it and March was relegated to a 
the biggest gain—S5 as con oor ninth with only 7.37 pe FIVE YEAR 
vith a pi is 45. while all nt. Similarly, the second and third e 2! 
waadio wihucs t retail months in 1951 were Jan RANGE SALES ) { 
nd October (9.51 and 9.28 px 
I t { \ I 1952 the 
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ELECTRIC RANGE SALES by states, 1946-1952 




























































































TOTAL 
STATE 1946 1947 1948 1949 1950 1951 1952 SEVEN wf 
— ere ore nen ur tr eee YEARS 
Maine Sd Sie ateian 4,797 8,169 10,788 7,241 11,868 7,069 5,641 55,573 .64 
New Hampshire. ............ 2,455 6,157 7,139 4,828 7,668 5 682 3,970 37,899 44 
Vermont. Mii = ane ae 1,827 3,078 3,490 2,204 3,286 2,356 1,985 18,226 29 
Massachusetts . 12,962 25,693 30,461 26,657 55,504 45,738 36,874 233,889 2.71 
Rhode Island 3,368 7,459 7,174 6,087 12,416 11,088 8,670 56,862 .66 
Connecticut. . .. 9,707 18,944 21,418 15,428 30,308 28,829 18,070 142,704 1.65 
New England. , 35,116 69,500 81,070 62,445 121,050 100,762 75,210 545,153 6.31 
New York... 25 866 56,003 74,566 52,895 99,142 86,348 53,901 448,721 5.19 
New Jersey... 9,536 21,431 23,797 16,372 33,412 26,472 16,923 147,943 1.71 
Pennsylvania 39,114 86,432 110,579 68 322 124,154 98,545 71,242 598 388 6.92 
__Middle Atlantic... 74,516 | 163,866 208,942 137,589 | 256,708 211,365 142,066 | 1,195,052 | 13.82 
Ohio 47,279 86,314 94,238 54,994 104,071 81,497 59,960 528,353 6.11 
Indiana 20,556 44 400 58,383 35,053 54,956 41,857 29,354 284,559 3.29 
Illinois. . . 32,433 67,843 71,075 38,621 66,277 49 064 30,189 355,502 4.11 
Michigan 42,082 71,987 71,393 42,610 82,709 70,548 43,456 424,785 4.91 
Wisconsin. 14,218 31,021 41,566 25,398 42,358 33,541 21,101 209,203 2.42 
East North Central 156,568 301,565 336,655 196,676 350,371 276,507 184,060 1,802,402 20.84 
= . Ee ———————eEEEEe NS OE Ce eee 

Minnesota 15,588 30,310 38,552 19,101 30,856 22,730 15,042 172,179 1.99 
lowa. 12,448 24,272 32,840 19,836 28,482 19,265 12,953 150,096 1.74 
Missouri... 18,044 36,467 45,691 26,447 46,740 32,017 23,294 228,700 2.64 
North Dakota 2,798 6,159 12,851 8,396 10,955 9,286 7,312 57,757 67 
South Dakota 2,569 6,155 11,740 7,346 10,407 7,623 5,014 50,854 59 
Nebraska. 6,281 13,739 24,591 13,119 23,188 15,662 10,655 107,231 1.24 
Kansas. 5,539 11,485 17,610 9,236 18,258 12,613 8,566 83,307 96 
West North Central 63,267 128,583 183,875 103,481 168,886 119,196 82,836 850,124 9.83 

—_ ~ ee — pn pre oe ei Hen eames eer meee ——— ee eee 
Delaware... j 2,647 3,173 2,414 4,565 3,603 2,403 20,145 23 
Maryland... = 13,533 13,271 14,754 9 446 16,432 13,999 10,969 85,583 99 
District of Columbia 10,840 10,630 6,717 13,876 15,385 9,610 72,539 84 
Virginia ; 11,363 24,272 36,490 27,602 45,097 34,373 31,861 211,058 2.44 
West Virginia 7,594 16,576 26,653 18,051 31,221 24,255 18,594 142,944 1.65 
North Carolina 15,074 33,862 62,191 54,994 89,100 65 696 58,915 379 832 4.39 
South Carolina... 7,023 14,682 31,413 26,552 43,454 31,739 27,264 182,127 2.11 
Georgia 12,334 30,547 54,258 38,412 64,633 46,015 43,352 289,551 3.35 

Florida 16,502 35,047 53,465 43,029 77,962 56,965 49 096 332,066 3.84 J 
South Atlantic. . 83,423 181,744 293,027 227,217 386,340 292,030 252,064 1,715,845 19.84 

. — a ——SS___aaaa ee —— —— a 
Kentucky 6,110 11,366 25,067 19,521 31,404 24,255 22,042 139,765 1.62 
Tennessee 19,357 42 624 75,359 60,766 95,672 60,568 54,528 408 874 4.73 
Alabama 8,964 22 614 38,710 32,010 51,305 33,126 31,337 218,066 2.52 
Mississippi 3,883 7 696 12,692 10,285 15,519 10,256 10,342 70,673 82 
East South Central 38,314 84,300 151,828 122,582 193,900 128,205 118,249 837,378 9.69 

> erat Maa ie cen etm eerie amen mre AR ee ae —— see ee re eer een arama rem Ee meee ms 

Arkansas 2,969 6,275 9,995 7,661 9,312 6,930 6,372 49,514 57 
Louisiana 2,741 4,499 5.235 3,568 8,033 4,296 3,865 32,237 37 
Oklahoma 2,683 6,157 10,630 5,457 8,581 5,683 5,223 44,414 a. 
Texas 14,561 28,416 38,552 24,244 47,106 31,462 24,234 208,575 2.41 
West South Central. . 22,954 45,347 64,412 40,930 73,032 48,371 39,694 334,740 3.87 
Montana 3,483 7,933 10,471 6,507 10,590 7,623 6,163 52,770 61 
Idaho 5,367 11,011° 20,149 11,649 18,806 11,227 9,296 87,505 1.01 
Wyoming 1,085 1,895 3,014 1,889 3,286 2,633 1,880 15,682 18 
Colorado 5,082 9,709 15,072 9,131 15,154 10,950 7,835 72,933 84 
New Mexico 799 1,302 2,221 1,784 4,199 3,465 3,029 16,799 19 
Arizona 1,542 3,670 4,442 2,414 4,382 2.772 2,403 21,625 25 
Utah 6,681 13,379 16,341 9,550 16,797 14,414 10,968 88,130 1.02 
Nevada 1,656 4,026 4,442 3,149 5,478 4,297 4,074 27 122 32 
Mouniain..... 25,695 52,925 76,152 46,073 78,692 57,381 45,648 382,566 4.42 

naan - selina Se ae Seneca a | HCCC! Tia 
Washington Secale 24,781 56,122 69,806 42,820 75,223 52,668 37,605 359,025 4.15 
Oregon oe ee 19,243 39,427 54,417 32,1t> 53,861 37,145 29,667 265,875 3.08 
Re 27,123 60,621 66,316 37,572 67,737 62,370 37,501 359,240 4.15 
ees ee 156,170 190,539 112,507 196,821 152,183 104,773 984,140 | 11.38 
; cabeietneiaa a es ee Seen Oe ee ee omnes 
UNITED STATES......... 571,000 1,184,000 1,586,500 | 1,049,500 1,825,800 1,386,000 1,044,600 8,647,400 100% 

TS FARRER RE: aU oa PREIS: WO RA a KARAS A TEI Seay SS eA as. Be BCG LEE ET MERE OT RE ER TART 2 RNG ITS — 

(Projected to Industry Totals from State Figures Reported by the NEMA Range Membership Based on Their Own Shipments, 
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Electric Water Heaters 
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Despite sales gain, water heaters still suf- 


fer from lack of glamor and appliance dealers’ 


share of the market progressively smaller. Out- 
look for 1954 is one of slight decline 


LCAUSI ter heat in 
ipp nt ilw \ | ( 1 
f the ira of glam rround 
n pphan that mo that LO 
hing or have a KCC] ip-with-the 
Jone ippeal, they get neither much 
\Z dazzle promotion by makers nor 
the affectionate efforts of dealers 
Add to this the stiff ompetition 
gas and restricted utility load 
ulding activity and it ipparent 
h vat he ite CVCn vith l 20 
it sales in in 1953 only 
iched a total of 862,000 units. It 
explains why even in their big 
est i 1947, when the industry 
venefhitted from the backlog of denied 
mand, sales only reached 1,100,000 
nd why saturation today is a small 
14.7 percent of the 43,550,000 wired 
rOTn« 
\\ hat may be ncedc | l 1 merchan 
lisable gimmick with more drama 
than the necessary but dull virtue of 


wate the water heater 


ot When 


came automatic the consumer lost 


iterest, becau inlike any other 
yplian 1 the home, tl \ no 
Nn i I ed to < h it < 
1S¢ t and the etor Nn necad to 
thin r it But uppos« for exX 
nple, that it could have eature 
ymethin demonstrable icthing 
that th THISUTTN ul It } ht b 
thermostat ontrol in. the 
! 1 which w Id tl Vv an 
xt heat ce] ent ito e when 
vil inted upph if 
t h it¢ TK cloth \ ishin 
It n t nethine nple i 
i] t f the tank, readin 
| t 1 th t \ t 
} ( h ) nN 
‘ ] t} wen it 
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tion to the heat vhile 
c he remem that ic ha 
i¢@ in the home 
lt night ical uspected 
that ecause the wat heater is a 
yumbed-in item and therefore ha 
tallat 1 p lem 1 lance deal 
don't push them ag ely be 
use of stiff competition from plumb 
ing and heating firms. But such isn’t 
the 1S¢ Lhe 1 hance dealc 
hi of the market 1 hrinking 
from 33.3 percent in 1945 to 26.7 p 
it in 1952—but in the ime period 
npD¢ only in ised thei l 
from 26.2 percent to 27.3 pe 
nt Department tores oddl 
ough, are stepping up their share 
from 2.2 percent in 1948 to 5.9 per 
cent in 1952. But the biggest gain 
has been in direct sales by manufac 
turers and distributors to builders, 
ntractors, apartment houses and th 
government—7.4 percent in 1952 as 
ompared with 3.0 percent in 1948 
Utility sales, indicative of their merch 
indising activity, were 5.8 percent in 
1948. rose to a high of 8.8 in 1950 
id dropped back to 5.9 in 1952 


More Replacement Sales 


direct sales by 
reflected in 


Ihe increase in 
] 
ind wholk 


tiCis IS 


the replacement sales figure supplied 

he 231 dealers responding to out 
innual Replacement and ‘Trade-In 
Su The 144 who sell electric 
vater heaters sav that 37.2 percent of 
the ile went to 


1omes which al 


l wned them, lea ? pe 
it f new sal But in 1952, a 
lk iT i] p ent 
\ na epl ement basi 
( hang dicate that yerhap 


doesn t have iS 
odayv to sell to 


mer Vears, Not O 


nOn-OWNECIS 
much DC 
rket there as be 
ise somebody cise 1s. getting 
It mtcre 
ih the pei 
- 1 ‘ 
ics went up subst 
hntage of ti 
itth 
ompared with 7.9 percent in 


ide-Ins a 


change, 6.0 percent in 


ne of the benefits that seems to ac 
mpany an increase in industry vol 
ne. Of the trade-ins accepted, the 


t+ reporting de ilers junked 60.6 pe 
nt 1 compared with t6.9 percent 
1 1952), rebuilt and resold 4.5 pet 
nt (19.8 percent in 1952), resold 
1S 22.8 percent (22.9 percent in 
52) and have on hand 12.1 percent 
10.4 percent in 1952 With the 
xception of vacuum. cleaner th 
inh i figure is highe than for am 
ther appliance and the rebuilt-and 

old per entage, with no ¢ t i 

] \ th 1 to ill th 
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ent subject to wide swings in 
nonthly sales, but there are certain 
months which are better than others 
Durng 1952, for example, our surve 
f dealer sales show that July was thi 
vest month with 9.53 percent of the 
irs volume, June second with 9.34 
ut, Mav third with 9.10, sep 
1) tourth with $.99, and August 
1 witl S.$5 fhe best month 
c fairl vell with the month 
tea 3 utilitic PrOr Coo! linate 
notion l vate heate i ¢ 
t carly in 1953 by the Id 
| t Institute. Ninetcen utilitic 
d thev would promot itcr heat 
March, 24 in \pri » May an 
a June Lowe r, on th 
inned Wnpaign in July, which wv 
ie best retail sales month in 195 
nad | itended to run promotions in 
Septem . the rth best 1952 
ionth. On the basis of 1952 sa 
uch is not ne irily the best b 
T lection, utilit would have donc 
tter to plan their heaviest effort 
r Mav, June and Jul 
N thel inv coordinated effort 
1 g step forward and 1 f manu 
Continued « age 304 
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TOTAL 
STATE 1947 1948 1949 1950 1951 1952 SIX qi 
YEARS 
— tee a nn fn cn et arnt 
in Maine. 6,492 10,352 5 407 6,496 5,969 4,309 39,025 “aa 
ain New Hampshire 3,246 5,125 3217 3,445 3,399 2231 20,763 39 
ers Vermont. ; ; 3,246 2,665 1,164 1,476 2.155 1,342 12,048 23 
ve Massachusetts. . 8,656 11,992 16,976 28,247 17,575 18,292 101,738 1.92 
a Rhode Island... . 2.164 3.178 2 601 3346 3316 2,479 17.077 32 
t] ; Connecticut. ... 15,148 17,425 10,815 15,747 15,088 10,030 84,253 1.59 
he 
34 New England 38,952 50,737 40,180 58,757 47,502 38,776 274,904 5.18 
¢ P 
rust New York. .... 40,034 42,127 32,172 44 486 40,206 34,044 233,069 4.39 
ith New Jersey 22,722 17,835 13,553 19,290 15,917 14,197 103,514 1.95 
ith Pennsylvania. . . 78,986 78,105 53,254 81,590 68,227 57,422 417,584 7.86 
3 Middle Atlantic 141,742 138,067 98,979 145,366 124,350 105,663 754,167 14.20 
: és Ohio.. 68,166 52,993 32,925 57,773 52,559 42,589 307,005 5.78 
=a Indiana : 55,182 43,768 28,133 44,682 36,310 27,405 235,480 4.43 
tc Illinois... ; 58,428 44075 29,707 40,352 32,082 24,156 228 800 4.31 
ini Michigan. 42,198 41,410 24,710 32,282 31,999 29,029 201 628 3.80 
i Wisconsin Q 38,952 39,360 27,859 37,695 32,497 24,650 201,013 3.78 
= East North Central 262,926 221,606 143,334 212,784 185,447 147,829 1,173,926 22.10 
Minnesota 41,116 34,339 16,497 22,735 17,326 16,881 148 894 2.80 
% lowa 34,624 32,082 23,684 31,298 24,787 18,858 165,333 3:37 
Missouri. . 35,706 29,110 19,166 27,164 24,704 19,705 155,555 2.93 
' North Dakota. . 4,328 8,098 4,723 6,102 5,803 4,591 33,645 63 
one South Dakota 6,492 7,899 6,571 8,661 7,378 6,922 43,916 83 
ort Nebraska ‘ 16,230 14,555 9,104 11,909 9,451 7,487 68,736 1.29 
Kansas. ‘ 8,656 7277 4,312 5,019 4,062 2,825 32,151 61 
ne West North Central... 147,152 133,353 84,057 112,888 93,511 77,269 648,230 12.20 
Delaware... 2,164 2,768 2,053 2,953 2,901 2,189 15,028 28 
Maryland 11,902 9,942 6,366 12,499 11,855 10,595 43,159 1.19 
District of Columbia 8.656 5,298 3,902 5.610 4,394 5,297 33,017 62 
Virginia. . 25,968 28,700 21,972 29,329 22,714 26,204 154,887 2.92 
West Virginia : 11,902 14,145 8,214 11,712 11,026 9,606 66,605 1.25 
North Carolina 35,706 46,432 39,222 58,461 48 662 45 697 274,180 5.16 
South Carolina ; 18,394 27,060 16,770 26,967 25,782 21,401 136,374 2.57 
Georgia 32,460 32,698 19,645 33,660 33,326 29,736 181,525 3.42 
Florida 45,444 47,253 31,008 54,328 51,481 44,215 273,729 5.16 i 
; 
South Atlantic ; 192,596 214,226 149,152 235,519 212,141 194,870 1,198,504 22.57 
: : ma Bitte on a Bess ao ee cae $$} 4 
Kentucky 3 11,902 14,042 8,556 13,090 12,103 12,078 41,00 10 
Tennessee. ..cccow-s:..- e 40,034 37,310 23,204 33,266 26,279 23,095 183,188 3.45 
Alabama... sees 22,722 21,628 14,854 91,062 15,171 14,126 109,563 2.06 
Mississippi wer. 5,410 7,277 3,765 4,232 3,399 3,249 27,332 2 
East South Central 80,068 80,257 50,379 71,650 56,952 52,548 391,854 7.38 
Arkansas. . ag 5,410 5,330 3,902 3,937 3,233 2,260 24,072 45 
Louisiana. . . AR 2,164 2,767 2 327 2,263 2,321 1,625 13,467 ae 
Oklahoma pees : 2,164 3,280 2122 1395 1,244 1,130 17,515 Re 
TOMGB dons oe Laven 15,148 16,605 10,131 14,763 11,440 8,757 76,844 1.45 
West South Central... 24,886 27,982 18,482 22,538 18,238 13,772 125,898 2.37 
Montana. . ee = 5,410 5,539 3,560 4,035 2,653 2,401 23,594 44 
Idaho tie wih 14,066 13,838 8,556 8,956 5,471 4,520 55,407 1.04 
Wyoming ace Bien 1,082 1 oat : 890 886 663 565 5 623 11 
Colorado. . . a adi ; 12,984 10,250 7,872 9,645 7,130 5,792 53,673 1.01 
New Mexico Nr wet ee 1,082 1,339 1222 1,476 1,492 1,271 7,886 15 
Arizona. . sae 2 a 5,410 3,690 1,848 2,067 1,658 1,413 16,086 .30 
Utah. . . ; ime 15,148 12,095 7,803 11,220 7,627 7,557 61,450 1.16 
NOW. bcisces : 5,410 3,077 2,943 4,429 4,228 $227 25,414 48 
Mounfain............ 60,592 51,455 34,704 42,714 30,922 28,746 249,133 4.69 
ana t REE 2 Slates ial Sti etd > en sieaesneicinill 
Wehner. .3 5.655.056 050%! 40,034 38,437 23,821 27,754 19,067 15.115 164,228 3.67 
Oregon.... ' oe 28,132 36,490 20,740 27,066 15,834 13,420 141,682 2.67 
California. . . uk acter 64,920 32,390 20,672 27,164 25,036 18,292 188,474 3.59 
PRS... cue oes oe 133,086 107,317 65,233 81,984 59,937 46,827 494,384 9.31 \ 
UNITED STATES........ 1,082,000 1,025,000 684,500 984,200 829,000 706,300 5,311,000 100% 





























(Projected to Industry Totals from State Figures Reported by Portion of NEMA Water Heater Membership Based on Their Own Shipments.) 
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| Air Conditioners 
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ind some pre-season 
elling bv retailers, there is little rea 
on to think that the seasonal sales 
peak will be much lower in 1953 


One indication of the public’s pre 
pation with hot weather as a sale 
argument is the experience some 1 
go tailers had during last August’s pro 
longed heat wave. While some dealers 
ile others TC 
was apparenth 


he August 


reported inct 


orted that the publi 








Region 

New England 
Middle Atlantic 
East North Central 
West North Central 
South Atlantic 

East South Central 
West South Central 





ea entieae BN 


Sales per 1,000 
Utility Customers 
1952 1953 
7 1] 

22 





6 
| 3 
ieat rather than Duy ) ynditione! Mountain 9 7 
t that late da Pacific 9 4 
Quite natural I i growth indus 
t with a yw Saturation rate) last Nlost iutacturc! th op 
ecord-breaking sales had a d1 1 on the vear ahea Product 
} ; . t effect on the saturation figure veral changes appear to be gain 
The industry confuses even its most opti- npil innuall ELECTRICAL ing fairly widespread acceptanc 
— scabs x MERCHANDISING Last vear at thi ision of 1.5 hp. units in window ait 
mistic supporters by almost tripling 1952's pro- me it was estimated that 576,350 conditioner lines; provision { 
° ° ° f the nation’s 42.3 million wired yicmentary heating either by res 
duction. Factory shipments hit 1,075,000 and nik eka. “Sila weie te an Neoiines dar SOs tea ean 
P ‘ F wes i | A 2 9 ; eae: = ; 
everyone expects more units will be sold this year pion dan, sonar sg aka ee ee 
ind s has aln ‘ nounting; and simpler controls 
g nated at 3.2 pe Everyone will be paying more atten 
lrading area figu 1 1ot to pre-season selling but the od 
oan 7 ; " a ae es ible but 3 LECTRICAL MER( HANDISING that once again sali will 
' 72 } — $ " ia ag tud tr sales Dv regions indicates that immed into the hot weather month 
t ir turned out ind more people showed Up TO the rate of sales per 1,000 utility « With more units being produced b 
) ilmost th n take their share. At the manufactu a ee ige Uae ; << Sar ; 
than th d set in th | some 70 firms marketed units oo ictually declined in both the more firms for sales by more retailet 
“! . 4 ‘ : Pa ind Mountain regions. How the 1954 air conditionin ison 
id 3 10 mo 1 the 1 the trade names (although ; or ie FE ee ats End 
itire seven vears from 1946 thr two dozen firms actually manu ee ; Bi 
7 ctu the unit At the retail 
Yet. in th idst IC nore firm into the busine “4 
thre idust had its heada id many of tho who had been i 
\l ill th yf the major hea t it alte gs 5 v YEARS STATISTICAL SUMMARY | 
e cuttin in ised on hi urgeonin ol ompetit ; 
t 1 and dependence on weath jute iturally had some effect on th 
ti play vig role in the 1954 narketing condit vithin the in 
dition ig picture tr Like an ther appliance 
Still, headaches or not, th } t litioners are subject to price 
most pleasant year in 195 id That’s particula » beca 
t firms look forward t inoth t 1 1 highly seasonal piece 
d-brea ve . 1954. TI ndise and most retail ire 
t litt ibt among m 1utious about being stu 
( that th idustt wil l fter hot weathe . 
llion ma th ir and \dd to the racto1 th rik — 
ut th idvance predictions f } I \ id ind new ‘ 
t as high as 1.5 million unit ind it to see why price 
Surprisingly enough, despite th t agued tl dust yme 
timism which alwa yreva in t tent this yea 
t most firn lid not seem t ; 
+ 1953 to] sail ns i tak Hot When It's Hot 
t ¢ I t Jan lanut \ itn i light n the erityv of 
were guessing that 1954 fact isonal selling problem is avail 
hipments would n tl the form monthly sale 
( nit vel] t 1 d ELECTRICAL MER / 
; ) in the HANDISIN( th reports of 
ith] ile mitted to the mag 
Those Problems ie by utilities throughout the coun- a | 
It’s a mistake to think that « t The 1951 study (reported in 1359—— | 
ore of th ndition ir’s market study) showed 75 = 
ket ed 200 percent pose percent of retail business on room 5 —— 
* try totals went up that it conditioners being done in the 
ch the melon to | f months from May through Au- o 
ist The 1952 figures indicate that ea 
. 153 
eee eee ee een th easonal peak has become even 


more concentrated; almost 87 percent 
f the vear’s business was done in the 
ime four month period. Comparable 
1953 will not be available 
While there was 


condensation of a much longer and more 
detailed article 
which will be 
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between the 1954 LEWYT 


and every other vacuum 
cleaner made... 


0 e 


INOTHER BIG DIFFERENCE! 


1954 LEWYT OFFICIALLY ENDORSED FOR 
DAILY VACUUMING by National Institute 
of Rug Cleaning, Inc. 


.. Official association of professional rug 
\ J cleaners, owners and operators of professional 
Vy Y rug cleaning plants. Vacuum your rugs 

daily. Have them professionally cleaned 
at least once a year by a professional 
rug cleaner. 


INOTHER BIG DIFFERENCE! 


\ 1954 LEWYT BACKED BY EVERY SALES- 
AID DEALERS NEED TO CASH IN! 


Exploitation Book crammed with 21 sales- 
building promotions! Low-cost 10-pe. dis- 
®=\\ play kit including an action window dis- 

play, a_ self-service floor display! The 
% *, Market Place demo-center, Junior Demo, 





direct mail and every other advertising force 
known today! 


LEWYT CORPORATION Vacuum Cleaner Division, Dept. M-1 
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[Tir }) 1954 LEWYT PRE-SOLD BY MORE ADVER- 





—— before! 


, 84 Broadway, Brooklyn 11, 


1954 








tt 





TISING THAN ANY CLEANER IN HISTORY! 
Ads every week thru end of year in LIFE, 
|} POST, LOOK and other great magazines! 
sj; Over 14,000 Outdoor Posters coast-to- 
Ty coast! 20,189 radio-TV spots every month! 
A $3,000,000 co-op advertising plan! More 
“\ publicity than any other single appliance 


DO IT 
with 






Listed by 
Underwriters’ 
Laboratories 


LEWYT 


SPACE 17K 17th Floor 


Furniture Mart . 
N. Y. 





Chicago, Jan. 4-15 


Also sold through leading Canadian distributors 
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Despite additional competition from tele- 
vision, radio production climbs in 1953 as gains 
are registered in output of home, clock, portable 
and auto sets 


TWO YEARS STATISTICAL SUMMARY 
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FIVE YEAR 
HOME RADIO SALES 
17955 
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FIVE YEAR 
PORTABLE RADIO SALES 
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HE year just past provided am- 

ple evidence that radio is fat 
from dead. 

Ihere’s no concealing the fact that 


industrv totals are far below those 
registered in the booming post-war, 
non-television vears of 1947 and 19458 
Lots of people who blame radio's 
losses on television’s gains were ready 
to write 1953 off as bad vear for the 
radio industry last January. They 
figured that the opening up of new 
I'V stations would inflict heavy new 
losses on radio. Evidence that there is 
lots of life left in the radio field is 
apparent when vou consider that 1953 
sales did not drop below those for 
1952 but were actually approximately 
nine percent better than in the pre- 
ceding vear. 

It’s hard to escape the conclusion 
that radio didn’t die; it just lost 
weight, got a new look and gained a 
lot of vitality 


Reducing 


Ihere’s no doubt about the lost 
weight. In 1946, for instance, the in 
dustry sold 14 million home radios 
In 1947 radio makers produced 14.5 
million million 
portables. By comparison with those 
figures, the 1953 figures don’t look so 
good. Last year the industry sold 4.3 
million home sets, 2.3 million clock 
radios (not on the market in commer 
cial quantities in 1946-7) and 1.8 mil 
lion portables. 

But such comparisons are unfair 
Much of the “lost” volume wasn’t lost 
it all but was shifted to television 
And in the post-war years the demand 
for almost durable 
was tremendously inflated. The end 
of the post-war boom and the effects 
of T'V’s appearance began to be appar 
ent in 1949 when home set produc 
tion skidded downward to 6.6 million 
lhis jumped up to 8.1 million in 
1950, then down to 6.75 million in 
1951 and to about four million in 
1952. Inclusion of clock radio pro 
duction in the home radio category 
softens this shock somewhat. Thus 
the 1951 figure was actually about 
7.5 million and the 1952 was about 
six million units. 

In 1953, even in the face of heavier 
competition from TV, the industry 
was able to stop this downward move- 
ment. Production of home (4,282,- 
500 units) and clock (2,301,000 units) 
totaled 6,583,500. or some 610,000 
units better than the preceding year. 
Home radio output was up 5.92 per- 
cent from 1952 and clock radio out- 
put up a healthy 19.28 percent. This 
general recovery was also shared by 
portables, with 1953 output of 1,795,- 


home sets and 2.5 


every consumectr 


JANUARY, 


500 units which was 4.40 percent 
greater than 1952’s total of $1,719,- 
QOQ. 

Dollarwise there was also an im 
provement in 1952, although some- 
what lower prices for home sets held 
this to a gain of only 5.49 percent 
over 1952. Retail value of home ra 
dios produced in 1953 is estimated at 
$134.898.750 (an average price of 
$31.50); for portables the retail dollar 
figure is $62,591,100 (an average of 
$34.86): and for clock radios the dol 
lar figure is $78,234,000 (an average 
price of $34.00). 


The New Look 


Those dollar figures are one clue 
to the “‘new look” the industry wears 
todav as compared to the post-war 
vears. In 1946, 1947 and 1948 the 
price for a home radio was 
between $50 and S58 


werage 
somewhere 
Podav it is $31.50. This drop, in the 
face of a generally rising price level in 
other industries, indicates that less 
ind less of the industrv’s volume is 
being done in the more expensive 
set The person with $200 to spend 
for home entertainment today tends 
to invest it in either television or high 
fidelity equipment. 

\nother aspect of the industrv’s 
“new look” is the appearance of 
clock radios. In 1951, the first vear in 
which figures were compiled for this 
product, the industry turned out 777,- 
000 units. In two vears this figure has 
more than tripled (1953 sales were 2.3 
million), 


More Vitality 


You can understand whv the radio 
industry has had to develop a lot of 
staving power when vou consider stil! 
another factor which has hampered 
sales in recent vears. Besides the com 
ing of age of television and the disap 
pearance of pent-up wartime markets. 
the radio industry has run up against 
the bugaboo of saturation. If 100 
percent saturation were actuallv as 
troublesome a figure as some peopl 
make it out to be the radio industry 
would have dropped off to almost 
nothing several vears ago. As early as 
1947 the industrv was faced with a 
90 percent saturation figure (at least 
9 out of everv 10 homes, wired or not 
had a radio set.) By 1953 this had 
climbed to 96.2 percent. It’s obvious 
therefore, that the industry’s produc 
tion in recent vears has been confined 
to replacement sales, to second. third 
and fourth set sales in radio homes 
rather than to initial sales. 

Some indication of just how far 
this trend to multiple set ownershiy 

(Continued on page 116) 
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RADIO AND TELEVISION SHIPMENTS by STATES 



























































i saeinnneenmnettmnammnidiail nee 
TOTAL TOTAL 
STATE 1951 1952 TWO % 1951 1952 TWO w/ 
YEARS YEARS 
Maine...... Pa Midian as ghar eiy 62,379 58,931 121,310 83 5,019 11,022 16,041 14 
New Hampshire... ... 19,965 17,324 37,289 .25 15,848 22,706 38,554 .34 
Venneitt. 2835S Poe 15,403 14,619 30,022 .20 3,062 7,311 10,373 09 
Massachusetts.............. 218,793 215,149 433,942 2.96 231,755 244 688 476,443 4.23 
Rhode Island... . 37,493 29,759 67,252 46 38,241 37,508 75,749 .67 
Connecticut... . 88,632 90,461 179,093 1.22 122,815 126,876 249,691 2.22 
New England .. 442,665 426,243 868,908 5.92 416,740 450,111 866,851 7.69 
New York..... 857,927 827,256 1,685,183 11.50 776,419 736,956 1,513,375 13.43 
New Jersey. . 223,146 236,798 459,944 3.14 237,171 242 864 480,035 4.26 
Pennsylvania. . 566,780 524,971 1,091,751 7.45 540,489 531,021 1,071,510 9.51 
Middle Atlantic. . 1,647,853 1,589,025 3,236,878 22.09 1,554,079 1,510,841 3,064,920 27.20 
Ohio..... 408 449 428 206 836,655 5.71 475,043 462,010 937,053 8.31 
Indiana. .. 203,711 158,429 362,140 2.47 160,176 220,355 380,531 3.38 
Illinois... 448,572 443,912 892,484 6.09 350,643 348,412 699,055 6.20 
Michigan. . . 299,940 249,130 549,070 3.32 281,515 262,525 544,040 4.83 
Wisconsin. 171,583 142,331 313,914 2.14 86,614 95,361 181,975 1.62 
East North Central 1,532,255 1,422,008 2,954,263 20.16 1,353,991 1,388,663 2,742,654 24.34 
Minnesota. . 131,868 115,772 247,640 1.69 78,094 88 608 166,702 1.48 
lowa.... 127,425 106,057 233,482 5 85,702 106,571 192,273 1.71 
Missouri. . 197,512 191,393 388,905 2.65 151,188 161,736 312,924 2.78 
North Dakota... 44,608 34,157 78,765 54 42 338 380 —.01 
South Dakota. 41,400 32,581 73,981 .50 922 1,574 2,496 02 
Nebraska... .. 77,254 57,224 134,478 92 45,301 52,862 98,163 87 
Kansas. 116,761 91,523 208 284 1.42 24,513 38,916 63,429 56 
West North Central... 736,828 628,707 1,365,535 9.31 385,762 450,605 836,367 7.42 
Delaware..... 20,848 21,200 42,048 .29 15,796 19,756 35,552 31 
Maryland 100,193 109,659 209 852 1.43 95 492 109,389 204 881 1.82 
District of Columbia. 72,556 74,871 147,427 1.01 59,561 60,989 120,550 1.07 
Virginia. . . 119,724 122 004 241,728 1.65 71,920 112,652 184,572 1.64 
West Virginia. . 97,499 84,962 182 461 1.24 30,331 68 656 98 987 .88 
North Carolina. 181,338 157,503 338,841 2.31 80,158 122 685 202 843 1.80 
South Carolina. . 74,612 74,971 149 583 1.02 18,349 30,781 49,130 43 
Georgia tee 169,096 184 289 353,385 2.41 65,828 109,508 175,336 1.56 
Pine eS 170,923 178,503 349 426 2.38 51,305 97,232 148 537 1.32 
South Atlantic 1,006,789 1,007,962 2,014,751 13.74 488,740 731,648 1,220,388 10.83 
Kentucky... . 106,616 109,963 216,579 1.48 61,284 83,254 144 538 1.28 
Tennessee. 141,865 125,807 267,672 1.83 47,918 77,596 125,514 44 
Alabama. ... 126,287 123,824 250,111 1.71 41,938 75,311 117,249 1.04 
Mississippi. .. . 72,265 65,782 138,047 94 6,525 24,460 30,985 .28 
East South Central . 447,033 425,376 872,409 5.96 157,665 260,621 418,286 3.71 
Arkansas. . . 74,575 68,629 143,204 98 8,681 16,394 25,075 .22 
Louisiana........ 127,013 128,087 255,100 1.74 27,715 65,048 92,763 .83 
Olsen. Soe ees. 108,574 96,835 205,409 1.40 45,717 101,056 146,773 1.30 
VOM. a25 5 Si ck ee 404,190 373,541 777,731 3.24 123,952 290,941 414,893 3.68 
West South Central... 714,352 667,092 1,381,444 9.43 206,065 473,439 679,504 6.03 
Montana ... 39,367 26,165 65,532 45 123 193 316 —.01 
Idaho..... 31,056 24,090 55,146 .38 52 1,452 1,504 .01 
Wyoming......... 17,518 14,224 31,742 .21 77 2,507 2,584 .02 
Colorado... 84,692 53,290 137,982 94 64 98,216 98,280 87 
New Mexico 33,699 27,661 61,360 42 4,225 9,425 13,650 12 
Arizona.... 38,741 47,319 86,060 59 12,561 25,141 37,702 34 
Uteies 252. 39,015 27,894 66,909 46 22,673 38,554 61,227 > 
Nevada... 9,221 8,925 18,146 Bb 122 111 233 —.01 
Mounfain............ 293,309 229,568 522,877 3.57 39,897 175,599 215,496 1.91 
Wettieiete sco 141,779 96,283 238,062 1.63 55,412 HST 166,791 1.48 
Oregon te-4'3 we 0 nateaee 104 999 67,968 172,967 1.18 40 44,413 44 453 39 
CaIOUG sso. oc. cacena cues 520,948 506,562 1,027,510 7.01 437,172 577,186 1,014,358 9.00 
| ape aiay Fee hOe 767,726 670,813 1,438,539 9.82 492,624 732,978 1,225,602 10.87 
TOTALUNITED STATES 7,588,810 7,066,794 14,655,604 100% 5,095,563 6,174,505 11,270,068 100% 
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Television 





Despite a poor fourth quarter, an output of 


seven million sets gives television its second best 


year in history. 


Makers expect color problems 


and fewer new stations will drop production to five 


million in 1954 


rows lik. r just past iS ad CACCISI 
| ne for the television indust1 


\nd, despite a number of 
problems and in the face of a fourth 
quart ickening in business, it wa 
probably a relativel profitable on 
for all parties mvolved 

\t first glance the most important 
thing to report about television in 
19 is that production passed thi 

million mark for the second 

tim n industry history. Only 1950 
vlicn 7.463-million sets were turned 
ou vas a bigger vear for the industri 
With ts retailing at an estimated 
rice of $285, last vear’ 

n rep its a retail value of 

Sie emeleia 

In the long run, however, other d 

opments which took place in 1953 
nav ha nore lasting effect on the 
idustry than its productive achieve 
ment Among these are the rapid 
pening of new stations, the exten 
ion of television service to practically 


everv part of the country, the relative 
of ultra high frequency tele 
ind the appearance on the 
color television 


ucce 
ring 


cene of 


Hero or Villain 


lo retailer 

lor televisi 
the part of 
ing the 
bCC 


manufacturer 
looked more 
1 hero dur 
1953. ‘The 

to consider a com 
patibl than the 
one previously accepted by the Com 


ind 
mn mav have 
i villain than 
final months of 
willingness 
tem rather 


color 


mission, the development and demon 
tration of such a system by the in 
dustry-sponsored National ‘Television 
Systems Committee, and the momen 


tarily-expected FCC approval of this 
tem kept the subject of color tele- 


mstantiv in the headlines from 
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little wonder 


purchasers 


ring | Lherc Was 


prospective began 

ndering whether or not they should 
hold off buying until color was avail 
ible. Color quickly began to be the 


dealer’s number one whipping boy in 


explaining the dissappointing fall sales 


icture. And most people in the in 
dustrv fecl that the same tendency on 
the part of the public will be felt dur 
ig the first few months of 1954 
Many believe that not until color sets 
m the dealer's floor and the public 
ilizes that this new miracle will, for 
while at least, be extremely 


) expen 
ind produce smaller pictures will 

iles of black and white sets pick up. 
Color affected more than the actual 
number of sales last fall. It also af 
fected the type and size of black and 
vhite set purchased. ‘Thus, through 
out the final quarter of last year there 
vas an emphasis on lower priced sets 


ind the larger tube sets (24 and 

inches) never caught on as well as 
many experts had predicted they 
would. Probably more of the same 


in be expected during the opening 
months of the new year. 


Contra-Seasonal 


This slackened business in_ the 
fourth quarter of 1953 and the first 
quarter of 1954 runs directly opposit« 
to the seasonal pattern established in 
previous years. Historically the bulk 
of retail sales have been rung up in 
the winter months. For example, 
ELECTRICAL 
lv tabulation of 


=> 
1952 


sales shows that in 
(the latest year for which com- 
plete figures are available at this time) 
almost half of sales at retail (48.24 
percent) were done in the four month 
period from September through De 


MERCHANDISING’S month- 


idditional 21.65 
done in three months 
from January through March. April 
through August, on the other hand 
iccounted for only 30 percent of the 
ear’s total. figures correspond 
somewhat those for 1951, al 
though even more of that year’s total 
31 percent) was done in the first quar 
ter and considerably 


and that an 
percent WCIC 


ember 


Thes« 
with 


> 


less (only 22.62 


percent) was done in the five spring 
ind summer months. September 
through December business in_ that 
car was about the same (46.46 pert 
nt 
What Happened in ‘53 
the 1953 figures when available 


will probably not show such a bulge 
in the final months of the year. Up 
through September, however, indica- 
tions were that the seasonal pattern 
was being repeated. RETMA figures 
show that through September 4.6 mil 
lion sets had been shipped to dealers. 
lhe monthly shipments from January 
through March varied from 650,000 to 
ilmost 712,000. ‘Then in April, May, 
June and July these shipments slipped 
to 392.000. 243,000, 326,000 and 
313,000 respectively. [he curve 
turned upw wd in August with ship 





Shipments to dealers do not always 
correspond directly with factory pro 
duction but the dealer shipment 
figures for the first eight months of 
1953 reflect the same seasonal trends 


January 719,000 June 524,000 
February 730,000 July 316,000 
March 810,000 August 603,000 
April 568,000 September 770,000 
May 482,000 


What Kind of Sets 


\s business slumped off somewhat 
toward the end of the year many in 
dustry sources pointed out that ther 
“no market for any set costing 
$300.” When final figures fo 
the entire year are available this prc 
occupation with low-end merchandis: 
may have had some effect on the rel 
ative numbers of table models, con 
soles and combinations turned out bi 
the industry. For the first nine month 
of the year, however, just the opposit« 
true. Relatively speaking, fewer 
table models were being turned out 
in 1953 than in 1952. In 1952, for 
example, 46.54 percent of the total 
output was in table models, 49.55 in 


Was 


OVCI 


Was 


consoles and 3.61 in phono combina 
tions. For the 


1953 these percentages 


first nine months of 


were as fol 


ment of 462,000 sets and in Septem lows 44.97 percent were — table 
ber shot far ap with $16,500 unit nodels, 52.35 were consoles or con- 
shipped Continued on page 117 
TWO YEARS STATISTICAL SUMMARY 
5 ol ; a = Or 
YI %I4 
7 0,000 . Units Produced 6,096,000 
Av 1g Reta Pri $282 
9,000 Retail Value $1,719,072,0 
an. 1954 Jan. 1953 
27,500,000 Homes Ow 3 21,234,100 
6,080,000 Homes Without . 21,072,500 
BC Estimate e ons in n s, € 
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Merchandising Tip for Gas Range Dealers .. . 
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“Shopping around” days are here again. Housewives want more 
modern features in a gas range ... and one of these is higher 
“baking ability.” Because this feature is so dependent on oven 


control, more and more gas range manufacturers are using the 


SELL MORE Penn Oven Thermostat. 
This really different thermostat is more sensitive. It responds 


: ig faster. Oven temperature is stabilized quicker and stays true to 
: s dial setting. .. over-run and under-run are minimized. 

F x GAS RA NG ES Does the gas range you sell have this higher “baking ability” 
f feature? If not. . . ask your manufacturer, he can get it for you! 
Penn Controls, Inc., Goshen, Indiana. Export Div.: 13 E. 40th Street, 
New York 16, N. Y., U.S.A. In Canada: Penn Controls Limited, 








= Toronto, Ontario. 














AUTOMATIC ConTROLS 


PUMPS, AIR COMPRESSORS, ENGI 





FOR HEATING, REFRIGERATION, AIR CONDITIONING, GAS APPLIANCES NES 
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with 
the amazing 


‘5g ae | 
Bell PORTABLE 


PAGE 


GET THIS PART OF 
THE SEWING MACHINE. 
MARKET 










Cru 
can “> 


45 sovewneas 


Here is the world’s only truly 
portable portable sewing machine 
that will sew anything, anywhere. 
It’s small, it’s lightweight — just 
4% pounds—and comes in a 
leatherette carrying case that serves 
as a sewing surface. 

This American-made sewing 
machine, that will SEW BIG for so 
LITTLE, is winning homemakers 


preference in big national magazines. 


And it’s priced to eliminate price 
cutting competition — just $69.95! 
You keep all the profits! 
Write, wire or phone today for 
complete information. 
*Slightly higher in the west. 


out of 45 sewing machines sold last year, retailed 


for under $100 or over $250. 


Bell Portable Sewing Machine Corporation 
114 Liberty Street, New York 6, New York 
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Radio 





has gone is evidenced in the Nielsen 
Coverage Service figures compiled in 
1952 by the A. C. Nielsen Co. This 
data indicates that 56 percent of U.S. 
homes have one radio set, 32 percent 
have two sets and 12 percent have 
three or more, Against a total of 44.7 
million families there are more than 
43.8 million radio families. Of the 
33.6 million car-owning families there 
are 22.6 million families with one or 
more car radios. 

An even more drastic multiple set 
ownership pattern is indicated in a re- 
cent survey by the Broadcast Adver- 
tising Bureau. This study, covering 
only metropolitan areas, shows that 
there are more than twice as many 
multiple-set homes as there are onc 
set homes and that as many homes 
have three or more sets as have only 
one. The study goes on to point out 
that the proportion of homes with 
three or more sets increased 10 pet 
cent in the single year preceding the 


. survey (which was released in August, 


1953). 

“The trend toward purchase and 
use of these extra sets continues at a 
rapid pace.” the survey continues, 
“with nearly half of all these homes 
acquiring at least one radio set since 
January, 1950, the period of televi- 
son’s greatest growth. Fifty percent 
of radio-ITV homes have bought a 
radio set(s) since Januarv, 1950, com- 
pared to four out of ten radio-only 
homes acquiring one or more radios 
in that time.” 


Where They Go 


The breakdown of the radio market 
by regions did not undergo any 
changes in 1953. The East North 
Central region gained an additional 
4.17 percent of the nation’s total to 


CONTINUED FROM PAGE 112 
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raise its share to 23.37 percent. This 
almost edged out the Middle Atlantic 
region (again the top region); the 1953 
figure in the Middle Atlantic area was 
24.50 percent, an increase of slightly 
more than 2.5 percent over 1952. The 
West North Central, South Atlantic, 
East South Central, West South Cen 
tral and Mountain regions suffered 
slight losses in their share of the na- 
tion’s totals while the Pacific and New 
England areas registered slight gains 

Most impressive gains by states 
were registered by Illinois (up from 
5.64 to 7.91 percent of the nation’s 
total) and Michigan (up from 3.55 to 
+.83 percent). By its gain Illinois be 
came the third biggest state as far as 
radio shipments are concerned. First 
was New York, 13.78 percent of the 
total), second was California (8.13 per 
cent) and fourth was Pennsylvania 
7.40 percent). 

The annual ELECTRICAL MERCHAN 
DISING utility survey indicates that 99 
radios were sold for every 1000 util- 
itv customers in the country. That’s 
the national average. Highest pet 
1000 figures were those of the West 
South Central region (124) and the 
Middle Atlantic (122). Gains in this 
figure were registered by the New 
England, Middle Atlantic, Mast North 
Central, and South Atlantic regions 
Losses were registered in the West 
North Central, East South Central 
West South Central, Mountain and 
Pacific regions. 


What's Ahead 


Manufacturers differ on their expec 
tations on what’s ahead. ‘Three firms 
said they expected 1954 totals to about 
equal those of 1953 but two other 
companies forecast rather sharp cuts 
in radio output. End 























“RIDE ‘EM . . . COWBOY.” 
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Television 





lettes and 2.68 were combinations. 
Sales Factors 


['wo developments which go hand 
hand (new stations and UHF tele- 
ion) were probably the two factors 
ing the biggest favorable effect on 
s in 1953. The rate at which new 
tations went on the air was little short 
t phenomenal. Between the end of 
freeze (in mid-1952) and the end 
that vear, 17 new. stations had 
icd the 108 already on the air. 
m January 1, 1953 through mid- 
vember almost 200 more stations 
nt on the air. The final six weeks 
the vear were expected to bring the 
ning of about 40 more stations. 
it would mean a total of 355 to 
5 stations on the air. 
Or the some 245 post-freeze sta- 
is, about half have been UHI 
ts. The expansion of telecasting 
ice is dependent upon the success 
ceptance of UHF and the past 
furnished ample proof that there 
serious inherent drawbacks to 
Hl. In some areas, new UHF sta- 


failed to draw as big an audience 


their planners originally anticipated 
ilmost éeverv case it has been 

the lack of attractive enough 
imming or competition from al 
tablished VHF stations. UHI 
rmance in itself has been satis 


ind dealers have found few 
ind installation problems. The 


st obstacle to UHF success re 
one of building an audience 


Where It's Sold 


The extension of telecast service to 
nmunities not previously served did 
t have a very decided effect on the 
ional distribution of the industry’s 
lume. The East North Central 
tates (which in 1952 led all other re- 
ns of the country by doing 24.43 
recent of the total business) fell 
mewhat during 1953 but its 21.43 
ire was still the best of any area. 
[he Middle Atlantic region, second 
n 1952, was also second last year but 
share of the total also fell, from 
2.69 to 20.97. Three other regions 
South Atlantic, Pacific and West 
South Central) each had more than 10 
recent, with 12.03, 11.58 and 10.10 
pectively. Comparable figures for 
452 were 12.00, 12.00 and 7.72. 
Using the same regional classifica- 
ns, some changes in TV sales per 
00 customers served by utilities 
re indicated in ELECTRICAL MERCH- 
NDISING’S annual survey. 


Region 1952 1953 
New England .. 180 150 
Middle Atlantic . ae 142 
East North Central 138 114 
West North Central..... 122 142 
south Atlantic eas 97 110 
East South Central... . 95 130 
West South Central ’ 114 184 
Mountain oe ae 100 
Pacific 133 127 


More Trade Ins 
ELECTRICAL MERCHANDISING’S an- 
ial trade-in survey (based on replies 
om 231 dealers) indicates that a 
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smaller percentage of 1953 TV sales 
were replacement sales than was the 
case in 1952. This probably also re- 
flects the opening up of new markets. 
In 1952, 148 dealers reported selling 
9,503 sets, of which 35.5 percent were 
sold to homes already having a TV 
set. In 1953, 146 dealers reported 
selling 9,356 sets with only 26.1 per 
cent being replacement sales. It is 
dificult to compare these figures ex- 
actly since the make-up of the dealer 
group changes each year. Of particu- 
lar significance is the fact that even 
though fewer sets were sold as “re- 
placements’, more old sets were ac- 
cepted as trade-ins. In 1952 only 12.3 
percent of sales involved a_ trade-in 
but this rose to 17.6 percent in 1953. 

The disposition of these trade-ins 
was as follows: 11.4 percent were 
junked; 44.8 percent were rebuilt and 
resold; 31.9 percent were resold “‘as 
is” and 11.9 percent were on hand at 
the time of the survey. 


Help for the Dealer 


It’s hard to determine just how 
profitable a year 1953 actually was for 
the dealer. Industry sales were high, 
but the presence of additional TV 
retailers in newly opened television 
ireas makes it impossible to Sav defi- 
nitely that the dealer's sales pace kept 
up with that of the industry as a 
whole. As indicated above, trade-ins 
became more prevalent and, as usual, 
price cutting was widespread and se- 
VCre 
Nevertheless, there were several en- 
couraging developments in 1953 as far 
as retailing was concerned. The idea of 
a single line a vear was retained by al- 
most every manufacturer and some 
firms increased the dealer discount. 


What's Ahead 


For the year ahead the prospect is 
not quite so bright. Most firms think 
that the fourth quarter sales slump 
will extend into the new year. Al- 
though few color sets will be turned 
out (latest guesses range from 75,000 
to slightly less than 200,000), most 
manufacturers think that black and 
white set production will drop 
sharply. 

In November RETMA members 
made their annual “guesstimates” and 
the three sets of guesses ranged around 
the five million figure. There’s little 
doubt that selling in the replacement 
market areas will be more difficult, at 
least until color has made its formal 
appearance and the public has a 
chance to compare pictures and values 
of color and monochrome side by side. 
[he market areas to be opened up 
(and those opened last year but not yet 
at the “saturation” stage) may not 
feel this color handicap as severely but 
it’s likely that here too retailers are 
going to have to meet customer ques- 
tions about color before selling black 
and white. 

It appears likely that the entire in- 
dustry is going to have to keep re- 
minding itself during 1954 that there 
really is a pot of gold at the end of the 
color rainbow. End 
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GET THIS PART OF 


HE SEWING MACHINE 


MARKET 


with the new 
superior 


269" 


The latest member of the Bell 
family, the superior Bell Zig Zag is 
the first really professional-type 
sewing machine to reach the 
American market. With the flick 
of a finger, the SEWMAGIC DIAL 
changes stitches from monograms 
to buttons, appliques to embroider- 
ing, overcasting to zig zag stitches 
and many more — WITHOUT 
ATTACHMENTS. 


The Bell Zig Zag is designed to 
help you capture your share of the 
cream of the sewing machine market 
with the most profitable discount 
«structure in the industry! 


Join the Bell family — write, wire 
or phone today for details. 


out of 5 sewing machines sold last year, retailed 


for under $100 or over $250. 


Bell Portable Sewing Machine Corporation 


114 Liberty Street, New York 6, New. York 
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CO Introduces... 


Model 163 Model 127 Model 124 
16” Deluxe Oscillator 12” Deluxe Oscillator 12” Standard Oscillator 




















A Great 
New (95° aaa 
FAN LINC 





Model 56 


Deluxe Floor Fan 





ALWAYS AMERICA'S TOP VALUE Wlicrever quality fans ture the smooth, powerful, quiet performance your 

are sold! Fasco Fans for 1954 are styled with new customers want. Kvery fan solidly backed by guaran- 

beauly . . . engineered for even greater efficiency. tee—five years on all deluxe models. Stock up NOW 
, Sell the complete Fasco line for extra profits. Fea- for the big selling season on the way. 


Plus. 


A Great MEW <n 
New WINDOW FAN 


’ Fan HERE'S THE WINDOW FAN SENSATION Of the in- 
Window dustry designed to bring your customers a 


new concept of window fan performance. 











Safest window fan built today, with finger- 
. GS 
proof guards front and back. Portable— 





weighs only 20 pounds. Manually reversible 
for highest efficiency—lowest noise level. 
Full 5-year guarantee. 


Model 2030 


Eye-appealing, interest-compelling dis- 
plays show your Fasco line to best 
advantage. The punch line “Guaran- 
teed for 5 Years” makes these standout 
displays scream for action. 
















GET ALL THE FACTS on the bet- 
ter-than-ever Fasco Fan line. 
See them at the show ... write 
for full information. 


BOOTHS 229-231 


HOUSEWARES SHOW - CHICAGO 
HEADQUARTERS FOR 
QUALITY FANS 








DV Et 111 Augusta Street 


ra 
INDUSTRIES, INC. 





Rochester 2, New York 
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"All New 


REVCO LINE 


What a selling line! A new food freezer 
































principle that works to give the user 





2-way superiority ... fastest freezing 





. safest, longest storage. And 
note, too... there's a complete 
line —nine models—and a price 


Everything's 
New for 54 


Amazing New 15-Second Revcold Freezing Action Demonstrator—For 
the first time in home freezer history, Revco provides a convincing sales demon- 
strator that proves positively, in just 15 seconds, how much faster Revco freezes 
Model No. CF-174 than other makes. An outstanding sales-closer that will decrease selling time— 
increase Revco sales. ONLY REVCO HAS IT BECAUSE — ONLY REVCO 
CAN PROVE THIS STORY! 


for every prospect. What a 
profitable deal for a 
smart dealer! 


Hard-Hitting National Advertising — Revco goes all-out with real fact- 
packed down-to-earth ads in prestige national magazines. Ads that hit hard 
on outstanding Revco features. These ads will tell millions about Revco’s 
fastest freezing and safest storage ... Revco’s ‘““No-drip” construction and 
5-Year Food Insurance. .. and Revco’s 5-Year Low-Temperature Refrigeration 
system Warranty. The first truly different freezer story ever told! 


Spectacular New Displays — New Selling Aids — You get new eye-catching, 
traffic-stopping displays for windows, counters, and shelves . . . every display 
colorfully designed for maximum attention. They tell a consumer benefit 
story in short, powerful words that sell. They are yours with the new Revco line. 





Visit Our Booth In Chicago. We've a special { Contact Your Revco Distributor or Write Us 
CF-104 welcome for you at Booth 17R— American ;  Direet if you are a top notch home freezer or 
Furniture Mart, where you'll see all of Revco’s appliance dealer who is interested in a line of 
exclusive profit making features, look over Home Freezers that we can prove superior to 
Revco’s National Advertising and Promotion any other make. Cash in on this ‘‘All-Out”’ 
Package and see the Amazing Revcold Freez- campaign. 

ing Action Demonstrator. Come in—see us! 
You'll be glad you did! 


With 
2VCO 


FOOD FREEZERS 


REVCO, INC., DEERFIELD, MICH. 


wees eceseses 











Model No. CF-264 











Model No. 
UF-174 


special (i omotional motels 





ALL BIG SCREEN — 
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INCH 


) Mahogany Table 
| Model 9211TM 


| Also available with 
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Model 9245CM-UHF 
All-channel tuning 
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_J PRICE LEADER TABLE 
ol Model 92137 


Also available with 
all-channel tuning 
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on their sensation 
from your ARVIN distribut 
Radio & Television Division, Arvin INDUSTRIES, INC., columbus, indiana 


| 

















Clock-radios are today’s most-wanted 
radio models. In 1953 they accounted 
for almost one-third of all home radio 
sales. All indications are that they'll 
be even hotter in 54. Get ready to take 
advantage of this terrific demand! 

The new Arvin Clock-Radio ‘‘Mer- 
chantman”’ Display illustrated above 
makes its own traffic area 


gets em 
coming and going! It’s perfect for island, 


ELECTRICAL 


window, or wall use. Displays 10 Arvin 
Clock-Radios in eye-catching fashion, 
yet it’s only 32” 


2” square and 42” high. 
Charcoal Grey steel shelves set off the 
bright Arvin colors. Gleaming chrome 
legs are tipped with non-scuff grey plas- 
tic feet. Sturdily built, easily assem- 
bled, lasts for years! It’s a natural to 
help you gather slathers of profits on 
America’s MOST-WANTED radios! 


1954 


|. exactly when you need it most! 


Arvin Radio 


Sensational clock-radio plan.... 


1 758T 
1 758T 
1 758T 
1 758T 
1 758T 
1 6571 
1 6571 
1 6571 
1 657T 
1 657T 
1 758T 
1 C67 


HERE'S YOUR PROFIT: 


Sell the complete Arvin Radio Line 


57 varieties 


8 types — 12 cabinet styles — 18 colors 
$ 1 2295 to $Bh995 


Radio & Television Division, Arvin INDUSTRIES 3 IN C., Columbus, Indiana 
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PLUS umerchantmal display 





Ten Arvin clock-radies 


and one clock-radie FREE 


Your 

. Selling 

phd Price 

— 9.95 

91.86 $ 299 
Willow Green 21.86 2095 
Coral 21.86 99.95 
Rodeo Tan 21.86 39.95 
Rosewo 27.17 39.95 
Coral oe 39.95 
oll Green pid ond 
21. 95 

California Tan FREE 
i q 25. eee 
Clock Rentman” DiPlY srg 75 ¥T0.4 
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Awoniea’ greatest ebock calosman! 


TOWER SELLS 
0CKS A WEEK! | 


And there’s more profit for you 
No. 1, Proven clock salesman in the new 1954 tower deal! 


Permanent—steel on sturdy frame—revolves at finger’s touch—dis- 








| 15 clocks (4 free)—handsomely finished—44" high—takes less . te a . . 
atc rs spethicd 7 nee Since its introduction a year ago, the Sessions Clock Tower has 
than 1'2 square feet of counter space. If you prefer wall location, it 


been displayed by thousands of retailers. They've found it the 


has bracket for hanging 


eye-catchingest, space-savingest clock merchandiser ever built. 
‘ Sessions And they've found that it sells more clocks than any merchandiser 
> oe a in the business and takes only 1/2 square feet of space. 
9 LF G enieagy ¢ he June 


EER 





Scores of retailers displaying the clock tower were checked by Ses- 
sions. Reported sales averaged out to more than 5 clocks per week. 


He re € b nda ev 72 NC } 
YOU BUY. ..11 of Sessions fastest-selling clocks for $44.12 [ 
VOU G0O8s S7145—6 BIGRI OF ooo ciicceccesceesoes $27.33 a 
YOU GET FREE... 4 Sessions kitchen clocks —2 Teapots, | 
1 Chef, 1 Windmill—for a clear profit of............. $21.80 J “te 
IE ois. vs avec Sie cuaniod eens $49.13 h 
Cost of Sessions Clock Tower Display Unit........ $15.85 baal 
op cchhivsibnkpewhuaweeneaeie $33.28 I 


Think of it—you make $33.28 on a $60 investment! And Se 
YOU OWN the tower itself! The bonus of four famous Sessions 
kitchen clocks that you get FREE not only pays for the permanent 
self-selling Sessions display, but you realize a bonus profit of 
$5.95—21% above your normal profit. 


For full details, 
see or write Sessions or your distributor si 





e€SS1ONS 


Visit the -\ESSZONS booth... 880-882 Clactrids] Clocks, f 


YEARS AHEAD IN ELECTRIC TIME 





at Chicago's January Housewares Show 
See the exciting new Sessions models for 1954! 
Hear about Sessions’ great new 1954 merchandising program! THE SESSIONS CLOCK COMPANY, Forestville, Connecticut. In Chicago: Merchandise ta 


; Mart Plaza. In San Francisco: Western Merchandise Mart. In Canada: The Frank Martin nt 
Styling by Mac Tornquist Co. (Exclusive Sales Agent), Toronto, Ontario. * Plus applicable taxes 
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The Market Grows 








ding 1 magnet 
IX der manufacturers arc nfi for home use. . . . But even when 
t that the hom narket has hard] t com in th lisk will ct 
1c the m t n out the } ( 
tic predict that any home h tape will coexist th much m 
phonograph today will one da ffered in t ty nult 
¢ rd This b In 1 min nN u ] The 1g t] ? 
nt from me people in the Db t i } gue 
I t i ther iv nh th th { Th t 
th i alwavs I more grandst tape it S t il t 
J icrs than opel it in any field hat 1@ manufacture mn ! 
ind that many people will be content ndustrv’ num ( 
their music recorded for them Consumer education,” savs this ex 
here remains the possibility that, pert, “must be pushed in the specif 
vith the advent of pre-recorded tapes, use of tape recorders. Consumers 
magnetic playback machines will b must | lerted t ) 
_ developed. ‘These units would not eptance of the product in that it 
1 | yre-recorde¢ 1 pl tant part in Am« 





" This young industry keeps growing as sales record but only play back 


ipes. When this happens, one manu- can home life.” Other problems seer 


It hit a record 275,000 units. New firms, more pro- facturer feels that “magnetic 





f f en finally replace the ordinary disk, as it better products at low cost: more 

‘ motion and availability of pre-recorded tapes more economical, more versatile education of the retail clerk in how t 
é' ae ,; nd, above all, has fidelity beyond any properly demonstrate recorders; an 

= point to steadily increasing business sik cenaaina” nie tae ies sega gi on 
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- . nen ne it nust 
ns rders. And the availabilitv of pr the 
ent rded tapes on a larg le moved mass m ing nsut goods rded : 3 recordings have distribution of raw tape for home re 
f ind nearet Their know-how and promotional ex- been on the market for several vears cording. Like manv_ specialty ind 
7 the yi ler, too, 1953 penditures should help the industry in limited quantities, have been fairly items _ th has been distributed 
mething of bench-mark in fight off the results of a recession if it expensive, and have covered a limited through jobbers with a high list price 
order busines Manv manu- should materialize; if business does not repertoire. Until recently the prob- and exaggerated discount. The 
turers now feel that radio-TV deal- fall off in 1954, the presence of these lem of recording such tapes in quan- ing structure must be modified to 
ire doing more of the home-re- new firms in the, industry furnishes tity and doing it quickly has been a mmiodate the retailer before mass 
ler business than anv other retail] additional evidence for arguing that stumbling block, but production time distribution of tape can b 
sification. There are few statistics a new sales record will certainly be for such tapes has been cut consider- this manufacturer bel 
this phase of the business and the — established in 1954. bly in the past vear. The ser problem pos 
¢g of the appliance dealer to The growing importance of homes Most recorder manufacturers agree corders is not too difficult but it 
Mninant place in the industry ma\ is markets for recorders probably ac that the increasing availabilitv of such somewhat more complex than for 
tually have taken place in 1952 counts for the appliance dealer’s grow tapes will be of considerable help in other merchandise appliance dealers 
than in 1953. The important ing importance in this field. Au- diversifving the sales appeal of the handle. Th mplexity stems fron 
however, is that appliance stores thorities estimate that between 30 and _ recorder itself the fact that the recorder is an elect 
ir to have at least caught up with 60 percent of recorders sold last veai Several non-record firms have indi- mechanical device with both « 
tograph ind sound equipment went into homes. This is a fairly cated recently that thev will enter the tronic and moving parts 
ibutors who heretofore have oc wide variation but mav be accounted pre-recorded ficld and the industn But none of these problems can 
dominant positions in the for by the fact that some firms in keeps guessing that at least one of to- for verv long obscure the optimism 
der business making the estimate think only of the dav’s record makers will soon begin with which the industry fac the 
' less expensive units which would releasing pre-recorded tapes. futit Last vear’s sharply increased 
What's Ahead? logically go into the home and others sales wet nly the beginning, 1 
The coming year will probably sce may be basing their estimate on the Look Ahead corder people think. and the. big 
der sales improving on the record recorder field as a whole. (Recorders Some indication of the thinking boom still ahea Phe appliance 


) 
idise tablished in 1953. Certainly the po- range from $100 up into the thou- being done in this ficld can be seen dealer seems to have moved into th 
artin ntial inhe nt ina new product of sands ot dollars. Sch 01s ind In an irticl a Look Into a Possible dri er’s seat just n time End 
loxes 
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» New! All New! 


The Only Refrigeratoyitl 


















































Model CAF-125. 
Capacity 12.5 cu. ft. 





» a I~ 
SELL CROSLEY | = 
Sell the only refrigerator that gives you all these features 

WORLD’S LEADING NEW! NEW! roit-our suewves 

: Jaan EXCLUSIVE ma fo" EXCLUSIVE Shelves glide out easily eve 

7 ’ ) | ! when fully loaded. ing 

AUTOMATIC REFRIGERATOR— ww —— CHILLER COFFEE METER fully ded. Brin 
















ae NEW! 





























Keeps ground “back-row” food right out i 
: > DRINK TAP! coffee at “just front, in sight, in reach! 
PROVED IN MORE Homes [er AM? Meee saat bee 
: ¥ ~ time your cus- nes . accu- 
tomer wants it rately measures 





i table spoonful 
each time you 





right on the 
front of the door! 





press plunger! 


THAN ANY OTHER! a taken from a tap 





oe 
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fHROSLEY Sr SHELVADOR 


ovith DEEP DOOR DESIGN! 


89% of all food right at your finger tips! 





















Crosley, years ahead of them all with shelves in the 
door, now leads the wav again with the next great 
advance in refrigerators—bEEP DOOR DESIGN—truly the 
most amazing development in 10 vears! This new 
unique design, combined with Roll-Out Shelves, Roll- 
Out Crisper, and Meat Drawer, actually makes it pos- 
sible for this new Shelvador to put 89% of all food at 
your prospect's finger tips—in front, in sight, in reach 


Crosley extra-deep Door Shelves are completels 








recessed. Unlike all other refrigerators, Crosley Doo 
Shelves don’t steal an inch from inside the cabinet. No 





other refrigerator make even comes close to giving 
this much door space! So, don’t look for this wonderful 
convenience in other refrigerators — it’s only in the 


Crosley Shelvador! 








EXCLUSIVE! CAN’T BE COPIED! 


SO MUCH MORE IN THE DEEP CROSLEY DOOR! 













Only Crosley 
this much f 


Others hold mi 
food in th 
shelves Her 


see the actual! difference 

















Crosley gives vou Dee} 
Door Design with « 


1 . 
pletely recessed Qa 





in door capacity be- 





tweenthe average of four 






shelves that don’t steal other leading retrigera- 
an inch from inside thx tors and the exclusive 
refrigerator! Deep Crosley D 








nm 








Men 


a 








ures 


SHELVES 


sily eve 










CROSLEY 


CINCINNATI 25, 
OHIO 


APPLIANCE AND 
ELECTRONICS DIVISION 





ADOR” REFRIGERATORS + SHELVADOR® FREEZERS + ELECTRIC RANGES - RANGE AND REFRIGERATOR PANTRIES » AUTOMATIC DISHWASHERS + ELECTRIC WATER HEATERS 
RIC FOOD WASTE DISPOSERS + SINKS + STEEL WALL CABINETS + VINYL-ON-STEEL COUNTER TOPS + HANDY ACCESSORIES + TELEVISION + RADIOS + ROOM AIR CONDITIONERS 
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Industry statistics are unavailable but 
manufacturers estimate that they exceeded 1952 
totals in 1953; boom in records promises continued 
good market for phonographs 








li) 
B ie t 
f | espite its 
na its 
1 mull home no 
elia lust itistics are available 
Manut ITcI e either unable or un 
vill timat erall idusti 
tota 1 their gue even vary on 
! question whether 1953 
t l t 1 |] 52 in th 
yUSIN 
1] | h W n to ) 
f i ement that the vea 
past \ than 1952. Th 
\ 7 it hollow victo 
l ta I not hampet cd 
th t mewhat in 1952 and 
i { eX t that 
vith l rf moto in 
] ll l ld ) 
i f 195 
\ iD tp n the indust 
t] k that th tually the case 
nd that industry busin was moder- 
it ly ih id ot last \ ir Individual 
fj port even more drastic gains 
t tl verall feeling is that the in 
dust is a whole registered only a 
<lest gain over 1952 
Some Statistics 
\ K ited above, there are no 
thoritative industry estimates on pro 
Nn. ELECTRICAL MERCHANDISIN( 
t year averaged out the “guesst 
f several industry figures to a 
if me approximate measure otf 
t] ndustry utput. For 1952 the 
xperts guessed that the industrv had 
turned out 800,000 plug-in plavers 
243 ) single plavers and 1,675,000 
( d chan In addition, about 


000 phonographs were included it 
dio I'V combinations. That would 


5 million 


a 

, 
figures, once again only 
estimates, indicated that the industry 
pila CI 


turned out 855,000 plug-in 5, 
and 1,800,000 


383,800 single plavers 
; gle pla 
record changers. ‘That produces a grand 
3,038,800 units (exclusive of 


nits in radio and/or TV combina 


n in increase of 11.8 percent 


What's Ahead 


What’s ahead for the coming year? 
Che extreme good he ilth of the record 
indicates that 


} } } 1] ] 


id player sales should remain rela 


{ ] healthy themselve However, 
many people expe few combina 
is will be sold because the public, 
the expectation of color television 
n vill buy lower-priced TV 


Another trend which should pro 
duce business for the phonograph in 
lustry is the heavy interest in high 
fidelity. Whether or not much of the 
equipment now being marketed is 
really hi-f is debatable. But the im- 
petus given the phonograph industry 
yy interest in high fidelity—real or 
not—should produce added business 
Certainly the initial successes scored 
by some makers of good-quality, multi 
peaker phonographs augurs well for 
the industry. 


Records Boom 


You can approach the problem of 
how good business is in the phono 
graph industry from another angle. 
Consider the boom times being en- 
joved by the people who make the 
records which are played on phono 
graphs. Several record companies en 
joved record-breaking sales in 1953 and 
others saw their sales totals soar to 
near-record heights 


You can learn something of the 


phonograph market from studying the 


I ba ] 
record industry. For example, classical 
ds today account for 30 percent 
r’ 1] ] ] rrr * ot 
f all records sold, a vast improvement 


wer the situation several years ago 


' g 
Some record people see this interest in 
the classics growing. ‘This means that 
is the intcrest in serious music grow 


the demand for good equipment on 
} ] 


| Bas } 1 708 
which to plav it should also grow 
Or turn to the popular record field 


> +} } Lay rT 1 
Record men agree that the key group 


1 this market is the teen-age bra t 
| hat Gry ' NII 1 held \ 
lal connrm th Opinion neid \ 
many phonograph manufacturers, wh 
; . ; 
direct a good deal of their promotion 
+] ’ 
e grou] 
th up. 


Seasonal Pattern 


Last vear ELECTRICAL MERCHANDIS 
ING estimated that 30 percent of the 
industrv’s sales were registered in th« 
first quarter, 10 percent each in the 
second and third and 50 percent in 
the final quarter. Figures from a large 
manufacturer are available this year 
ind thev show some deviation in thi 

tern, with 15 percent done in each 
of the first three quarters and 40 pe 
cent in the final quarter. 

Just as there are no industry produ 
tion figures available, there is a sim 
lar paucity of material on market 
saturation. Probably the figure is quit« 
high, but how manv of these are old 
78 rpm plavers, how many are singl 
speed players of either 45 or 334 rpm 


and how many are three-speed units is 


uncertain. One new set of market fig 
ures became available during 1953 as 


conducted among sub 


“WE WERE WONDERING SIR 


JANUARY, 


Record Players 


PAP Aisin’ ON IRIE NIE BAN) BRAT a 0 STAR GER PN Sh at EET 25 ES OA ET ERPS DSS 


o Esquire. Admittedly not a 
market, the Esquire group 


phonograph ownership. Just 


two or more separate record 
Of those supplying informa- 
it their units 87 percent said 


ent for +5 rpm and 60 percent 
rpm. One of every two families 
the group had purchased records in 
preceding 30 days and almost half 


hased albums in that time. 


it deal was said during the 
but here again industry statis 


fo 
200,000 to 1.25 million units. Aver- 


were sold at an average price of 
ibout $175. Manufacturers admit that 
both the public and dealer must be 
ited to the merits of this cquip- 


these prices. 
Where Are We Going 


While the industry professes to be 
1in as to how much business it is 
ying, the general feeling is that 1953 
vasn’t a bad year for the trade, that 
may be even better, and that 
long range prospect is bright. One 
largest manufacturers estimates 
1956 business will be 43 percent 

of its 1953 estimates. That’s a 


erowth to look forward to for 


business. nd 








WHAT SIZE SET WERE YOU TURNING IN?” 


1954—ELECTRICAL 


provides some interesting 


rcent owned a separate rec- 


Of this group, 15 percent 


were equipped for 78 rpm, 


Hi-Fi Boom 










































about high fidelity phono- 


not available. CGuesses ob- 


r this article ranged from 


thev indicate that 537,000 
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Dishwashers 









































Sales of 180,000 represent a three percent in- 


crease over 1952 and bring saturation up to 3.2 


percent. Portables take a larger share of the 


market 
Hk sleeping beauty of — the 
ippliance industry, the dish- 


washer, continued to nap al 


most undisturbed in 1953. 
Industry shipments of 150,000 
units represent only a 5,000 increase 


over the unphenomenal 1952 record 
of 175,000. Since «the 
price remained unchanged, the re 
tail value of $54,000,000 represents 
a proportionate The addi- 
tional units on the market and in 
stalled in homes brings saturation up 
from 2.9 percent to percent of 
the nation’s 43,580,000 wired homes. 

Despite this gain, the 1953 sales 
record adds another chapter to the 
dishwasher’s erratic Phe sharp 
ups and downs since the war, char- 
icterized by figures like 120,000 in 
1947, 225.000 in 1948. 160.000 in 
1949, 230.000 in 1950, 260.000 in 
1951, and 17 1952, lead 
naturally to the question: why should 
in appliance with such low satura 
tion and so much use value suffer 
drops of as much as 60 percent in 
one year? 

The answers vary from vear to year 
with conditions of the market and 
material supplies, but these factors 
don’t provide the whole answer. How 
explain, for example, the big drop 
between 1951 and 1952? Why is it 
that a public which increased its pur 
chases in the same period of air con 
ditioners, dryers and _ television 


average unit 


increase. 


. = 
Se! 
3 


story 


5.000 in 


sets, 


passed the dishwasher by? The an- 
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swer, misleading im its very simpli 
ity, is that they wanted these other 
things more. And _ the 
that the dishwasher will not. sell 
consistently and well until the con- 
sumer is educated to his need, until 
the appliance multiplies its exposure 
both in advertising and on the sales 
floor, and, as corollaries, until 
ire more manufacturers making dish 
and and willing to 
make this necessarv effort 

Ihe blame for the present 
dribble can’t be laid at the 
the retailer because blaming the 
dealer isn’t going to change anything 
The dealer, as a practical man and 
as human as anvbody else, is not 
going to spend money and effort on 
an appliance until he has been at 
least partially convinced that it has 
1 remunerative market. 


conclusion 


there 
MW ishers ready 


lae 
SdiCs 


di OT of 


Creeping Enthusiasm 


That day is coming. So far, there 
is no ‘more tangible evidence that 


the dishwasher is at last beginning 
to awake than a sharp increase in 
the talk about it, a little spate of 
attention in the public press, an ex- 
pression of confidence by people in 
the industry—and not just dish- 
washer sales managers. The arguments 
that favor the dishwasher’s awaken- 
ing, such as consumer income, the 
increase in the number of women 
doing their own housework, the trend 
to “patio living’ and more leisure, 





1954 





the improvements and variations in 
the product itself, and the industry's 
need for growth appliances, have all 
been drawn out before (See Special 
Report to the Trade—Dishwashers, in 
the July and August, 1953, EM’s) 
and will not be repeated here. It is 
cnough that the conditions are there. 


Rise of the Portable 


Chief among the new develop- 
ments which will do as much, prob- 
ably, as any other single factor to 
boom dishwasher acceptance is the 
portable unit. In just about three 
vears it has arrived, growing from 
G-E’s pioneering venture with a 
round tub unit through experimental 
models by then unknown makers un- 
til today practically every major 
maker has at least one portable model 
on the market. The portable’s promi 
nence in the marketing picture is 
emphasized by a Fortune magazine 
article of August, 1953, which dc 
scribes the rise to prominence of th« 
James machine and states that the 
brand is now accounting for 15 per 
ent of industry sales, second only to 
Hotpoint’s 25 percent. Add to this 
the portables put out by Apex 
Westinghouse, Hotpoint, and G-I 
id the plumbingtless wife saver 
issumes a substantial proportion of 
Because the portable 


overall sales 


TWO YEAR: 


¥v 


<o 


FIVE YEAR 
DISHWASHER SALES 





solves the problem of plumbing it 1s 
ideal for introducing new prospects 
to automatic dishwashing via_ the 
free trial or home demonstration 
method, and since it requires no in- 
stallation, broadens the market to 
include those families who can not 
or will not install a permanent unit. 
For these reasons, it is likely that 
the portable will play an even bigger 
role in sales in 1954. 


The Old Standby 


Whatever the encroachments of 
the portable dishwasher, the build-in, 
plumb-in model is still the leader, 
although it still faces the installation 
hurdle, what one manufacturer calls 
“the toughest obstacle in the dish- 
washer sales picture.” It doesn’t per 
mit of an easv solution, he says, be- 
cause “local codes preempt the possi- 
bility. of national promotion — pro- 
grams The removal or mini- 
mizing of installation problems will 
contribute more to volume sales of 
dishwashers than any other possibl 
suggestion.”” According to Hotpoint, 
Inc., average installation costs through- 
out the U.S. are $65-$70. Lowest 
prices, $45-$50, are in the South and 
rural areas where plumbing rates 
low and the highest prices, $80-$100 
obtain in the big cities 

Continued on page 135 
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CHICAGO 
HOUSEWARES 
SHOW 


“oO BOOTHS— 


648, 650, 652, 654 


CHICAGO 
January 14-21, 1954 
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ELECTRIC 
LIQUIDIZER 


World's most versatile ‘food 
machine”... does everything 
from preparing baby foods 
to mixing a fancy frozen cock- 
tail; yes, it actually shaves ice. 
12 appliances in 1! 


d § 
U l 
! 


BOTT 


AANA IT 
reli 


@ SEE the one and only 
Swing-A-Round 
reversible window fan 


A big, powerful, 20’’ fan that cools every corner of the 
average-sized ranch home. Easily installed in a few minutes 
.no tools necessary. Exclusive ~KeM- wind tunnel con- 
centrates air blast and increases air delivery ... changes to 
intake or exhaust positions in seconds without removing fan. 
Telescoped metal tubing permits expansion to fit all sizes of 
window openings. Tell your customers that the “KeM-— Swing- 
A-Round can be used as a blower fan and circulator fan, too 
. extra sales ammunition! 


KNAPP~ 


BETTER PRODUCTS 








@ SEE the amazing i 


All-A-Round Fan with 
4-way performance 


e It’s a floor circulator! 
e It’s a blower fan! 
e It's on exhaust-intake fan! 


e It’s a window fan! 


The “KeM~ All-A-Round Fan made sales 
history in 1953 ... and now, new improved 
features guarantee even greater sales 
opportunities for 1954. 


AMERICA’S FASTEST GROWING |Z 


—_ <“@@a> AUTOMATIC 


~CHEFSTER 


World's finest deep fryer and “all- 
purpose” table cooker... automatic... 
electric. 7 appliances in 1! Exclusive 
round, removable Thermo-pan wipes 
clean in seconds...a fact every house- 
wife will appreciate! 


MONARCH 


FOR BETTER LIVING 



















4 


@ SEE power-packed pro- 
motion that'll give you 
a quick turnover, high 
profit fan department 





e Local Newspaper advertis- 
ing with your store name 
featured ! 


e National advertising... 
magazines, newspaper and 
television! 


oa SSS 

























e Giant-sized full color 
displays! 

e Window streamer, counter 

cards! 














EVERYTHING FREE WITH 
YOUR PURCHASE OF 
KNAPP MONARCH 
FANS 





@ SEE the sensational > 
Duo-Aire Fan... 
2 fans in 1 





e High velocity blower 


e Scientific circulator @ SEE the new, new ans Rol-A-Round 
The ~KeM~ Duo-Aire Fan is an exclusive product with proven Fan... the coolest fan on wheels 
consumer acceptance. It's the only fan that operates as a 
powerful blower fan and a floor circulator. Patented turn- From cellar to attic...the ~KeM- Rol-A-Round can be easily moved 
around motor feature affords dramatic display and clinches about...solving any cooling problem on the spot! A feature your cus- 
the sale. tomers will applaud. 


















PRING CAMPAIGN 
IN THIS WEEK AND 
SUNDAY SUPPLEMENTS 
IN 44 METROPOLITAN 


Makes perfect waffles every time...no 







guesswork. Bakes 4 generous waffles at once 
... floating hinge keeps waffles light, 
high, and tender. Can be used as a 
sandwich grill, too. Double sales 
story! 





AUTOMATIC 
COFFEE MAKER 


For your coffee-craving customers...simply tell them 
to measure in water and coffee... set it and forget it! 
Keeps coffee at “just right” temperature for perfect 
results time after time. New modern design of attrac- 





tive heavy chrome plate. 





ST. LOUIS 16, MO. U. S. A. 





















JUNIOR - scoled down, lighter 

i del. 18” cutting 
pbrmdne 9 ceeds suction-lift 
Edges, trims, 


HURRICANE 


eight copy ° 
sa Hard-tempered, 
Highly maneuverable. 


2h.p engine 


swath 
blade 
mows 















HURRICANE GLIDER ~The economy model. 


Combines high Hurricane quality with down-to- 
earth price. 18° cutting swath. 2 h.p. engine 
Pressed steel chassis embossed for super- 
strength. Cutting height adjustable—V/2" to 31/9" 









Carry the complete Hurricane 
line and you can sell every 
power mower prospect who 
enters your door! Millionaire 
or ordinary home owner—big estate or small city lawn—there’s a 
Hurricane model especially designed for every class of customer! 


National advertising schedules for Hurricane Rotary Power Mow- 
ers will appear in such widely read magazines as Better Homes 
and Gardens, House Beautiful, House and Garden, American 
Home, Flower Grower and Popular Gardening! Attractive, force- 
ful point-of-sale material will be available for tie-in merchandising. 


Anticipating the greatest Hurricane season in history, production 
has been increased to top even last year’s record-setting orders. 


Let Hurricane’s Big 4 build your power mower department into 
one of the biggest money-makers in your business. Get the full 
facts on America’s quality line by mailing the coupon below! 


“ 
14 


Hurricane parts and service mean added income and low inventory because 
genuine Hurricane parts for all machines, always in stock, are shipped the 
same day orders are received and all new parts and modifications fit the 
oldest Hurricanes ever built. 
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| NATIONAL METAL PRODUCTS CO., INC. 
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Dishwashers 





However, says Hotpoint, high in- 
stallation costs notwithstanding, 43.9 
percent of sales are made to people 
in towns of 50,000 population or 
over, 24.3 percent in towns of 10,000 
to 50,000, and 17.9 percent in the 
2,500 to 10,000 bracket. According 
to another maker the best markets 
are Boston, New York, Philadelphia, 
Chicago, San Francisco and Los An- 
geles—which confirms _Hotpoint’s 
analysis. 

Not all sales, even in these metro- 
politan areas, are made by appliance 
dealers. Appliance dealers, according 
to Hotpoint surveys, account for 
about 47 percent of sales, which, in 
1953 would mean that they sold 
84,600 units of the 175,000 total 
volume. That would mean, again, 
about one dishwasher per dealer, al- 
though in practice, says Hotpoint, a 
few dealers make 90 percent of sales. 
But the rest of the dishwashers are 
sold through other outlets. One 
manufacturer says, “The biggest vol 
ume of dishwasher sales continues to 
be in the builder field. There is no 
indication right now that this will 
change during the next year or two. 
Among the retail outlets the fastest 
growing interest in dishwashers is 
among the custom kitchen dealers 
There is evidence that regular full- 
line appliance dealers are noting gen 
eral public interest in kitchen reno- 
vating and, as a result, we are seeing 
a growing number of dealers open 
kitchen planning departments — or 
occasionally desert the full-line appli- 
ance business to become kitchen spe- 
cialists.” Over the period 1947-50 
builders actually tripled their share 
of the business and plumbers doubled 
their’s. These two distributive sources 
are, at the moment, the dealer's 
biggest competitor. 


Time Payment Plans Important 


Dishwashers are, sadly, too often 
regarded as luxury items, and a high 
proportion of sales still go to fairly 
wealthy families. A survey of Time 
magazine subscribers, for example, 
showed dishwasher ownership at 14 
percent of this higher-than-average 
group, but even here the percent of 
ownership goes up with income. 
Those subscribers with incomes under 
$3,000 have none at all, in the group 
between $3,000 and $4,999 dish- 
washers are owned by two percent, 
between $5,000 and $7,499—seven 
percent, between $7,500 and $9,999 
'—15 percent, and over $10,000—33 
percent. Nevertheless, many families 
buy dishwashers on time. An ELEC- 
| TRICAL MERCHANDISING survey of 17] 
‘dealers showed that 40.5 percent of 
the 2,405 dishwashers sold by the 
group were sold on some kind of 
time payment plan. In fact, one 
dealer, who sold 104 units, reported 
that 96.2 percent of them were in- 
stallment sales. 

As dishwashers catch on and more 
and more people are brought into 
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the ranks of ownership it is only 
logical that more and more sales will 
be made on a time payment basis 


Service 


So far, the dishwasher hasn't 
shown up with serious service head- 
aches—except for those new models 
which have to go through bug elimi- 
nating periods. In a survey made last 
summer, 63.2 percent of 182 dealers 
told ELECTRICAL MERCHANDISING that 
dishwasher service calls are less fre- 
quent than for automatic clothes 
washers, 23.1 percent said they are 
about as frequent and only 7.7 per- 
cent said they are more frequent 
And, in connection with this, 82.4 
percent of these dealers said they do 
their own servicing. 

How long dealers will continue to 
perform the lion’s share of service 
depends, in part, on how fast the 
current industry trend to take ser 
ice away from the dealer develops 
Hotpoint, as one example of the 
trend, is setting up Central Service 
Agencies all across the country. These 
centers, established as separate sen 
ice contract organizations in kev areas 
like New York, Philadelphia, Kansas 
Citv, Chicago, Atlanta, have already 
been set up by about 250 of Hot 
point’s distributors. They will not 
and do not substitute or replace the 
service performed by dealers in 
smaller cities or in areas bevond easv 
reach. 


The Outlook 


Not even the most wildly opti 
mistic manufacturer expects the dish- 
washer to zoom suddenly into the 
sales stratosphere in 1954. Estimates 
go as high as 260,000 units, as low 
as 210,000—either of which is better 
than 1953. 

The chances are that competition 
will increase. Official net prices are 
not likely to be much if any lower, 
but there is already some juggling 
with dealer net prices, although one 
manufacturer points out that “a study 
in four of the largest dishwasher 
markets indicates that strong adver- 
tising programs featuring cut prices 
do not move large quantities of dish- 
washers to consumers.” The proven 
method of selling is still demonstra- 
tion. Hotpoint panel studies show 
that seven out of ten dishwasher 
prospects can be sold with a demon 
stration. 

But it is not next year’s sales that 
the industry is looking forward to. 
Building dishwasher acceptance is 
accepted as a long-run proposition 
and Hotpoint forecasts that by 1963, 
ten years from now, there will be 
6,800,000 units in use for a saturation 
of 12.8 percent and shipments in that 
vear will reach 1,100,000 units. That 
may be conservative. Other prog- 
nosticators feel that steady and volu- 
minous promotional shouting may 
wake up the industry sleeper well 
within the next five years. End 
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Selling can be simpler-when you concentpave on 


Mune 


THAT MEETS ALL 
YOUR CUSTOMERS’ 
WANTS and NEEDS: 


NORGE DEALERS 


- WILL SELL MORE IN ’54- | 


_ BECAUSE NORGE HAS MORE 
_ FEATURES WOMEN WANT 
~ ,.- AND AT THE RIGHT PRICE! 









PAGES OF NEWS— GOOD NEWS , 





The sweetest-selling ‘‘coolest” pair in 


NORGES 7eéc/ous 


Sy NORGE’S Jime-ling AUTOMATIC WASHER 


AW-425 














$27900 
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mong home 
Norge’s excl ve § 
Spin and Time-Lir 
trol with indirect illumina 
tion have taken the guess 
work out of laundering 
ind have led the way to 
cleaner, easie washnda 
styling of the new Norge From its finer ty] 
| water flow fill, through its 
Laundry Maids has won {-way wave action wash 









| AW-410 and 


c | AW-422 First in Design 
‘one 








beautiful, functional 
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nore effective rinse and 


the Museum of Modern Art's safety spin, this is the 







washer with most to offer 


\ } ‘Gaas aiauee ai coveted Good Design Award! in every way! 


$2990°0 
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ey New! NORGE 
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CW-216 CW 
Promot t S11 
Homen capaci iin a 
; ion wringer - I 
$9995 
With pump 
$1099: 








Frige wewntrt -aled winnert © WORCE Licbulitel win cudlement / 








Still breaking sales records! Still winning 
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the whole home-laundry field! LORGE SHOWROOMS 


Merchandj 
se Mart 
2nd Floor 





Furniture Mart 


Space 522 
\ Yo / rf / / 
oe +t é# / di 
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NORGE Time-line Vince) PVR R@m) aaa .@ HOMEMAKERS WANT NORGE’S 


EXCLUSIVE 4-WAY DRYING ACTION 


Here's the only dryer that safely handles 


cl Ps — ~ 
y, / 


every fabric! 























You're offering the homemaker the greatest 














drying convenience on the market in the 
famous Norge Time-Line Dryer. Norge’s 
heat is gentle and effective for drying sensi- 
tive articles. There’s no longer a drying prob- 
lem with loosely-woven wools or lacy synthet- 
ic fabrics. Still, there’s no sacrifice of drying 
speed, thanks to Norge’s super-powered 
blower fan and larger cylinder. 

So safe a dryer—so effective a dryer—so 


satisfying to women all over America, that 


30-DAY SATISFACTION dint ks 
Guarantee 











AE-610 


| - 419900 
) AG-710 








$2290 








P72 PY” PUP YT FINW « prowusyn Ngo pawwam Foxy 


CW-226-PT CW-236 aX \) 
ne psa hors ; oe 
$129°5 + a4 
: 313995 $1699 


if 





awards of praise from Mrs. Homemaker 
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Norge’s '54 gas and electric ranges offer 


NORGE Leciie Kanges 
NEW ZQ/ RANGE 


OFFERS DELUXE FEATURES — 
COMPACT AND COMPLETELY AUTOMATIC 


Chis space ving new Norge range answers the home 








e for full-sized usefulness wichin a small 
t require O° less floor space than other models, 
tains an oven large enough to prepare an elaborate 
or 20 guests! 

Here are the features of this impressive new 30” Norge 
Electric Range: 30” over-all width; 24”-wide fully automatic 
ven with electric clock timer; 7-speed tailored heat Tele- 
Switches; smokeless broiler; three 6” surface units and an 8 
urface unit, one of which provides super speed; surface 

unit signal light; other deluxe conveniences 


E-301 








NORGE FEATURES 
GIVE SALES PUNCH 
TO THESE 5 MODELS 








E-99B Ix ive Pick-A-Pan cabinets €-7786 Fully automatic oven Minute 
re ed indicator 1-w iutomati Master torage compa 





NORGE’S 
GAS AND ELECTRIC 
WATER HEATERS 
COVER THE MARKET 


e Choice upright and 
table-top models 


e 30-82 gallon capacity 





Prige wennerd -sdaled winnerd * NORGE Cxtcbatite win cadZomerd / 








@ Magnesium anodes resist 
PE-10B Large storage area; Monotube tank rust 


in \ r ie ' 1 ¢ ‘ yrone Mule 
I We ooker matic oven timer available at slight extra e 10-year Protection Plan 


Your selling is extra powerful, because Norge 
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wider-than-ever selection, PLUS TOP VALUE! 


NORGE Ges anges 
NEW ZO’ RANGE 


PROVIDES GREATER COOKING AND 
BAKING CONVENIENCE IN ANY KITCHEN! 


Any homemaker will welcome this wonderful gas range for 





many reasons. Its economy of dimension makes it more 
desirable in any kitchen, and its 24-inch larger-than-ever 
oven enables Mrs. Homemaker to prepare large company 
meals without encountering a space problem. 

Other deluxe features of this new Norge gas range include 
electric timer and clock; automatic SpirO-lator Surface 
Burners (2 giant size) with twin burner tray inserts; smoke- 
less broiler; Click-Simmer valves; new ‘‘Marbelite’’ porce- 
lain interior and chrome hardware N-130 















7 OTHER 
NORGE MODELS 
DESIGNED AND 
PRICED TO SELL 


P20? Hy SOUP YIRT FIN © Prawn YY POE re 





# 


N- 3 SPECIAL NORGE PROMOTIONAL MODEL 


: N-405-2 “SpirO-lator burners; smoke N-3865 SpirQ-lator burners; smokeless N-2 Apartment size —only 20° wide with 
Non-« 8 — ace —— rs i elain less broiler storage drawers broiler, Pick-A-Pan compartments. 16” oven; slide-out, drop-front broiler 
enamel finish; slide-out, drop-front 
broiler; 2 storage compartments. For 
price and features, there's no greater 


provides all the features homemakers want! 
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Wait till you see 1954’s Biggest Surprise Package! 



























































Shortest line 
ALL 7 most wanted 
features 

¢ Fast turnover 

* Retained profits 

* Promotions that 


really sell! 














NORGE 1954 Freezers and Refrigerators 


offer complete, efficient cold storage for any size home 


SEE THIS 
GREAT NEW 
LINE AT 


“sy 





PAGE 144 


ALBANY, N.Y 

W. A. Case & S Mfg. Co 
AMARILLO, TEXAS 

Consolidated Appliances, Inc 
ATLANTA 3, GA 

Hopkins Equipmer 
BALTIMORE 2, MD 

Lincoln Sales Corg 
BILLINGS, MONT 

Midland Implement Co 
BIRMINGHAM, ALA 

Dixie Distributors, Inc 
BOSTON 16, MASS 

Allied Appliance Co 
BUFFALO 3, N.Y 

W. A. Case & Son Mfg. Co 
CHARLESTON, S.C 

Gas Engine & Electric Co 
CHARLESTON 29, W. VA 

Charleston Electrical Supply Co 
CHARLOTTE 1, N. C. 

Southern Bearings & Parts Co 
CHATTANOOGA 2, TENN 

Standard Appliances, Inc 
CHICAGO 8, ILL 

The Sampson Co 
CINCINNATI 2, OHIO 

The Harry Knodel Distr. Co 
CLEVELAND 3, OHIO 

Northern Ohio Appliance Corp. 


NORGE DIVISION OF BORG-WARNER 


COLUMBUS 15, OHIO 

Appliance Distributing Co 
DALLAS 2, TEXAS 

The Schoellkopf Co 
DENVER 2, COLO. 

Allied Appliances, Inc 
DES MOINES, IOWA 

Appliance Distributors, Inc 
DETROIT 38, MICH 

Radio Distributing Co 
EL PASO, TEXAS 

Crouch Appliance Co 
ERIE, PENN 

Presque Isle Electric Corp 
FARGO, N. DAK 

Rott-Keller Supply Co 
FORT WAYNE 4, IND 

Appliance Merchandisers, Inc 
GRAND RAPIDS 9, MICH. 

Radio Distributing Co 
GREEN BAY, WISC. 

Wm. Van Domelen Co., Inc 
HARTFORD 5, CONN 

Post and Lester Co 
HOUSTON 2, TEXAS 

Automatic Distributing Corp 
INDIANAPOLIS 6, IND. 

The Gibson Co 
JACKSON, MISS. 

Ryan Supply Co. 
JACKSONVILLE 3, FLA. 

Distributors, Inc. 


JOHNSON CITY, TENN 

Summers Hardware & Supply Co 
KANSAS CITY 8, MO. 

Mayflower Sales Co 
KNOXVILLE, TENN. 

Valley Appliances, Inc 
LITTLE ROCK, ARK. 

Crenshaw-Baine, Inc 
LOS ANGELES 8, CAL 

Sues, Young & Brown, Inc 
LOUISVILLE 2, KY. 

The Sutcliffe Co. 
MEMPHIS 2, TENN. 

The Crenshaw Co., Inc. 
MIAMI, FLA. 

Ambassador Distributors 
MILWAUKEE 4, WISC. 

Roth Appliance Distrs., Inc 
MINNEAPOLIS, MINN. 

W. R. Beamish Co. 
MOBILE, ALA. 

Industries Sales of Ala. 
NASHVILLE 1, TENN. 

Moore-Handley Hardware Co. 
NEWARK, N. J. 

Weiss & Besserman Co., Inc. 
NEW ORLEANS 13, LA. 

Industries Sales Corp. 
NEW YORK 19, N. Y. 

Warren-Connolly Co., Inc. 
OKLAHOMA CITY 1, OKLA. 

Modern Appliance Distrs., Inc. 


MERCHANDISE 


OMAHA, NEB. 
D. M. Lucas, Inc 
PHILADELPHIA 3, PENN 
Trilling & Montague 
PHOENIX, ARIZ. 

Black and Ryan 
PITTSBURGH 22, PENN 

Ludwig Hommel & Co 
PORTLAND 3, ME. 

The Boyd Corp 
PORTLAND 9, ORE. 


F. B. Connelly Co. of Ore. 


RENO, NEV. 
Sierra Appliance Co. 
RICHMOND 13, VA. 
B. T. Crump Co., Inc. 
ROANOKE, VA. 
T. Crump Co., Inc. 
ROCHESTER 5, N. Y. 
Erskine-Healy, Inc. 
ST. LOUIS 1, MO. 
Mayflower Sales Co. 
SALT LAKE CITY 10, UTAH 
Salt Lake Hardware Co 
SAN ANTONIO 3, TEXAS 
E. G. Hendrix Co. 
SAN DIEGO, CALIF. 
Coast Electric Co. 
SAN FRANCISCO 7, CALIF. 
Thompson & Holmes, Ltd. 
SCRANTON, PENN. 
The Charles B. Scott Co. 


MART, CHICAGO 54 


IN CANADA: ADDISON INDUSTRIES, TORONTO 
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SEATTLE 9, WASH 
F Connelly Co 
SHREVEPORT, LA 
Southern Whclesale Co 
SILVER CITY, N.M 
Home Furniture Co 
SIOUX FALLS, S. DAK 
Rudning-Robertson Co 
SPOKANE 8, WASH 
Columbia Electric & Mfg. Co 
SPRINGFIELD 3, MO 
Turner Distributing Co 
SYRACUSE 4,N.Y 
Morris Distributing Co. 
TOLEDO 3, OHIO 
H. G. Bogart Co 
WASHINGTON 2, D. C. 
Washington Wholesalers 
WICHITA, KANSAS 
Mayflower Sales Co. 
WILLIAMSPORT 3, PENN. 
Neyhart's, Inc. 
HONOLULU, HAWAII 
General Products Co. 
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Food Waste 


Disposers 
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Sales of 353,000 units sets a new mark, 


establishes saturation at 3.9 percent. 


Makers 


expect further increase in 1954 


la ll In 
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92 xplanation n the 
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I ti l ht [ l yrothe ind 
ist ict. But tually thev aren’t tied 
t] it to | i | 47 t 1 h 
1949. dishwash« led dispose but 
ever since 0. when disp nore 
than doubled th« les, dishwashe 
h | » bringin the rear 
Th tT nce 1 apparent in 
their relative market acceptance \ 
rding to the utilitic yonding t 
our annual survey, dishwashers sell 
better than disposers, on a rate p 
1,000 customeis basis, in New Eng 
land (five dishwashers, four disposers), 
the Middle Atiantic states (three and 
two), the South Atlantic (seven and 
five), the Fast South Central (five and 
thre¢ the West South Central 
(eight and five), and the Mountain 
states (five and four Disposers lead 
in the East North Central (five dish- 


washers, eight disposers), the West 
North Central (four and five), and 
the Pacific states (seven and 16). Na- 
tionally, say the power companies, 


dishwashers sell at a rate of five per 
1,000 domestic customers and dis- 
posers at the rate of six. 


No Seasonal Kinship 
Even at the retail level there is little 
seasonal parallel between the two ap- 
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B est month for dishwashers 

Jul ith 11.04 percent. At the 

vel of the second-best month the 
ome closer together. September 

is second best for disposers with 11 


percent, October was second best 


shwashers with 9.83 percent. Their 
iird best months were different again 
December fer disposers with 9.59 
ut sel Q@euieeiene fee isl 
cnt and scptem ber f qisn 
hers with 9.65 percent On 
juarterly basis the two e more 
milarlv disposed, starting out slowing 


1 
in the first and second quarters, build- 
ing gradually toward strong third and 
fourth quarters 
But there 


tween 


is a more basic difference 
dishwashers 
That's 


them 


disp SCTS and 
scasonal sales curves 
cutlet that 
point estimates, 
1 about 47 per 
4 percent 


yg reasons 


than their 


the tvpe of sells 
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ent of dis 





wwashers, only 3 


ne of the 
for this is the role of the builder. 
Because the disposer costs less it’s 
more attractive to a builder as a gim 
mick that will help sell homes. In 


] 
OT CUSpoOsers. 


fact, one disposer manufacturer goes 
much further than Hotpoint and 


estimates that fully 70 percent of dis- 
posers are included by builders in new 
homes. Hotpoint, on the other hand, 
says that although 30 percent are sold 
with new homes, only 24.3 percent 
are sold by builders—which means that 
roughly six percent are being sold to 
the new home owner or the builder 
by appliance dealers. Builders have 
a big stake in dishwashers, too, but in 
no case has the dishwasher been 
pushed into homes by local ordinance, 


1954 


such as that’ one passed in Aurora, 
Colo., late in 1953 and in other cities 
in 1952 as a solution to the problem 
of garbage removal and disposal. 

Lhe disposer is still, of course, a 
iatural tie-in lo the dishwasher, but 
Ifotpoint estimates that only 20 per- 
cent of dispose: sales are included with 
dishwashers. 

Here’s how [fotpoint estimates dis 
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tween $65 or $70 for dishwasher in- 
stallations and $35 or $36 for disposer 
hook-ups is proportionately as large 

As with dishwashers, the best mar- 
kets seem to be in large metropolitan 
areas and, particularly, in California. 
Hotpoint savs the best markets, in 
order, are Calitormia, New York, Ohio, 
I}linois, and Pennsyly Illinois 
gets he picture partly through 
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into the 


the efforts of man, builder 





poser sales break down by type of just onc 
utlet Leonard Besinger, who is erecting a 
Appliance dealers 31.4 percent complete city of public buildings and 
Builders 24.3 S,200 homes in Meadowdale, IIl., 
Plumbers 12.3 equipping each one with disposer, 
Furniture stores 5.2 lishwasher and other appliances—all 
° . 2 ss } 
aoe stores nl of which gis him an unparalled 
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ypportunity to advertise “the onl 
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Automotive stcres 1.8 a ee aes 
General stores 17 ) wash dishe r couect garbage 
Misccllaneous 13.7 Consumers and Disposers 
100.0 Oddly enough, although disps Ser 
Iwo obviot lvantages that the istallations by Mr. Besinger and 
lisposer has over the dishwasher sales- other builders do a lot to sell houses 
vise are price and installation cost. msumers, when left to their own 
Lh spread between $130 and $300 C e not often t n- 
s tremendous and the difference be Continued on page 14 
TWO YEARS STATISTICAL SUMMARY 
Food Waste Disposers 
1953 1952 
353,000 Units Sold 260,000 
$130 Average Retail Price $130 
$45,890,000 Retail Value $33,800,000 
Jan. 1954 Jan. 1953 
1,697,000 es Owr 1,379,300 
41,883,000 7 W it 40;927,300 
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Handybreeze Stock Insurance Certificate 
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HANDYBREEZE 12" 
Safe-T-Guard Fan 
Close spiral 
modern guard 
protects chil 

{ren or pets 
Oscillating, tp- 
proot In Frost 
Gray and Ice Blue 
AC-UL. #3392 


$27.95 Lise 


Here's top quality 
} 

motor. Oscillating 

Gray and Ice Blue 


AC-UL. #3362-N 


$21.95 List 


Please’send your FREE Booklet giving 
complete details on Handybreeze Cer- 
tified Stock Insurance Plan for fans. 


CHICAGO ELECTRIC DIVISION 


of the SILEX Company 
6333 W. G5th St., Chicago 38, Illinois 
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Handyhot « sILex 


SEE US AT THE CHICAGO HOUSEWARES SHOW 
EXHIBITS 145-155 * NAVY PIER * JAN 14-21 


HANDYBREEZE 12" 


with a modest pric 


lrouble-tree 4-pole 


lip-proof. In Frost 


HANDYBREEZE 10" 


Low F 


lating 


sxriced but with deluxe design. Oscil- 
Powerful 4-pole motor Heavy cast 


1 Frost Gray and Ice Blue. AC-UL 


base 


#336 


dept. 
name 
company 
street 


city 


TAKE THE GAMBLE OUT 
OF YOUR FAN BUSINESS 





Handybreeze 


CERTIFIED 


STOCK INSURANCE PLAN 


Pre-season ordering will protect your fan profits for 1954! 
Buying Handybreeze fans now insures you against costly 
inventory carry-over because you qualify for the exclusive 
Handybreeze Certified Stock Insurance Plan. Modern, 
dependable Handybreeze fans are styled and priced for turn- 
over and profit. So—get the right fan line now, and elimi- 
nate “weather worry” before the season starts. Order 
Handybreeze with the Certified Stock Insurance Plan! 


HANDYBREEZE BIG 20" 

Window- Aire 
A heavy-duty exhaust fan for office, 
apartment or home. Rugged 3-speed 
G. E. motor. Deep pitch Torrington 
blades. Safety guard inside, aux- 
iliary guard outside. AC-UL. #3394 
$54.95 List 





$15.95 List 
" 

HANDYBREEZE 12 

Reversible Fan 
For intake or exhaust. Heavy duty 
motor is weatherized. Polished spi- 
ral safety guard. Extends 28" to 37" 
at lowest price for AC-UL. #3393. $27.95 List 
efficient spot Cool 


HANDYBREEZE 8" 


An all-purpose fan 


ing. Cast Base. Tile RIFT 
adjustment. AC-UI si ho 


4 


#3328-N. $6.95 List : >- 
Stock Insurance Plan details. “an ass 
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terested in the appliance. 

According to a recent Hotpoint 
survey, not yet released at this writ- 
ing, 76 percent of the non-owners in 
tervicwed said they had never even 
considered buying a disposer. Some 
17 percent of these non-owners said 
thev didn’t need one, didn’t have 
enough garbage or had good garbage 
removal; 12 percent said simply that 
they had not thought about it enough 
and 11 percent said that they had 
septic tanks, cesspools or bad sewers 

ind had obviously never been told 
that disposers can be used with septic 
tanks and cesspools. 

Of those people who have con 
sidered buying a disposer, 73 percent 
said thev had been thinking about it 
for more than six months and 96 per- 
cent that somehow or other they just 
hadn’t gotten around to actually shop- 
ping for one yet. 

Hotpoint also asked some questions 
of disposer owners which show the 
other side of the coin. People that 
have them use them four or five times 
a day and 71 percent said that with 
a disposer they have no problems in 
disposing of food waste. Of the 29 


BABB MOO ver re 


A smart electrical appliance sales- 
man is a man who, when he has 
nothing to say, says it! 


ABABA MOON ee Ss 


percent who admitted to some prob- 
lems, half said the units won’t grind 
up large bones. But, in refutation of 
the complaint many dealers say they 
get from prospects, 93 percent of the 
disposer owners admitted that their 
units hold plenty of foodwaste at once 
and there is no problem of filling and 
refilling the unit. In terms of dollars 
and cents, 91 percent of the respond 
ents admitted that the disposer was 
worth what they paid for it. 

Then the disposer owners were 
asked some questions that show the 
ineffectiveness of the industrv’s edu- 
cational job. When the present 
owners went out to buy a disposer, 
52 percent of them had no particular 
brand in mind and 72 percent didn't 
have the vaguest idea of what they 
cost 

(he answers indicate a pretty high 
degree of consumer ignorance of the 
product—an ignorance that can only 
be remedied with more activity at all 
levels of the industry. 


Electric Incinerators 


If consumers are so poorly informed 
on a product made by several com- 
panies and in use in well over a mil- 
lion homes, the problems faced by 
the electric incinerator, for which 
there is only one manufacturer, and 
sales of which were only 4,000 units 
in 1952 and 4,082 in 1953, look at 
first glance almost insuperable. But, 
as usual when the manufacturer is 
small but also aggressive, the Calcina- 
tor company confidently expects to 
sell around 3,000 units in 1954, 

(Continued on page 150) 
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Ys STROMBERG ~ -CARLSON 


The HI-FI-ET has a combination of features to talk about 
not usually found in a portable phonograph—features that 
live up to Stromberg-Carlson’s unique reputation for finest 
tone quality — 


Extended range push-pull amplifier giving up to 7.5 watts 
output 

Audio frequency response from 50 to 15,000 cycles per 
second 

8-inch concert type permanent magnet speaker 
Separate bass and treble controls 

“Tell-tale” light shows amplifier on 

3-speed record changer, stops automatically after last 
record is played 

Luggage style case in durable two-tone pigskin finish 
with contrasting trim 


Display it—demonstrate it—and the HI-FI-ET will bring 
you quick profitable sales to start you off right in ’54. Call 
your distributor or write today for complete details. 
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STROMBERG -~- CAR 


“$98.95: 


PA \ #IONE UAlightly higher 
. % \ ’ *South and.West 


“there is nothing finer than a 


LSON 
60th Gn mversary —18I4 I954 


Stromberg-Carlson Company, Rochester 3, New York 
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Before the event, Burlingame Avenue, The same evening Burlingame Avenue was } 


which runs through the shopping center, alive with excitement. Gala flags and bright 
had a “Sunday morning” quiet, little traffic. windows lit up street for kick-off parade. 


Burlingame really comes to life...  _—_ 


N THE Stores of Burlingame,California,well- 
| to-do suburb of San Francisco, you can 
buy about any nationally advertised product. 

But many of the town’s nearly 20,000 citi- 
zens were traveling miles to buy things avail- 
able only a few blocks away from home. In 
hopes of keeping more business in Burlin- 
game, the town’s leaders came to LIFE. 

With some 60 merchants and more than 
40 national advertisers and their local agents, 
LIFE and the Burlingame Advance-Star co- 
sponsored a ten-day event,called“ LIFE comes 
to Burlingame.” According to the Advance- 
Star's publisher, George McQueen, the event 
“developed enthusiasm and community spirit 
which have never before been equalled.” 

The impact of the event made Burlingame’s 
citizens aware of their city’s importance in 
the life of America. 

And made Burlingame’s merchants 
aware of the selling power of LIFE in their 
own community. 

With a weekly readership of 26,450,000, 
LIFE has the same impact and selling power 
in every city, town and village in America. 

Advertisers in the appliance field—realiz- 
ing this—spend more dollars-for-selling in 
LIFE than in any other magazine, more than 


for time on any radio or TV network. 





9 Rockefeller Plaza, New York 20, N. Y. 


First in circulation 
First in readership 
First with appliance dealers 
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Among floats that took part in the parade was “Elsie’s Good Food Line” of The Borden Company. 
Like others, it showed products advertised in LIFE and on sale in stores. Some 15,000 people turned out 
to watch. “We have had parades, but never crowds like this in 35 years,” said Police Chief R.C. Theur. 
, 
\ 
a} ure 
After parade, shoppers jammed stores, Fred H. Brunet of Burlingame Hardware 
such as Burlingame Hardware, which says, ““Advertised-in-LIFE appliances 
featured appliances advertised in LIFE. had far above average consumer interest.” 
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National Brands Committee of Chamber Peninsula Art Association prepared a dis- Honorary Marshal of parade, zany band 
of Commerce met to put finishing touches play of fine art that related pictures to many leader Spike Jones, piloted 1914 Cadillac, 
on plans for “LIFE comes to Burlingame.” editorial and advertising pages of LIFE. later played incognito with high school band. 


as “LIFE comes to Burlingame” 





internationally famed drill team, Half Miss San Mateo County, Venita Boetger, Spectacular sight in the parade was the 
Moon Bay Spanishtown Dons, performed rode in one of many “Advertised-in-LIFE™ Coca-Cola float with a six-foot-tall bottle 
intricate maneuvers, drew much applause. automobiles, which carried out theme. in hundreds of pounds of glistening ice. 





H. B. Gestion, mgr. of Levy Bros. W. S. Ses, mgr. of Kemp Appliance Myron Mudd, owner of Mudd’s Appli- 
Dept. Stores states: “This promotion will Co., says: “It was a thrill to see how city ance Co., says: “LIFE’s impact added sales 
mean more business for all concerned.” and store traffic increased.” for /0 days after the promotion was over.” 


i 
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HORSEPLAY 


to stop you before you turn the page 


More than 10,400,000 readers stopped when they saw these buckin’ 
broncos in PARADE, the Sunday Picture Magazine. It helps you 
understand why PARADE is a Sunday standby in the homes of people 
who live up and down every street in 43 key markets. These people 
» made PARADE the best read publication in print. 
This means that an advertiser in PARADE gets more than twice 
as many readers per dollar of ad cost as he gets from any of the big 
weekday magazines. On top of that, the impact PARADE makes 
makes sales the rest of the week. 





... With more than 13 million constant readers. 


PARADE ... The Sunday Magazine section of 43 fine newspapers in 43 major markets 
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thereby raising volume from $652,500 
to $4,785,000. (Current retail prices 
ire $149.50 for the standard model, 
$169.50 for the deluxe.) ‘The reason 
for Calcinator’s optimism is a new 
attitude among utilities. Several plan 
promotions in 1954 and Calcinator 
counts on these efforts to make the 
big difference. 

The gain will be made against some 
stiff competition from gas incinera- 
tors, of which there are 34 makers 
According to Calcinator figures, elec- 
tric models have an uphill fight on 
their hands. In 1952, gas units ac- 
counted for 79 percent of sales, elec- 
tric for 21 percent. In 1953 electric 
models lost ground as gas pushed their 
share up to 86.6 percent 


Best Outlets 


Appliance dealers hold a firm grip 


on first place in electric incinerator 
merchandising, but merchandising 


utilities are clos pressed for second 
honors by heating dealers. Best sales 
ircas, so far, are Michigan and Ohio 
Gencrally sp iking, installation costs 


average $15—no sales handicap—but in 
some areas like Los Angeles a flue is 
required, which mav add $119 to the 
cost of the unit and some cities, like 
Detroit, require solid conduit wiring 
Because of the nature of the installa- 
tion, incinerator sales, savs Calcina- 
tor, closely follow the clothes drver 
pattern. Where thev sell well so do 
incinerators. Also, like clothes drvers, 
most incinerators go into homes in 
the $10,000-or-below class. 

Homes which already own electri: 
garbage disposers of the chopping or 
grinding variety pose no competitive 
problem to the electric incinerator, 
savs Calcinator. In fact, 42 percent 
of all incinerator sales are made to 
owners of grinders. One complements 
the other. All burnable trash, includ 
ing paper, cardboard, garbage, etc., can 
be handled by the incinerator. ‘The 
grinder is used primarily for food 
waste There are, savs Calcinator, 
three tvpes of incinerators on the 
market. Both they and one of their gas 
model competitors use the low input 
svstem (Calcinator on both its electric 
ind gas units) which dries out the 
waste before burning it, thus eliminat- 
ing smoke and smell. Both of the 
other two methods, matchight and 
high-input, get rid of the refuse with 
1 blow torch action 

As with so many other appliances, 
one of the best wavs to sell incinera- 
tors is with a free trial. One distribu- 
tor in Minneapolis is reported as put 
ting out 1,154 Calcinators on this 
basis, getting only four returns. 


1954 Outlook 


If Calcinator is optimistic about its 
1954 prospects, so are disposer makers. 
An average of three company estimates 
for 1954 is 380,000 units, nearly 
30,000 more than the 1953 record 
and—if it is realized—another step for- 
ward toward major public acceptance. 


End 
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The industry writes a bigger dollar volume 
although unit sales decline in a year that sees in- 
side selling become more solidly entrenched and 
saturation climb to 60.5 percent 


TER the remarkable perform 
ance of vacuum leaner 1 
1952—wl they incr 1 unit 
sales volume while most oth 

appliances de 


ing that they wer 





t} 
the pace in 1953 
it becan evid t t a id of 
September, when shipments of flo 
tvp clean by VCMA> members 
were only 3 percent ahead of last 
VC a | with gains of oth 
appliances ranging from 12 to 3 
percent—that sales had reached 
plate wu. Our timate f total 1953 
sales of 2,77 1 t ) nt 
mall drop f 1 1952's figure of 
341 S00 1 th figures tell 
1} the t¢ \ } OC f 
D S945 yared swith 
. £ nt m 
+ + ¢ 9 ,, Sad S 
from 195 f $2 $1.5 
The decl im ! 
present + ] 
rt 1 t t | 
took a nila In f | 
ing ft t t ot ( i) 
custom rrovided | 224 « } 
quite the | t tl 
1 1] ort ( tf 4 
cleaners per cu | 
tantial jump r tl 3 
1,0 reported in 195 Six t of 
th } C ph porte 
ms, som of them q t ta ! 
Ihe Pacific States, for examp vent 
from 30 units in 1952 to 45 in 1953 
The Middle Atlantic region jumped 
2 70, the East North 


Irom 25 to : 
Central states went from 49 to 54 
id the South Atlantic states climbed 
from 32 to 40. The West North 
Central states were the only ones to 
show a decline (26 as compared with 
29) and the East South Central and 
the Mountain states held even at 32 
and 39, respectively. 
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Lhis evident gain in retail sales 
upports the manufacturer who says, 
Ihe tuation on cleaners is prob 
bl icalthier than on most other 
ppliances. ‘There are no shortages, n 
big ntorics. We know from guar- 
t ds that sales to consumers 

substantiall thead of last veat 
1 ] ind distributors had in 
Novemb iv 40 percent as many 
] Wiel il) tock 1S they held the 

r previously.” 

Although manufacturer sales — of 
floor tvpe cleaners were otf in units, 
hea doll hand model clean 


cnt ahead in both categories. 


Th timated unit volume of 173 

xceeds 1952’s total of 155,000 

ghtly behind th 5 

fl E iy Dollar volume in 

53, hig 1 $3 erage pric 

$5.1 Wpal d th 
S4.7S6,$ 1 1952 


() fe ! ( ¢ ( 

; } 7 \t the be 

] ng 53 yp! mat 5 
$500 1¢ cleaners in 1 
t ( n estimated 2 
5, p it of the 1 

V1TeC 5 Ww } 

Ih 1 nvhon ak 

ite thre det its of smaller 

me ae mu great num 

f wired hon nd despit th 


tact that our annual Replacement and 
lrade-In Survey shows 
vear-bv-vear, are able to resell fewer 
ud fewer trade-in cleaners. New de- 
obsoleted olde: 


otherwise have 


rapidly 

might 
been resellable and a higher personal 
income level has reduced the number 
of consumers who might be satisfied 
with a used cleaner. That’s whv the 
table below shows a constant rise in 


signs have 


models which 
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Vacuum Cleaners 


ro oma eD Sev 


the number of — trade-in leaner 
junked each veat 
Disposition of Cleaner Trade-Ins 


Rebuilt & Resold On 


Junked Resold ‘‘As-Is” Hand 
1950 23.5% 31.2% 22.9% 22.4% 
1952 34.7 27.3 20.1 17.9 
1952 36.4 23.9 16.9 22.8 


1953 57.0 18.8 10.8 


In just four 
the percentage ot 


of merchandising 

trade-in cleaners 
junked has jumped from less than 
one-fourth to over one-half. It 1s also 
enificant that the 
leaners rebuilt and resold has shown 
a parallel decline. Of the 231 dealers 
replying to our survey, 156 sold clean 
ers in 1953. ‘These reported that they 
avcrage of 


percentage ot 


18 cleaners each 
during the first cight months of the 
vear, 72.1 percent of which were re 
placement but only 26.7 pe: 
cent of which involved the acceptance 
of a trade-in. This last figure, al 
though not. statistically comparable, 
hows a drop from the 30 


sold all 


sales, 


percent 


1952. So, the 


that dealers arc 


, 
trade-sn acceptance of 
/ 


evidence seems to be 


not only junking more of the trade 

ins they take but also are attempting 
: 

to take fewer of them. 


Sales by Types 
No il ngure On \ tudi call 


rs would be complet t 

breakdown of sales between pright, 
tank and cannister-case cleaners. Hlow 
ever, no data is mor icalously 
guarded by the indust nd precise 


figures are not available. 
facturer estimates that 1953 sales broke 


Fanks 50%, Can- 


One manu- 
down as follows: 
nister-Case 40%, Uprights 10‘ 

Another manufacturer give 
this gencral estimate bv sav 


port te 

ing, “The cannister has not vet ove 

taken the tank, although thev are 
close to in-balance, and uprights are 
well down in the sca 


Lhe rise of the ind case- 
type cleancr during the past few vears 
has been one of the sensations of 
the appliance industry, has apparentls 
been made largely at the expense of 
the upright and has been 
plished primarily by the 


canniste! 


accom 


iggressive 


merchandising and promotion activi- 
tics of a few companics who have 


dedicated themselves to the proposition 
that the place to sell vacuum cleaners 
is on the appliance dealer's floor. 

Phe 


cleancl 


; : 
record Of monics spent bv 
makers m national advertisin 


Continued on page 162 


TWO YEARS STATISTICAL SUMMARY 


FIVE YEAR 
VACUUM CLEANER SALES 
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STEAM 
& DRY 















The forty millionth iron is a G-E Steam and Dry Iron— 
the two-in-one iron that irons everything except heavy 
cottons, linens and starched fabrics without sprinkling! As 


a steam 1ron, il presses sults, woolens and sweaters to per- 
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IRON 









S19 











fection. As a dry iron, the Visualizer Fabric-dial auto- 
matically adjusts heat to the perfect temperature for iron- 
ing any fabric. See General Electric’s forty millionth iron 
at the Chicago Housewares Show, January 14-21. 
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And PRO 


FIT for dealers 


In every one! 


On the 4th of December, 1953, the forty mil- 
lionth General Electric Iron rolled off the pro- 
duction line at Ontario, California. That means 
that any day now, over forty million customers 
will have put their confidence 


VISUALIZER IRON $4295" 


EE i RELAY Saad Al 








the G-E Visual- 
izer, with speed features that have won it first 


America's favorite dry iron 


place in the dry iron field. Visualizer Fabric- 
dial assures perfect heat for every fabric. Au- 
tomatic signal light, extra-large soleplate, and 
light weight help the housewife save time and 
reduce ironing fatigue. 


More women 


GENERAL & 
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and their dollars iron line 


TRAVEL IRON $4 235° 





The completely automatic Travel Iron is a light- 
weight, compact boon to travelers who hate 


mussy clothes. ‘‘Dial-the-fabric’’ control as- 
sures right heat for each fabric. It operates on 
both AC and DC, and weighs only 24 ounces. 
The handle folds down for easy packing in its 
own attractive suede carrying case. 





—in G-E Irons! That’s more votes than any 
President ever received in a national election! 
It’s an overwhelming expression of the popu- 
larity of America’s favorite and most profitable 
General Electric! 


BUDGET IRON $995" 


F-32 








The Automatic Budget lron—a 4!5-pound iron 
for those who prefer more weight — winner in 
the lower price field. Women like its double 
thumb-rests, the extra-large button-nooks for 
ironing around buttons—and the low cost. 
General Electric Company, Small Appliance 
Division, Bridgeport 2, Connecticut. 


have bought G-E Irons than any other make! 


— 
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You'll move it faster. 
easier, safer with 





AMERICAN-KEEN TRUCKS 


You tailor-make your truck to fit the job. 
Easy, sure, safe and dependable. Only seconds required to 
adjust the truck to fit units to be moved... Extra carrying 


handle—stair-climber feature 


Constructed of extruded magnesium 


sections for light weight—strength—rigidity. 


Equipped with quick-acting swivel 
casters to move in any direction—for easy handling, loading 


onto delivery trucks and for use as a dolly 


Surfaces rubber padded to protect appliances from 
scratching, denting, marking web straps with 
patented, self-tightening leverage buckles 


insure positive locking of load to truck 


Write today for full details and a free 


copy of the new American-Keen Catalog 


CLIP THIS COUPON NOW! 





ee 7 eww "eee 
Materials Handling by | The Cmerican Vulley Company 

1 4234 Wissahickon Ave., Philadelphia 29, Pa 
ey gis ; Gentlemen 






Please send me full details and o free copy of the new 
American-Keen Catalog today 


Nome 
Title 


Firm 


Dd. 


Complete Line of Pressed-Stee!l Hand Trucks 
Barre! Crodies, and Steelite Industrial Wheels | City 
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ONTINUED 


in newspapers and magazines is not 
a true reflection of the great adver 
tising imcrease that they claim. Ac 


ording to figures prepared for ELE 
IRICAL MERCHANDISING by the Bureau 
of Advertising, ANPA, from thei 

n records and PIB Yearbooks, 1( 

ner makers spent $1,541,330 in 

tS and $1,880,850 in 1952. Never 
theless, the there—mostls 
i cooperative advertising, the dealer 
illowances for which are frequenth 
\lthough they have mad 
no formal analysis, reporters for the 
\dvertising Checking Bureau sav that 
n 1953 they substantial im 

ases in retail advertising of three 


mCcrease 1S 


generous 


noticed 


ippliances—water heaters, gas ranges 
ind vacuum cleaners. In 1952, savs 
the Bureau, they did make a formal 
check in 40 cities for the last threc 


months of the vear and recorded over 
half-a-million lines 
tising cleaners. 


devoted to adver 


Outside Vs. Inside 


Ihe manifest increase in both na- 
tional and retail advertising highlights 
one of the most dramatic struggles in 
the industry versus off 
the-floor. 

What results have firms — like 
Lewvt, G-I, Eureka, and Landers, 
lrarv and Clark had in their effort to 
make cleaners a dealer business? Once 
again no incontrovertible statistics arc 
vailable. But there are estimates. 
One executive, lumping the sem 
direct firms with the out-and-out door 
bell operations, that in 194] 
ibout two-thirds of cleaner volume 
was sold outside. ‘Voday, he adds, this 
figure has dropped to an estimated 
three-fifths. ““Door-to-door selling,” he 
“is still doing an excellent job, 
but regular distribution channels are 
oming up and bidding 
compctitive position. 

Another = industry 

We've reversed the tre outside 
clling. The direct can't live 
igainst the competition of aggressivé 
ilers.” His claim: outside-inside 
sclling today splits 50-50, but thre 
cars ago it was 


door-to-door 


SAVS 


SAVS, 


strongly fo1 


k ider SAVS 
nd on 


sellers 
dc 
65-35 in favor of the 


operators. He eliminates the 
emi-direct operations from the ranks 


utside 


of outside salesmen bv saving. that 
most sales are still made in the home, 
but that about half of all sales orig 
1ate on the dealer’s floor. “In 1953,” 


I 
he concludes, “‘a larger proportion of 
sold through 


a | 
vear since the de 


vacuum cleaners were 


dealers than in any 
pression vears.” 


This gain in sales through dealers 


till doesn’t satisfy everv maker. One, 
more frank than most, savs, “We, like 
il other large appliance manufac- 
turers, believe that we do not have 
enough good dealers. The small 


town dealer can contribute nearly half 
our volume, but at present he con- 
tributes less than 15 percent. The 
small town appliance dealer is slipping 
out of the picture . . . for he will not 
promote the product.” This same 
manufacturer, while admitting the 
shortcomings of small town dealers, 
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does not minimize the portance ot 
dealers in general. “. It should 
be kept in mind,” he says, “that the 
vacuuin Cleaner for the first time im its 
history has some dignity and standing, 
mostly to the 


house-to-house 


climination of the 
But 
industry can not 
understand, or perhaps will not 
derstand that the dealer has 
over the sale of vacuum cleaners just 
took over the sale of all other 
appliances in the past... . The chang: 
from house-to-house selling to selling 


duc 
salesman 
many people in the 
Wn- 


} 
takcn 


as he 


on the dealer’s floor on all major ap 
pliances has been brought about 
mainly by advertising, sales promo 


tion and publicity.” 
The 1954 Outlook 


This vear will probably see a con 
tinuation of the current ding-dong 
battle, with probable further gains for 
the companies most ag 
This doesn’t mean that up 
rights and tank cleaners will vanish 
The former is still an excellent prod 
uct for the purposes for which it was 
ind at least manufa 
turers are still selling them in volume 
Even one manufacturer of a canniste1 
admits of the upright that “it is un- 
questionably a good type of product.” 
Another manufacturer who introduced 
a new upright in the last quarter of 
1953 found that both dealers and con 
sumers “are still interested in a 
cleaner with better cleaning efficienc\ 
and easier to use features, regardless of 
tvpe or shape. With good promotions, 
with adequate margins to the dealer 
and distributor a really good cleaner 
will sell, whether it be 
cannister or tank.” 

l'ank cleaners, too, will sell in 1954 
efforts of such direct firms as 
Electrolux cannot be discounted. By 
their day-in, dav-out hammering at 
doors they sell an important percent 
age of the market 


which are 


ETCSsive. 


designed two 


in upright, 


lhe 


In fact, according 
to one rival manufacturer, thev lend 
a certain stabilitv to the industrv that 
keeps it from suffering wide sales 
swings. This applies only to vear-t 

ir variations in volume and doesn't 
mean that there 1s no seasonal pat 
tern. If sales in 1954 follow the pat 
tern of retail sales set in 1952, deal 
ers will sell 12.57 percent of their vol 
ume in December, 9.79 percent. in 
November, and $.S0 percent in © 


tober, making the fourth quarter 1 
ind awav the most productive. March, 
\pril and Mav stack up well, t 
with 9.30 percent, 8.11 percent, and 
8.94 percent, respectively. 

It is likely that throat-cutting 
price competition will prevail in 1954 
as in 1953 


SOTHIC 


Phe sales outlook is good, but not 
terrific. As one maker puts it, “Even 
if general business conditions are 
down, I feel that due to the terrific 
promotional battle now being waged 
by all members of this industrv, the 
business will hold up. If, on the other 
hand, general business conditions are 
good, the vacuum 
will show 


business 


End 


cleaner 


1 good increase.” 
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IT’S EASY TO WIN! HERE'S WHAT YOU DO! 
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Only American Kitchens has all these big profit sales-winners: 


e Body-contour 


comitort e 
( itching 
seamless that 
bowl e 15‘ 

catching ledge 
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handles 


design for easiest 


working 


Smooth surfaces with no dirt 


clean as easily as wiping 


sink 


larger 


Drawers rounded and 


bow] with no dirt 


e Tops of stain-resistant life 


AMERICAN KIT@HEN 
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DIVI 


S| 


N 


MWCO 
{ 


time vinyl « The American Kitchens Roto- 
Tray Dishwasher that pre-rinses, washes, 
double-rinses, cleans the tub, dries, stores 
e American Kitchens Red Demon garbage 
that can't can't jam, even 
grinds up bones. 


disposer clog, 


CONNERSVILLE, INDIANA 


1954 


A box seat and All Expense trip to 
Indianapolis 500 mile Auto Race in 


1. An airplane round trip ticket from your city, to 
Indianapolis! 


2. A box seat at the 500 Mile Indianapolis Memorial 
Day Speedway classic, the biggest single sporting 
event in the world! Seats are on the best position 
on the track...in brand new Grandstand B at the 
end of the straight-a-way. 


3. Finest accommodations at one of the best hotels in 
Indianapolis and excellent meals including a special 
banquet on the night of the race. 


4. A trip to Connersville, Indiana, by special bus for 
a tour through the American Kitchens plant! 


Just think ...to win this wonderful round 
trip to the fabulous 500 mile race, all that 
you, as a dealer, have to do is meet a very 
low merchandise quota and carry on the 
promotional activities you would normally do 
anyway! 

So don’t wait! Contact your American 
Kitchens distributor today to get complete 
details about the great ‘“‘RACE FOR 
RICHES” contest and file your entry form. 
Get an early start and 
you'll be “off to the races” 
on Memorial Day! 


MAIL TODAY! 


American Kitchens Division, Dept. EM-154 
AVCO Manufacturing Corp., 
Connersville, Indiana 


Please have my nearest distributor contact me with full 


information about the American Kitchens ‘‘Race for 

Riches’’ contest. 

Name = 

Address - 

City Zor S = 
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1954 GENERAL 


Floor-crafter 12\ 


POLISHER - SCRUBBER « CLEANER 


QE 


Retail plus tax 


(JB 


Backed by Solid Merchandising Program! Has the Exclusive Advantages that he 
Made the General “Twin 12” Tops bec 
in the Industry . . . plus many more 
features! 





Competitive Price with Full Markup! 
Opens Huge Untapped Mass Market! 


Local-level Dealer Support! 


Built to General Floorcraft Standards... 
no service problems! 


@ No Lost Profits Through Trade-Ins! 


Prove To Yourself . 


what a salesbuilder the General “Floor- 
crafter 12” can be for you! See it at 
Booth C 326, National Housewares Show, 
Navy Pier, Chicago, Ill. Or write to Gen- 
eral Floorcraft for full information. 
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FLOORCRAFT, INC. eae em sl le 


421 Hudson Street, New York 14, N.Y. MODEL-66 monn-ss L 





World's only Manufacturer of a Complete Line of Floor Machines for Industrial, Commercial and Household Use, and Commercial Vacuum Cleaners 
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Floor Polishers 





They continue their slow but steady gains 
despite the stiff competition of widely-advertised 
“selt-polishing” waxes and dealer reluctance to 
pioneer a low-acceptance product 


N OMIM Hh RI irl il} th tiscd trcnuou that lie ) 








% history machines for maintaining } necessal thus retarding cat 
floors were named floor polisher f fle nd surfa I nach 
that what the ver used ypli tion of durable hn 
then. But today the name is both 1] not on unfortunate f 
On nda ile bstacle A] t nachin LAKG 1 1 

though th nodern = applhian 1] d t] f¢ Sp 
», buff, polish even sand fl ig gen using f 
nsumers still tend to think of it a lishing wax housewife do not 
polisher—and therefore limited in it have good looking fl 1 the longs 
\ lu un d mu h MH \ ‘ than h 
Little by little the ancient pre judic need do if she used a good wax and 
being overcome, which accounts for in electric floor polisher and spenc 
the steady rise in sales during th 1 great deal more mon th on 
past few vears, 275,000 units in 1951, wax and, due to the damage don 
287,000 in 1952 and 295,000 in 1953 on floor coverings his damage 
Qne manufacturer estimates current comes about due to tl freque 
ituration between three and four per rubbing which is necessa wh 
ut—which is big considering that the housewife u clf-polishing 
early all of it has been achieved sin A tl 1 mak takes a slight lif 
end of World War II ferent He admits that fe ) 
lhe gam has been made, t types of flooring a sclf-polishing 1 
i i t tl he ily advertised com s desi ble, but h maimtains t t 
i petit f the lled ‘‘self-polish ng with a floor machine will 
gp ( n x rh give it higher gloss and greater du 
\ I | 8) bilit nd t t, since nly a 
nvl tile f u f ts mav be appl 
} V1 n t nust all be rem : a 
1 floor f these tvpes h 1 hing like a floor m le for scru 
t ( And consumers have bing the floor clean. Self-polishing 
been led, imtially at least, bv the wax, he declares, has a resinous quality 
idin hand to th belief that which produces a shellac-like finish 
10 maimtenan other than ust D te th laims of its makers, it 
\ LLITe d pick up dirt and a su n of 
()n re} m h ( thi oth , kh 
| man ] I ] nt t diminishing turns 
e f f ' Fea 
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PASS ME ANOTHER DISH, DEAR” 


produce both a high 
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inful and Then, 
vhen the new coat has been applied, 
buffing with the floor machine will 


gloss and re- 


time-consuming. 


Outlets 


Since the floor machine has a rel 
tively low unit price it doesn't 
tself to d to-d elling as wel 

the vacuum cleaner and probabl 

high percentage of sales are mad« 
tail sto But, even here, ther 


s not the enthusiasm for the product 
that exists for bigger-ticket, better 


known appliances. As one maker puts 
} 


it, “Dealers today are 


S pretty much 

used to selling demand items,” and, 
: +] ’ ? } 
msequently, don’t or won't work 
too hard to move an item the need 


for which must be sold first. Perhaps 
that explains, at least in part, why onc 
manufacturer, answering the questior 
of what type of outlet accounts for 
the most sales, says, “Discount houses 
ire selling the most.”’ Without mak 
distinction between discount 
ind non-discount retailers, this same 
estimates that somewhere be- 
and 60 percent of floor 
polishers are sold by appliance and 
ippliance-hardwarc¢ Because 
newness on the ap 
pliance scene (as a major appliance 

with all that implies) the polisher sells 
best, according to another manufac- 
“metropolitan 
appliances are most un 


ing any 
maker 


tween 50 


dealers 
s relative 


turer, in ireas_ where 


labor-saving 


— 











TWO YEARS STATISTICAL SUMMARY 
Floor Polishers 
1953 1952 

295,000 .. Units Sold -. . 287,000 

$65 : Average Retail Price .. $65 

$19,175,000 Retail Value $18,655,000 
lust b I ved Hands-and-kne« 1} home-use¢ machm D g 

bbing will clean it off, t m made today by the top 

chine scrubbing is a good deal less cluding, among others, Regina, Ger 


eral Floorcraft, 


rugged, well-engineered products, 


signed to give manv vears of dep 
able SCTVICE But it wasn t 
In the past, says one maker I 
many manufacturers have put out in 
ficient or mechanically imperfect 
polishers, causing a bad nan n the 
field. Most of the have fallen by 
th wside in tl t en 
but the damag g , 
then, i noth det 4 vid 
icceptance but tl { ¢ 1as 
happened with mam ther new prod- 
ucts in the world ffect 
won't be permancnt 

What's needed to make sa spurt, 
is One manufacturer says, 1s “increased 
advertising at both the nati nal ind 
local levels, plus more active dealer 
interests in demonstrating the prod- 
uct.” ‘To help this process along it 
might be a sound and_ product 
idea, as one company suggests, tor 
manufacturers of floor polishers “‘t 
band together and make a concerted 
effort in their common interest.” In 


other words, joint education, pron 
tion and advertising to sell the idea 
and the need of the floor pol sher 
not just a brand iccelerate 
consumer acceptance and d the 


14 
Would 


| | wa : ld 
day when p MISNCI in Nd i 
} 
ume. 
Meanwhile the floc POlishic¢ W 
} } 
follow its present gradual, upward 
’ ; 
trend to wide 1S¢ l An I us 
1 } 
! i i 
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Now! First Complete Line of 


Gas and I:lectric... 
uth promotional mote ls priced 


to challenge comparison 


RCA Estate 


neateaydiinn 


Here is the industry's first complete line of 30-inch 
ranges—gas and electric, with teatures to suit every 

te, prices for every budget. “King-Size’” Oven (full 
4-inches) holds a banquet for twenty, vet these com- 


pact ranges fit crowded kitchens 


See them at space 523, American Furniture 


Mart, Chicago, January 4-1]. 


































































RCA ESTATE APPLIANCE CORPORATION 


HAMILTON, OHIO 
A Radto Corporation of America Subsidiary 
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Gas Super-Promotional Gas Promotional 
Look for this and you'll 
always find the best! 
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Kitchen Cabinets 





1957 ; ther Most firms be th 


Fewer strikes, more raw materials and bet- ont ae a, eee ke 

tot tT S197 muhon n LlY>5, the M be no ll ise in 1Y94 uple 

ter selling help the industry top all previous ge retail price for cabinets was _ thought if prices increased they might 
, $51.73 go as high as eight to vercent. But 

records and prepare for even better year in 1954 Manufacturers indicated a year ago as one executive pointed out, “v 
that there might be a price increas¢ int price ourselves out of competi 

d the wage settlement the previ- tion with wood.” Whether they can 

\pril in the steel strike. Increases hold prices is a matter of conjecture 


\ Pennsvlvania executive stated that 


LPHOUGH t tceel strike i ipanv standpoint, t ve from a last vear were made by only seven eC 
52 | | the steel kitch t decline of three percent to bet mpanies and thev ranged from lows “the industry will be forced to rai 
I ! 
net lusty nsiderabhy t na percent increa f four and five percent, imposed by prices in 1954 to meet the same ¢ 


( & | 1 I 1 
good increas tal for 1953 of around $178 — two firms, to increases running from ditions that forced many appliance 
\ n 1953 ith only tw n dolla 3,44] ) units) rep cight to 10 percent imposed by sev manufacturers to raise prices.’ Che 
I ( t li d aging p Ni to be n th 
ist t } ( | ther i ifinuing TCase 1 Wag 
t lling 3,44] ost. Eve ne beli s that mat 
f $178-n 1] ttv wel] stab 


f, the vear still showed TWO YEARS STATISTICAL SUMMARY For several years a trend has d 

increa This past ve t Kitch, PRES eloped to 1 the kitchen a mor 

t c f yercent t] 2 : 52 important 1 of the home. A rep 

) the first six ntl resentatiy tor industry manutfa 

\ quarter-by-quarter show nh sya oats : 970,000 turers said, “It is becoming quit 

npari for 1952 and > > “ : > : mmon for the housewife to sa 

ke this, using the first quarter of Xe ‘won't you come into my kitchen’ b 
52 1 | cause, more and more, the kitchen 
Quarter 1952 1953 a spot was the housewife spend 
rood part of her day in ¢ fee 


~ , t 
ing the family and doing the laundry. 


1 100° 126% 969,00 

2 116° 143% _— ” 1 
3 123° 125% > ee drying and ironing. \s_a result of 
4 ; Pa é 


127 155% (approx this trend, manufacturers 


m as they planned a 


Only two companies had no in 
1] 
1 


« 
rr 
>] 

/ 


= cognizance of this with many new 
( Dp : 2455 | 
, features 
tr\ nC 11 
\ year ago, it was reported here that 
on str t | . ; 
+] revolving corner cabinets were un- 
\ hnotney#r mM i 7 1 1 
= , | doubtedly the most important imnova- 
Nger pero .f } 
ee tions in the kitchen. But now, in ad 
t ant in th | . * 
| dition to functional features one 
| j j . . 
i manufacturer finds there is a trend to- 
. 4c | : ’ 
Plan Expansion co a ward wood or wood veneer finishe 
t the final results. most cs steel cabinets. Many agree there 
able to expand th 3 ae an increa ed use Of in th 
Rangel kitchens. One reason why ha 


become more important is that mot 
nd more consumers are asking f 


larger and more open kitchens \I 





ise whi 

utput. In the vear ahead, many plan 
expansion. One manufactur 

I +} 7 


the entire appliance industr FIVE YEAR sal expansion in the use of built-in modu 


lar oven and burner units hese 


ediegs totals slightly behind last STEEL KITCHEN CABINET SALES ¢ Oe ee 


e a couple more decreased 


other important development was th 


but in their own industry cabi 
net mal xpect, from a company b Continued on page 
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THE ONLY WATER HEATER 


PROVED RUST-PROOF | 
OVER 2 MILLION | 


An ordinary water heater rusts away 
each minute of the day... 





Every homeowner whose ordinary water heater rusts 
away is an immediate and HOT prospect for an 
A.O. Smith Permaglas automatic WATER HEATER! 


Oe ee ak a ee ee 5 A aoe There's only one Permaglas and it’s made by 


customer hot water problems forever! 





Prepare for Profits NOW 


rusty water heaters with Permaglas! 


ve ready to replace these 


Best of all, a Permaglas costs no more than an ordinary 
water heater. And feature for feature, a Permaglas 


is tops 


We have the facts to back these statements, write 


Dept. EM-154, Kankakee, Ill. 
Permaglas-Heating Division 





International Division: Milwaukee 1 


Licensee in Canada: John Inglis Co., Ltd. 
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A SIZE FOR EVERY HOME 





HEAVY FIBERGLAS INSULATION 


= ae 


2 ai a RR ao” ee 





; HEETWALL HOLDS HEAT LONGER 
MIRROR-SMOOTH GLASS-LINED | 

* 76 | 

& 4 : ne ! 


TLE 
CONTROLS 


















AUTOMATIC PRECISION 








Electric Models, 30 to 
80 gallons capacity 











WRITTEN GUARANTEE AND PROTECTION POLICY 
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there is 


0 substitute 


for 
AMPHENOE 


QUALITY 














STACKED 
i ARRAY 











BO.TY RHCMBIC } 














Merchandisers know that there is no substi- 
tute for AMPHENOL quality. They know that 
is why the popularity of ampHENOL VHF and 
UHF antennas has shown such an increase. 
More and more set owners and dealers are 
finding that the picture quality of the tele- 
vision set that receives with an AMPHENOL 
antenna is incomparably better than any set 
using an ordinary antenna. 
Set owners like AMPHENOL for the better 
: picture quality provided. Dealers like 
AMPHENOL not only for this reason, with its 
accompanying dividend of customer satisfac- 
tion, but for the extra profits gained from 
selling the AMPHENOL quality line. For the 
slightly higher cost of an AMPHENOL antenna 
installation over that of a low-quality instal- 
lation means additional profits to every 
AMPHENOL desler. They have found that it 








Steel Kitchen Cabinets 





CONTINUED 


have come into quite general use, ex 
cept in the lower priced homes 
\long with the additions of — the 
kitchen cabinet features is a marked 
ibsence of hardware on the wall cabi 
nets. It has received favorable com 
ment and wide acceptance. Especi 
ally popular are wall cabinets with 
concealed finger grooves for easy 
door opening and adjustable wire 
shelves which provide good visibility. 

One manufacturer added eleven 
new cabinet features. Another com 
pany brought out a writing desk be 
cause many homes have the telephone 
in the kitchen, and the housewife 
orders her supplies there. As one per- 
son remarked a short time ago, the 
housewife regards the kitchen more as 
1 show place as well as a highly func- 
tional part of the home than did her 
mother Thus, steel cabinet manu 
facturers have provided much morc 


torage space and counter work su 
than builders usually put in the 
hen. This vear it looks like many 
more manufacturers will be puttin 
stronger effort on getting acceptance 
for those already introduced and addi 
t lal feature 
Who Did the Business 
Last vear it was reported here that 
new construction provided about 60 
percent of the market, but that re 
modeling offered the best sales oppor 
tunities Manufacturers now report 
that remodeling is still an important 
egment of the industrv’s sales. Yet 


steel kitchen cabinets were put in 20 
to 50 percent of the new homes built 
in 1953. Most of the manufacturers 
place the estimate closer to 35 pet 
ent. ‘This figure will not decline in 
1954 chiefly because there has been 
more acceptance of steel cabinets on 
the part of the builders, greater con 
umer demand and lower installation 
cost at the time when the home is be 
ng built [he percentage may in 
rease because steel] manufacturers are 
helping the steel kitchen cabinet in 
dustry with greater advertising and 
les promotion effort. 

Ihe consensus of opinion for the 
best retailer has not always favored 
the appliance dealer. But many execu 
tives have supported the newer outlet 
for cabinets such as plumbers and 

tchen specialists. This past year one 
Ohio manufacturer stated that lumber 
vards were excellent because they are 
setting into the remodeling field. 
Despite the opportunities of the 
newer outlets, the appliance dealer 
now has greater significance because he 

wide open for a product which has 
1 margin of profit and can not be 
sold on a discount basis. This, of 
course, applies to plain kitchen work 
and not package work. 

Last vear many manufacturers re- 
ported to ELECTRICAL MERCHANDISING 
that the kitchen modernization special 
ist—the plumber, floor and tile com- 
pany—appeared to be the retailer who 
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received the most encouragement dur 
ing 1952, and would certainly be fav- 
ored during 1953. But executives 
have taken a greater interest in the 
retailer who has an aggressive approach 
no matter what group he is in. It 
seems to be the same old story, the 
boom is over. And in this industry, 
while there is an excellent market, the 
facts show that real salesmanship is 
the only answer to holding or increas- 
ing sales. 

Full-line dealers are improving 
their kitchen displays and improving 
the product knowledge of their sales 
staff. Manufacturers are cognizant 
that consumers are buying kitchens 
which the appliance dealer seems 
best prepared to sell—one in which 
the range, refrigerator, laundry equip 
ment are worked into the kitchen 
cabinet plan—because they have a 
chance to not only sell the cabinets, 
but new apphances that are needed 
by that customer. 


What's Ahead 


Optimism scems to be universal on 
the outlook for 1954 Opinion ( 
varied for 1953. All of the manufa 
turers replying to questions asked bi 
ELECTRICAL MERCHANDISING agreed 


that 1953 turned out as expected 
One executive stated that the end of 


the fighting in Korea caused materials 
to become more readily availabk 
ooner than they had anticipated 


And barring international disturb 
inces, they feel that 1954 will be a 
vear of keen competition; although it 
is expected that there will be plenty 
of business available it will be up to 
the salesman to convert the available 
prospects into orders. 

It is believed that the expected ac 
tion by Congress for a 10 percent de 
crease in individual income taxes will 
certainly create more purchasing 
power. Also seen in the crvstal ball 
1S : it most manufacturers do not ex 
pect any price rise and with this boost 
of moral support dealers seem to be 
happy. Dealers have been reported to 
be pretty well satisfied with their 
present mark-ups, but they have re 
marked that prices should be lowered 
Although there is wide agreement that 
retail prices will remain the same for 
1954, one manufacturer thought that 
prices might go up from five to 10 
percent because of the increased 
manufacturing cost. 


Some Real Improvements 


One of the biggest improvements 
for manufacturers in recent vears is 
the material supply. The only short 
age during 1953 was stainless steel, 
but this has greatly improved. Even 
though it is a lesser problem at this 
time, this rests entirely on world de- 
velopments. All manufacturers con 
cur with one of the industry’s largest 
producers that the good material out 
look will mean a bigger use of ad 

Continued on page 174 


















The worlds FIRSTand ONLY 
PORTABLE FOOD MIXER with 









$0 MEW. . Me Revolitionaty / 
H™® S oe sep pace ixer with tomorrow We tures today... ‘the 


les © reach you and your market in years 


Give your rn a lift with ees a Beaters! 





The Oster Portable Food Mixer with self-adjusting ‘Knee tion” Beaters is / 
gees ws in m xers since they ae he eg er 
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Better mixing 
a CONCAVE bowls ' 
' 






er mixing 


ott 
S X bowls ' 


n CONVE 





Better mixing 
with 3 SPEEDS ! 





John Oster Manufacturing Company 
Dept. 1110, Racine, Wisconsin 
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@ 1953 fe 
IN CANADA: W. D. EMSLIE, Montreal 
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“Ready yet?” 
“Not quite.” 
“Ready yet?” 

“Not quite.” 


“Are you ready?” 
“And waiting!” 








= 











“Ready yet?” ( ~ ie Sue F sates 
“Not quite . . but the price is right!” {| 


A 
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AEalginn. 





Simon Legree ‘‘put the chill’’ on Little Eva. 


We're ready NOW to put the chill on hot, sticky weather. 


Our men will be around soon to give you the whole 


story on how you can make cool customers”* 
out of hot prospects with the new Dearborn room air conditioner. 


While you are attending the Chicago Winter Market, be sure 


to come see us at Space 511-A, Furniture Mart. 


*Incidentally, there's more profit in Dearborn! 





NUMBER 


REMEMBER THIS 
SPACE S11-A 
FURNITURE MAR? 


Visit O Branch Offi Disple n 
~ Dearborn: 


STOVE COMPANY 
1700 W. Commerce St., Dallas, Texas 


BRANCH OFFICES: Dallas, Chicago, Los Angeles, San Francisco, 
Kansas City, Atlanta, Erie 


a 
t Cs | a! «| a TES 
7, | | 2, Ly. Ee 
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| we = —/ So 2 
AREA CLOTHES WATER RANGES PORTABLE EVAPORATIVE 
HEATERS DRYERS HEATERS BARBECUES COOLERS 
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day's most complete 
T Le Fo 


rPeeCZers 








10 MODELS TO CHOOSE FROM 

With Sub-Zero, you give your customers the 
widest selection in the field . . . 10 models to 
choose from . . . capacities from 15 to 170 cu. 
ft... . both one and two temperature models. 


ALL-ALUMINUM CONSTRUCTION 
Rust-proof, non-corrosive, rugged aluminum 
construction both interior and exterior...a real 


See Our 
EXHIBIT 


at the 
WINTER 
FURNITURE 
SHOW 


American selling feature, a feature that adds years of service. 
oe reg psi S& ALL SHELVES REFRIGERATED 
mes Chicoge, mM. Every shelf, plus top and bottom of cabinet is 
Jenvary 4th generously coiled for fast, sharp freezing, greater 
a 


economy of operation. 


through I5th 
SPACE 110-111 


= 


SUB-ZERO FREEZER CO., INC. 
P. O. Box 2017, Madison, Wisconsin 


SUB-ZERO FREEZER CO., INC. 


P.O. Box 2017 - Madison, Wisconsin 








Please send me complete information on Sub-Zero Freezers. 
| am interested in: 


(] Sub-Zero Dealer Franchise 


(_] Sub-Zero Distributor Franchise 
NAME 

FIRM 

STREET 


CITY 
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Steel Kitchen Cabinets 





CONTINUED 


vertising and sales promotion efforts. 
Generally, 1954 looks like the biggest 
effort advertising-wise so far. 

Many of the manufacturers have in 
creased their dealer training. During 
1953, several offered miniature 
kitchens so the retail salesmen can 
design a kitchen for the prospect right 
in her home with miniature cabinets 
and appliances. ‘This gimmick defi- 
nitely put sales on the upswing. But 
the dealers themselves made a few 
changes. Many finally recognized the 
importance of a good kitchen display. 
Instead of hanging just a few cabinets 
in One part of the store, and getting 
what sales thev could, they decided to 
really go after kitchen sales. Mavbe 
sharper salesmanship and _ product 
knowledge is an answer to increasing 
sales, but some dealers feel that a good 
model kitchen in the store helps 
greatly. 

A dealer in Cincinnati installed a 
complete kitchen right in his store 
window. Even during the construc 
tion of the kitchen, which took about 
three days, they had many prospects 
drop in and order a kitchen. ‘The 
window display was just what this 
dealer needed. A bus stop was right 
in front of his store and many pas- 
sengers got off the bus and looked 
over his kitchen. Formerly, he had 
a small display in the rear of the store. 
Moving the display pushed his total 
kitchen sales in just a few months to 
what it had been the whole previous 
year. 


Some Changes 


There were a number of changes 
during 1953. Instead of manufac- 
turers increasing the number of dealers 
as thev did in 1952, this past vear, 
there was a decrease. They tried to 
cut the dealerships to a core of good 
cabinet dealers. The only class to 
increase was the dealer specializing in 
kitchen equipment. Here is the way 
one executive put it. “Because of the 
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general decrease in apphance dealers 
in 1953, (the largest outlets for 
kitchen numerically) ticre may be 
fewer dealers handling kitchens. Also, 
many dealers have tound that the 
kitchen business is a specialized busi- 
ness and have decided that, in view 
of discount house competition, they 
cannot afford the specialized sales help 
required.” 

Colored cabinets have been the sub- 
ject of great controversy for some time. 
But one cabinet manufacturer settled 
the problem when he expressed the 
following comment. “Interior decora- 
tors and pseudo-kitchen experts. still 
raise some fuss about colored cabi- 
nets. ‘Thev may be practical in the 
custom-built lines, where a complete 
kitchen is installed at one time. How- 
ever, their lack of color retention pro- 
hibits their wide application im the 
mass-produced field. Furthermore, it 
is extremely difficult to warchouse a 
complete line of kitchens (and bal- 
anced line) today in white onlv. The 
warehousing problem in color would 
spell ruin for most wholesalers. I 
can't forget the experience of a re- 
tailer who placed a colored refrigera 
tor in his window. It proved an ex- 
cellent trafic stopper, but the cus- 
tomers who came into the store still 
bought white refrigerators.” 

Once and for all, the customer 
seems to have made his mark on the 
manufacturers mind. Last vear, it 
was reported here, many companies 
offered colored cabinets when they 
had not during 1950 or 1951. Colored 
cabinets still may enjoy a limited 
amount of conversation, but the color 
schemes furnished in walls, counter 
tops, floor covering, etc., seem to 
satisfy the average buver. Color here 
provided the answer to homemakers 
who are understandably interested in 
making kitchens warm and colorful. 

What about manufacturers? Last 
vear there were no withdrawals from 

Continued on page 183 
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the industn Cra mpan marketed 


their 1953 line under a different name. 


Most of the growth in the industry 


vas with the pr nt manufacture 

However, the growth wasn’t more 

than thev had planned 1 vear ago 
Phere was only one entry into the 
1( try An nother company 
catly expanded its activity 
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ter methods of shipping merchandis« 
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Association Helps Member 


All in all, the Association under the 
leadership of M. M. Miller. President 
of Miller Metal Products, Baltimore. 
Md., has helped the members (around 
ent of the industrv) to tackle 
the problems common to appliance 
manufacturer But most of all, the 
\ssociation helps the manufacturers 
to approach their planning difficulties 
with benefit to both the consumer and 

r. Without such help it is 
unlikely, that 1953 sales would have 
reflected such an increase over 1952 
sales and such confidence of an inten 
ified sales cffort in the 12 months 
ihe id End 
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So Many Features 


ro With This ~ 


HELSEA 


Qa iwoow = 


HI-CAPACITY WINDOW FANS 
Big 24” and 30” models that car 
move tremendous volumes of air 
Both are two-speed and electrical 


ly reversible. The 24” model is 
mounted in a 27's,” square frame, 


he 30 na 35'2” square frame. 





\djustable side panels available. 
CHELSEA FAN & 
PLAUCNFRIECLS, 


OF INDUSTRIAL 





MANUFACTURERS 


1954 


a eassess dines / 








BLOWER 


VENTILATING AND HOME 





Features you can se wo-speed. elect 
reversible motor © Top-quality. all-steel. hi 
duty construction © Adjustable side panels 
fit any standard window ® Soft. ist gra nist 
lo blend with il olor scheme . 

otional at that include: Display stands for 


each size fan ® Stands for multiple fan displavs 
e Window streamers and store display cards ® 
Counter displays with literature holders ¢ 
tive direct mail literature ¢ 


ewspaper mats. 


é in a line ol seven 


popular models by Chelsea~-famous for vears as 
builders of heavy-duty industrial fans... . It is 
a line you can sell in volume with electri: 

models meet every home 


reversible priced to 


owner s budget! . Only 849.95 for the 16” fan. 
$59.95 for the 20” model and 899.50 for the big. 
every one built to the highest 


Sold only 


24” model—with 
quality and performance standards . . . 
by Chelsea distributors located throughout the 
entire country. 


Chelsea Window Fans are Approved by the l nderwrite 


Laboratory and are rated for capacity in accordan 

the standard code test of the Prope i M utac 
turers Association. They are cove ed by a inconditiona 
one vear guarantee o1 orkmanship and materials 





CHELSEA ATTIC FANS 
\ complete line ¢ quiet 


potentials to both home 
and contractors, 
Sw! .-, INC 


NEW JERSEY 


COOLING EQUIPMENT 
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tionless attic fans that circulate 
cool air throughout the entire 
house. Can be hor zontally or ver 
tically mounted. Treme 1oOus s 
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Space Heaters 








The market expands with an increase of 


over 1,000,000 homes without central heating in 


a ten-year period. Automatic features raise aver- 


age price and help boost sales 


Business Is Reaching a Plateau 
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t that om 703,3 nted oil 
DI ! g space heaters VeTe -'S ld | 
the end of 1953 id their guess w 
that 147,627 units manufactured n 

53 would be carricd over into th 

5+ market. This is a drop f 

ago Carrvover of 187,5 N 


Automatic Features Boost Prices 





Vhere is a discrepancy of opinion 
O what the average unit sak 
amounted to. Certain nufacturer 
ind. distributors maintain that the 
werage retail price for space heaters 
in 33 was between S7S and SS9, a 
drop from the 1952 estimated price of 
S93. Other manufacturers, who had 
been having success adding blowers 
tl nostats, lig stubbornly m 

1 thn t] ( IWCTALC P C le 
up, and the average of all guess« t 
the nrobable 1953. nri 
t ] l vi price 
heater came out to $95.74 

Coming back to the surprising gain 
in the number of homes built without 
central heating, it is borne out bv the 
guarantee return card record of one 
manutacturer whose booked — ship- 
ments show that 1S percent of his 
gas and oil space heaters went into 


The blower, which circu 
lates heat widelv, was what made this 
possible, this firm declares. ‘Vhe 1950 
census of occupied dwellings revealed 
that there were 42,826,281. In 1950 
some 21,191,270 had central heating, 
leaving 21,635,011 without central 
heating, making them prospects for 
space heaters. In 1940 there were only 


new homes. 

















20,507,697 without cent: heating, 

vhich shows the market has increased 

in the intervening vears bv 1,125,314. 
Gain for Wall Furnaces 

Edging in on the space licater busi- 

ness and making it more difficult to 


define has been the wall and floor fur- 
Both nearly all cases 
employ gas. And it is believed that 
the wall furnace is making the fastest 
progress in the field where gas is avail- 
able. 

Where g: over, 
new space heaters change to gas, al 
though fewer oi] burning space heater 
owners make the switch than do fam- 
ilies with central heating plants. South- 


nace these in 


7 
1S spreads it takes 


em California is called a good gas 
space heater market, one man alone 


gas heaters 
; where gas has 


last vear selling 5,000 wall 


to builders. In Arizon 





come in strongly, utilities have taken 
manv oil heaters off the hands of own- 
ers to get them to swing to gas, and 
have then sold these trade-ins for 
round $5 cach, demoralizing the local 


market 


Inventories Up 


While the sale of gas space heaters 
was generally reported as being up 5 
percent, manufacturcrs and the trade 
are plagued by the “backing and fill- 
ing”’ of the gas utilities, who issue per- 
mits on no_ understandable _ basis. 
Thus, while factones are said to have 
oil heater inventorics up 14 percent, 
on gas heaters they are up approxi- 
mately 56 percent (one manufacturer's 
opinion ). 

(Continued on page 186 
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Model PB16 


the ONE fan 


you can sell 
for 24-hour 


INTAKE OR EXHAUST 
aud cts really portable 


> EX TANT use! 
INS ) 
> SM iN 






SR aeor 
= 
T > PORT-ABOUT—An rsatile € one fan of 
oll home ‘ A powerful exhaust or intake window fan, Atlas-Aire’'s 
PORT-ABOUT ubles as a truly portable circulator fan for use anywhere 
n the F nsume roven Atlas quality and styling, too. 


Exclusive Atlas extender 
panel locks into any win- 
dow at the mere turn of 
a crank. No tools, screws, 
hooks or gadgets to mar 
woodwork. Separate fan 
unit lifts out of panel for 


use anywhere 





PB10— 10” 
PB12—12” 
PB16—16” 
PB20— 20” 





Contact your jobber or write us direct for complete information and prices. 


ATLAS 7st aud eo man Ca. 


5147 Natural Bridge Bivd. e -Louvis15,Mo.- 
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Space Heaters 





It is not felt, however, that the gas 
wall type is going to supersede the 
space heater except in new construc- 
tion. The floor furnace is much more 
dificult to install, and doesn’t have 
the same prospect 


Progress Toward Automatic Operation 


One new feature which has come 
into the space heater business this year 
has been the lighter. Press a button 
and the stove is lighted by electricity. 

All this is part of the progress 
toward making the space heater an 
iutomatic heating device in the home 
I’catures, plus styling, are expected by 
manufacturers to hustle along the re- 
placement market. With 35 percent of 
the sales involving trade-ins, these 
davs, it is becoming increasingly im 
portant to hurry old oil burners off 
the scene. When it is considered that 
the life of a space heater is 15 vears 
or better, and that any one of them 
usually serves in at least four homes 
before it is worn out, this is going to 
be an increasingly tough problem fot 
the industry. 

Ihe carrvover of 147,627 heaters is 
thought to be principally in distribu 
tors’ and manufacturers’ hands. Deal- 
rs during the vear, singed by the 
Korean boom, have been buying from 
hand to mouth, and have had to be 
old. ‘The unseasonablv warm weather 
luring the fall of 1953 caused a 


CONTINUED FROM PAGE 185 





pile-up in the distribution field, and in 
one part of the country a distributor 
planned an auction to get rid of his 
overload. 


Seasonal Inventories 


his warm weather affected sales, 
ind one distributor im Carolina re- 
ported he was $65,000 behind his 
October sales on space heaters com 
pared to the year before. By the end 
of October he had had only four cool 
days in which a heater was needed in 
the home. 

I'he skittishness of dealers and dis 
tributors in carrying sufficient stocks 
of space heaters plays directly into the 
hands of the mail order firms, 35 pet 
cent of whose sales are reported as 
the result of having a stock on hand 
ready for delivery. 

It is said that dealers cannot apply 
the usual inventory control to seasonal 
items on which their expectancy is a 
two-time turnover, and they do not 
understand 

The war, with rent control, made 
the heater industry conscious that 
good heater markets, 
is there were many homes without 
central plants and landlords had no 
desire to modernize homes 


’ + Y 
large cues Were 


on which 
their income was frozen. All big cities 
ire not equally good. For example, 
Philadelphia is not considered a good 
Continued on following page 





















“NOW ISN'T THIS MUCH BETTER THAN WAKING 
UP TO THAT OLD ALARM CLOCK?” 
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Space Heaters 





space heater business, and New York, 
Boston and several other eastern towns 
had hot water heat put in vears before 
the space on the market. 
shows that country 
account for 41.5 percent of 
the space heater buyers; suburban pur 
chasers, 4.7; towns under 2,500 popu- 
lation (non-farm) 24.3; towns 2,500 
to 10,000, 11.1, and towns over 10,- 
000, 18.4 percent 


heater cam 
One analysis 
purchases 
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Thus it will be seen that the big 
market remains, as always, in the older 
group. It is significant that 6,000,000 
fewer homes burned wood or coal. 

Heating Fuel Used 
(based on 20°; sample) 


19590 Homes 





nes 
Coal 14,483,420 (35.1%) 18,525,5§ 
Wood ... 4,171,690 (10.1%) 7 
Gas ......+-12,097,295 (29.3%) 
Liquid fuel 

or other ..19,506,190 (25.59%) 3,522,696 
Liquid fuel 9,460,560 (22.9%) 3,522,696 





In th 1950 census, reports came One of the things that came up 
in on 44,229,845 occupied homes or jn this survev was that 46 percent 
dwellings. These broke down into the — o€ our homes employ auxiliary heat 
following ag ing. Another item is the relaxing 
10 vears old 9,174,635 (20.7 of FHA opposition to use of oil space 
10-20 ” ” 5,893,125 (13.3% heaters in homes north of Chicago, 
20-30 ”’ 8,893,715 (20.1% in example being public housing that 
30 vears and over 20,263,873 (45.8° employs it near Chicago. End 

The Space Heater Market 
Homes witht Homes Heated 
Percent of 1952* Non-Central with Oil 
U. S. Sales Heating Space Heaters 

Alabama 36% 678,780 46,740 

Arizona 01 155,435 22 660 

Arkansas 27 448 545 39,975 

California 10 1 781 090 142 390 

Colorado 18 183,580 41,625 

Connecticut 27 165,415 114,450 

Delaware 37 30,715 12,440 

District of Columbia 89 19,690 5,285 

Florida 5.80 587,990 259,110 

Georgia 3.47 733,115 89,130 

Idaho 83 113,285 43,190 

Hlinois 7.37 781,310 299 580 

Indian ~ Be 529 48° 150,735 

lowa 3.87 327,295 165,085 

Kansas 28 334,470 47945 

Kentucky 1.64 568,940 25,090 

Louisia a 01 611,655 59 685 

Maine 66 127,350 64,110 

Maryland 2.19 183,500 61,050 

Massachusetts 36 346,765 245,160 

Michigan 7.45 558,510 246 315 

Minnesota 3.47 330,670 182,590 

Mississippi 02 491 620 21,100 

Missouri 5.30 614,645 131,220 

Montana 32 103,390 26,165 

Nebraska 1.17 183,320 74,290 

Nevada 08 36.025 133575 

New Hampshire 21 65,310 38,485 

New Jersey 32 259,435 133,680 

New Mexico 01 122,285 9,725 

New York 3.31 684,305 254,900 

North Carolina 11.20 814,260 202,835 

North Dakota 1.08 76,715 30,655 | 

Ohio , 5.06 759,875 118,685 

Oklahoma 497,030 29,825 

Oregon 1.92 298,270 124,770 | 

Pennsylvania 3.70 695,605 66 485 | 

Rhode Island 22 89,930 67,345 

South Carolina. . 4.82 456,430 110,765 

South Dakota 1.19 105,125 49,365 

Tennessee 1.58 678,055 65,300 

i 04 1,826,160 154,290 

Utah.... .24 83,285 10,770 

Vermont.... 33 49,535 22,180 

Virginia 6.22 532,110 109,320 

Washington 212 406,400 218,220 

West Virginia 18 377,825 4,165 

Wisconsin. 3.31 339,620 167,885 

Wyoming... 03 51,370 8,475 

Total 100.00° 20,294,625 4,628 815 
* Source: Institute of Cooking and Heating Appliance Manufacturers. 
t Source: 1950 U.S. Census of Housing Equipment—Table 20. 
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BEST SELLERS 







giant 24 and 30 inch house 
coolers... the fans that 


ELECTRICALLY —olimminate dealer installation 


REVERSIBLE 


intake or 


exhaust THE ONE WINDOW FAN... 


THAT COOLS A WHOLE HOUSE 


A 


fan power equ 
anyone. Powerful 3- 
cool a whole house! Di 


eliminate dealer installation! They give attic 
r fans yet can be quickly and easily installed by 
or moves thousands of feet of air a minute—enough to 
ct drive, slow speed design means silent operation. New 
blade design delivers an equal air volume as either an exhaust or intake fan. Unit lifts 
readily from mounting brackets for use as an air circulator anywhere in the home. 


Model RPB 24 fits windows 26”to 40” © Model RPB 30 fits windows 32”to 46” 


POWERFUL 20 EXHAUST FAN 


with 


U. S. Patent 
2448671 


INSTANT INSTALLATION FEATURES 





Model KC20 


Patented, ‘‘turn-of-a-crank"’ igstal- 
lation ... instantly in or out, without 
tools or attachments. 


Powerful, dependable G. E. motor 
...3 speeds... 3500 C. F. M. of 
cool, fresh air. . 


Attractive styling in gray baked 
enamel finish. 

t 
Contact your jobber or write us direct 


for complete information and prices. 





ATLAS 70st aud Manufacturing Qo. 


5147 Natural Bridge Bivd. e 





St.Lovisl5,Mo. 
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Ti is ex pea for its “ouehnue 


performance in steam pressing all 


types ol Hibeias Gulibell peel ibiles 


in ease of use and speed of operation 
for all pressing in ‘Whe piite 


CUSTOM TATLORS 


= 
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aiversal otean'n ry Iron Award 
CUSTOM TAILORS 


The ONLY iron 


endorsed ror 





* Excellence in Pressing 
* Ease of Use 
* Speed of Operation 


ONLY UNIVERSAL can give you this sen- 
sational selling wedge...the recommen- 
dation of experts that the Steam 'n Dry 
Iron will do a professional job on all 
home pressing! Here’s the iron with all 
the features women have asked for. Lab- 
oratory tested, proved in consumer use, 
and now the only iron to be recommend- 
ed by these top professionals. 


Take advantage of Universal’s tre- 
mendous Steam ’n Dry Iron national ad- 
vertising in market-covering magazines, 
newspapers and coast-to-coast television. 
Call your Universal distributor today! 

STOCK UP NOW! 


MAKE 17 SELL FOR YOU! 


Master cartons of the Universal Steam ’n Dry Iron 
contain this striking new display card. It fits into 
the iron carton to make an eye-catching bid for sales 
right on your counter. Be sure you get yours work- 
ing for you! Get your order in NOW! 


See it at the Chicago Housewares Show 
Booths 207-9-11-13-15 
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Otfivial Sndoruoment by 
AND DESIGNERS ASSOCIATION 
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/ "CLICK" 


it’s STEAM 


“CLICK” 


IT’S DRY 


NO NEED TO EMPTY 
THE WATER 


N 













19% 


Manufacturer's suggested 
Retail or Fair Trade Price. 























JIFFY-SWITCH ADJUSTABLE CORD LARGER SOLEPLATE LIGHTWEIGHT WRINKLEPROOF HEEL USES TAP WATER STEAM-SAVER 
changes instantly from may be switched over gives a 10 percent only 3% lbs., less than irons in any direction except in abnormally shuts off steam when 
steam to dry ironing. for left-handed ironers. greater steaming area. the average iron. without bunching. hard-water areas iron is set on heel. 


setting FEATURES 


MORE y OTHER RON! 
En 


TTA Cy 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Rotary mowers outsell reel type units for 
first time as industry turns out over 1,275,000 
units. Low-priced models become most popular. 


Changes in discount structure are likely 


a “ALI ) n naust cam 
through tl ir 1953 clean a 


1 hound’s tooth \ total of 


unit icked up a 
if estimated t an avecrag< 
of $1] 7, and carn r int 

>4 will not ex d 111,025 mower 
Contrast th vith tl previou 
I ile f 1,155.0 with a left 
r invent ft } 0) machine 
id the use Tor rc] in ipparent 
\ decided han toc plac im 
the price structure, which the expert 
timat l folle 
1953 1952 
$95 and under 23.7% 7% 
$95 to $99 17.2 17 
$100 to $109 20.5 25 
$109 to $124 22.5 32 
$125 to $149 8.1 10 
$150 to $199 4 5 
$200 to $299 2 2 
Over $299 2 2 
100.00 100.00 
Ther reement m the trade 


that the rotary mower this last vear 
passed the reel type in popularity 
About 55 percent of those sold wer 
rotari What has brought this about 
has been th widened market for 
power mower! 

Six vears ago it was thought that 


one had to have at least an acre of 
lawn to justify a power mower Today 
the pock t handkerchief lot owner 
feels the need At the ime time he 
does not think it necessary to buy 
too big a machine or invest too much 
mone fo mov his lawn, ind the 

tarv happens to the least ex 
pensive to make, with retail prices 
down as low as $ > during the 


Drop in Rotary Size 


\ tarv m ts from S15 te 
less to ] ly In job perform 
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in it is felt that the reel type 1S 
better on a good lawn, but on the 
other hand you can let your 
row longer with a rotary 

It is estimated that 70 percent of 
ttarics were from the 14- to 19-inch 


Z ind 2 


y, 


4 & 


5 percent were 21 inches. 


(he 21-inch rotary slipped in popu 
larity in 1953, due to the small lawn 
ustomers. \bout 75 percent of 


1 


itaries were equipped with a_ two- 


le gasoline engine. 

During the last vear the rotary 
mower got some bad publicity when 
1 famous ball player was hurt by one. 
Clipping services show that accidents 
ire not infrequent, but are generally 
the fault of the owner. Several places, 


] 


uch 1S Los Angcles, considered TC 
trictive legislation on power mowers 
\s vet no ordinances have been passed, 
ie 
nearly all troubles have been 
brought on owners by themselves. It 
idmitted that some rotaries do not 
have the blade properly shrouded 


The Wider Market 


This widening of the market, 
through lower priced rotaries and 
smaller lot owners, has kept the satura 
tion point where it was a vear ago, 
tbout 15 percent. No one has the 
foggiest idea of how many of the 
country’s 42,826,281 occupied dwell 
ings (U.S. Census, 1950) can afford a 
power lawn mower. 

There is a general belief that onc 
trade-in occurs with every four mowers 
sold. ‘Theoretically the life of a power 
mower is 15 years, but actually it is 
iround 74 because of the neglect it 
suffers at the hands of the owners 
The life of a rotary mower is much 
less, about four years, because it is 
used for too heavy work, and _ is 
damaged when it runs into things, 
uch as stones, at high speed 

Electric lawn mowers continued to 


Power 


lip in the 1953 market, perhaps 


nounting to 4 percent of the total 


The Discount Structure 


Power mower manufacturers — arc 
puzzled as to whether their product 
hould be considered as an appliancc 
or a hardware item, and this is re 
flected in the discount structure. 

Historically, the hand mower sold 
on a 30-20 basis to the distributor. 
Ihe dealer got 20 off, which grew to 
25. Power mower makers have fol 
lowed this patte mm, but there are signs 
that this mav be cracked soon. ‘Two 
difficulties the manufacturer faces ar 
1) competition from other firms in 
the industry, and (2) the widely ad 
vertised prices of the mail order chains 
who are believed to do 25 to 30 
percent of the volume) 

Poday’s power mower is a vastly 
more complex object than the old 
fashioned lawn mower, it has to be 
demonstrated, it frequently requires 
service. Discount increases are likel\ 
to come on certain promotional num 
bers first just to see what the deal 
will do with them. 


Few Sold On Time 


One of the surprising revelations i 
the fact that only about 25 percent of 


Mowers 


powcr mower sales are on time. It 1 
explained that the small town banker 
does not like to make a loan for less 
than $100, as he feels the return does 
not justify the paper work. On the 
other hand, the mail order chains are 
glad to sell for $5 down, and this is 
what gives them, it is thought, their 
high share of production. 

I'ypical prospect is the man who 
lives in a house and has steady em- 
plovment. Last vear it was estimated 
he was earning $5,000 a year, but now 
that is down to $75 a week. 

About 41,000 dealers stock power 
mowers, it is thought, with no decline 
from 1952. The number of appliance 
dealers in the field has not increased, 
ind a handful of super markets has 


ome into the pictur Phe number 
of. lumber yard dealers has grown, 
ind the hardware stores have held 
their own, as have the garden equip 


ment stores 
It is not known definitely how 
many manufacturers of powcr mowers 
exist in the United States. ‘Vhe Lawn 
\Mlower Institute, Mills Building 
Washington, D. C., has 23 members 
who report sales to Dun & Bradstreet, 
ind they estimate that there ar ) 
makers in the busine Phe mail 
Continued on page ] 
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eS CULLUM PCCUDCYC«*d 





If you want stable profits 
and less “‘cut-price”’ selling... 












Model C74S Controla-Speed 


FILL OUT AND MAIL “SE 


THE BARTON CORPORATION 


West Bend, Wisconsin 


Please send full information on Barton Washers, 
lroners and Dryers. 





Address 





City Zone __ State. 








| | 

| | 

| | 

| | 

| | 

| | 

| | 

| | 

| 

Firm Nome___ . 

full details. 
| | 

| | 

| | 

| | 

| | 

| | 

| | 

| | 


ELECTRICAL MERCHANDISING—JANUARY, 1954 





with 3-speed washing and 
wringing, and duplex agitator 


EXCLUSIVE PATENTED 
WATER DEFLECTOR TUB 


The cut-away view shows how the jet action 
of the tub shoots soapy water through the 
clothes. 1800 extra water currents per 
minute wash clothes cleaner and in less 
time—saving soap, hot water and elec- 
tricity. 


CONTROLA-SPEED 


3-Speed agitation control at the touch of 
a lever provides exact washing speed for 
any fabric from sheerest curtains to heavy 
work-clothes. 3-Speed wringer too, for 
easier, safer wringing of bulky articles. 


DOUBLE DUTY AGITATOR 


Removable Bow! safely washes small pieces 
—handkerchiefs, hosiery, etc. Keeps them 
from mixing with larger articles in the tub. 
Increases water action. Four-vane alumi- 
num agitator washes clothes gently and 
thoroughly. 


@ Competition cannot match these worthwhile features 
regardless of price—which is why dealers selling Barton 
Washers have operated profitably over so many years. 
Barton is your Profit Line for ’54—a washer in each price 
bracket including low-priced promotional models. Write for 


THE BARTON CORPORATION - West Bend, Wis. 
Complete Line—Wringer and Automatic Washers, Dryers and lroners 


PAGE 


_ FREE YOURSELF OF DESTRUCTIVE COMPETITION 


Give your sales force definite exclusive features to 
talk about instead of just price. Free yourself of 
profitless ‘‘cut-price’’ competition —Sell 
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MANUFACTURING 
RPORATION 






You can Judge 


yy the manufacturers 
who use it / 


Crosley advertises ““Care-Free Kitchens”, and with 
their newest electric ranges featuring automatic 
ovens and 7-heat-speed push-button controls, they 


go a long way to support that claim. 


Crosley is especially proud of their “Bake-Best” 
ovens, said to distribute heat more evenly than any 
other. Both bake and broil units in this oven are 
made from Nichrome wire. Let Crosley engineers 


tell you why: 


“Nichrome wire has consistent good quality and 
long life, important because good consistent quality 
gives even heat distribution throughout the length 
of the heating element. Long life means good, 
unchanging oven performance throughout the life 
of the Crosley range. Other important factors are 
the small change in the hot and cold resistance 
and the extreme ease with which Nichrome wire 
can be worked.” 


These are reasons which add a convincing argument 
to your sales story when you tell your customers 
that the ranges you sell have Nichrome heating 
units. Nichrome assures a long life of trouble-free 
service . . . indicates too that a manufacturer who 
uses this high quality wire almost certainly uses 
quality materials in every part of his range. 


wor sAt0rs 9 Nichrome* is produced solely by 
G 


Driver-Harris Company 


HARRISON, NEW JERSEY 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco, Louisville 
In Canada: The B. GREENING WIRE COMPANY, Ltd., Hamilton, Ontario 





¢ 


*T.M. Reg. U.S. Pat. Off. 
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Power Mowers 


emmemesCONTINUED FROM PAGE 190——— 


order chains have a list of 243, and 
one gasoline motor maker declares 
there are 270. So far, there has been 


ho dk ( ling 
News in Engine Field 


There has been news in the engine 
ficld through the introduction of 
lighter engines and the growth in 
popularity of two cycle motors. 

l'rom 32 Ibs. for a 4-cycle engine, 
the weight has been gotten down to 
23 Ibs. and in the 2-cycle field ther 
are motors delivering 14 hp. that 
weigh only 13 Ibs. It has been a 
complished by the employment. of 
Huminum alloys 

Phere are about eight leading en 
gine manufacturers who specialize in 
mower powers. About 60 percent of 
sales consist of 2-cycle jobs, the Clin 
ton Company recently bringing out 
one of these tvpes. 


BEBE BBE IOI 


The quickest way for an electrical 
appliance salesman to get into trouble 
is to tell a customer he knows some- 
thing when he doesn’t. 


BB PB BBB BBB III I I IT 


The 2-cvcle engine was origimalh 
used by the outboard motor industi 
and was built for price. A great im 
provement has come through bett« 
carburetion and ignition Il wo-cvcl 


engines contain 19 parts as against + 
parts in the t-cycle. ‘The ire Sal 
to be favored in Europe where light 
weight is wanted combined with 
power. Catch in their use is the 


necessity of mixing oil with the 
line poured in the tank. People fo 


The Matter of Service 


Duc to the existence of miniatur 
motor repair shops about the country 
a great many retailers sell power mow 
ers without servicing their custome: 
One of the trends is to build equip 
ment from which the engine mai 

Continued on page 194 
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INSTRUCTION 
tele) ¢t3i 


gives 


simple, 


illustrated in- 
structions on 
how to cut hair 


at ho 


me and 


save money. 
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ALJ AL ALAS 


GUARANTEE: 













We agres > repair : 

or replace ducar a [° tune with today’s “do-it- 
charae “a e vear yourself” trend is this fast- 
any Wahl product selling, big-profit barbering kit 


by WAHL world’s largest 
manufacturer of electric hair 
clippers. Sparked by a bright, 
colorful display card that fits 
snugly on WAHL’s regular clipper box, this smart kit shouts 
for attention, 
surprisingly little counter space! 


Chief component is WAHL’s h low-priced hair 
clipper—in one of four professional models. When used 
according to the attached instruction booklet, even the rank- 
can give professional-looking haircuts at home. 
Yes, everyone interested in saving money—will be interested 
in this professional barber set designed by Wahl—an estab- 
lished name in the barbering industry. 


not give 
satisfaction. 





rfect 





arouses interest, stimulates sales—yet takes up 


igh-quality, 


est amateur 


BARBER COMBS, ATTACHMENT COMB, and SHEAR OPTIONAL IN KIT 


Regular size, latest 
type. List: 


Black 
Nylon 


For quick changes Easy 


in the length of al cutting. 
cut of any WAHL 
SINGLE-CUT Clip- Molded Kralas- 





per. List: tic rubber handles, 

P No. 1P Comb. 50c . light weight. Stainless 

, No. 1 Aluminum steel blades. List 75e. 
.25¢ and Butch . . $1.00 





OTHER PRODUCTS IN WAHL'S HOME LINE — 






[HAIR DRYER ELECTRIC POWERSAGE 
Large opening VIBRATORS VIBRATOR 
igives a volume a Quiet, steady, 
lof hot or cold HAND-E model _ eam relaxing. List 
air instantly. List .......$6.50 8 

With stand. JUMBO model 

List $10.95. a $9.75 


BACKED BY A GUARANTEE THAT NO OTHER 
CLIPPER MANUFACTURER DARES MAKE! 


WAHL CLIPPER CORP. 





ELECTRI 
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IT’S GOOD BUSINESS 
TO SELL GOOD GROOMING... 


Write for full facts! 








Name 





Address 
STERLING, 
ILLINOIS 


Now! Display and Sell 
America’s Most Popular, 
Most Profitable 
Money-Saving Kit! 


WAHL 


HOME 
BARBER 





Featuring Any of these Four 
PROFESSIONAL type Electric Hair Clippers 


MULTI-CUT 


Light weight, quiet and 
comfortable. Thumb 
lever easily changes 
length of cut. List $11.75. 


SINGLE-CUT 


Same quality and fea- 
tures as Multi-Cut but 
comes with stationary 
Bottom Blade List 
$9.75. 


MULTI-CUT 
GIANT 


Powerful, sturdy con- 
struction. Just the 
Clipper for cutting 
thick, heavy hair. Blade 
tapers by moving spec- 
ial lever. List $14.50. 


SINGLE-CUT 
GIANT 


Cool, smooth running. 
Designed for continu- 
ous heavy duty. Like 
the Multi-Cut Giant 
but with stationary 
blade. List $12.50. 


EE Se EE EE EE EE SS SS Sn Se cere 


Sterling, Illinois 


Send full details on your new HOME BARBER KIT and other 
products. 

















City ‘ State 
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We were reminded of this the other day when 
a sewing machine buyer said, “You can’t pos- 
sibly sell a Zig-Zag Sewing Machine for such 
a low price!” Well, maybe we don’t know any 
better... but we’ve sold hundreds of thousands 
of Universals. And we’re doing nicely. So are 
dealers all over the world who handle 


Universals. 


the fable of the 
DUMB BUMBLE BEE 


According to sound scientific theory, 

the bumble bee can’t fly. He doesn’t have the 
proper wing spread. But the bumble bee 
never heard about aerodynamics and doesn’t 
know any better. So, the dumb cluck 


goes ahead and flies all over the place. 


* 
Ey 


J 


jill: 





Maybe you’re overlooking a bet in this Universal line. It’s priced right for you to sell fast... 


ata good profit. 


MR. DISTRIBUTOR: Certain areas are available for discussion. Write us! 


A FEW OF THE 
DOZENS OF 
OPERATIONS 
THAT CAN 
BE SEWN ON 

THE UNIVERSAL 

palety a Nc) 





U N lV E RS A q the new Zig-Zag that has everything 


REG. U.S. PAT. OFF. 


STANDARD SEWING EQUIPMENT CORP. 


NEW YORK 


114 WEST 27th STREET 
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CHICAGO 


1112 SO. WABASH AVENUE 


Power Mowers 


ome CONTINUED FROM PAGE 192 cence 


easily be detached, and taken to a 
repair shop. Mail order chains enjoy 
an advantage from this, as many repair 
shops that sell will not care for the 
mail order product, but cannot dis- 
tinguish origin of the standard brand 
engine when it is brought in. 

It is said there are less than 5,000 
competent lawn mower shops oper- 
ating on a full time basis, and capable 
of servicing both engine and lawn 
mower repairs. ‘These existing or- 
ganizations are not enough to handle 
the country’s million unit sales each 
vear, and consequently there is an 
opportunity here. 

The average owner demands local 
service and is not willing to ship his 
lawn mower 50 to 100 miles to a 
large trading area where the service 
station is. Manufacturers are encour 
aging the opening of repair stations 
that will care for all brands. 


Leaf Mulching and Snow Removal 


lime was, in marketing, when one 
machine was supposed to do several 
jobs. ‘This trend is changing to one 


i i i i i i i i i 
The appliance dealer who keeps 
both feet on the ground never has 
trouble climbing the ladder of 
success. 


BBB BBB LD LDL DDG ID DD AI 


machine for one special job. You can 
buy a power machine that will do 
nothing but grind leaves into a mulch, 
but as yet an attachment usually 
performs this function, and gives the 
power mower an autumnal use. 

Snow removal began in 1940, with 
a blade that could be attached. Most 
popular type now is a snow thrower, 
which tosses to one side the precipita- 
tion on your sidewalk. Last year’s 
models saw improvements which pro- 
tected the engine from shorting out 
through wet snow, better balance and 
easier starting. rom 12,000 to 15,000 
snow removal units were believed sold 
in 1953 at an average price of around 


$175. End 





NEXT MONTH 


Air conditioners, 
fans and dehumidifiers get 
special market studies, sta- 
tistical treatment and mer- 
chandising articles in their 


own special issue, the Feb- 
ruary 


Electrical Merchandising 
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Tools 











“Banner year” reported by manufacturers 
returns estimated sales volume of $250-million, 60 
percent of which is accounted for by portable tools 


OIL the inufacturer anc 

retailer of power too ould 

wel satished with 195 One 
manufact stimated sales of both 
portable and itionarv units at 250 
million dollars, with portable tools a 
counting for the highest proportion of 
that am nt id stationary typ 
reaching sales in excess of S100-mil 
lion. It wa vear in which most of 
the old line, name manufacturers in 
th dusti had seen thei previous 
ile cords shattered, and comments 
such as “banner year,” “50 percent in 
crease over 1952,” and “record breaker 
had become mmonplace. It was 
year in which comparative newcom 
ers in the field had been caught up in 
the do-it- lf” trend, and were 


units selling well 


in competition with firms whose prod 


ucts had been on the market for 


4 


aly 


l 


Sales Impetus Continues to Grow 


Seven vears ago, following the end 
most manufacturers 
ably not have conceived 
of their phase of industry 
state of healthy 
to how 


would pro 
reaching its 
present 

particula 
be bolstered by 
Ihe universal desire of most returning 
vete to own. thei hom«¢ 
helped immeas lv to change this 
pattern. In 1947, for example, most 
igrecment that sales of 
not much in 
cess of $6,000,060, a figure which 
probably in large part reflected sales to 
industry. Ninetcen fiftv-three’s, $150, 
000,000 for this tvpe of tool, represent 
ing times the 1947 totai. 
is indicative of the contribution of the 
homeowner in helping to boost power 


tool sales levels. Once faced with the 


prosperity, 





their sales would 
nonindustrial users 
rans own 


urably 


sources are 1m 


portable tools were ex 


twenty-five 


ELECTRICAL 
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gh t of necessary repairs or addi 
tions to the home, the owner became 
1 ready-made market for power tool 

nership. ‘The manufacturer devoted 
nore and more of his promotional 
efforts towards cultivation of this mar 
ket, and merchants were able to re 
port an increasing volume of. sales 


Sparking sales in the past two years 
has been the “‘do-it-vourself” 
which has made the 


than cver aware of the savings 


theme, 
iwerage male more 
possiblk 
own repairs. Articles on 
this theme are being printed by every 
magazine in the consumer field, 
from home magazines to movie maga 
zines to mechanics magazines. The 
effect of this volume of written matter 
is evident when one examines the sales 


picture for the last several vears. 


by doing his 
Majo! 


+ 


Channels of Distribution 


Unfortunately, up to the present 
time the appliance dealer has left most 
tool the hardware 
This type of reverse thinking 
has cheated many an appliance dealet 
out of sales that might be his. Elec- 
trical Construction and Maintenance 
discovered im a_ survey. conducted 

number of industrial pur 
tools, the following 


DOWE! sales to 


| 
de al ¢ 


mong a 
chasers of power 


ratio of purchases: 


Mill Supplv House. . 
Electrical Whole- 


2.15 percent 


salers 43.36 percent 
Direct from Manufac 

turer ..... 13.28 percent 
Hardware Stores co 6.27 percent 
Hardware Supply House 14.39 percent 


Other 


While this obviously is a class of 
industrial purchaser who would favor 
their own particular source of supply, 
it is interesting to note the compara 


5 percent 


1954 


tively poor showing which is made 


percentagewise by hardwar 
It is also obvious that with proper pro 
motional activity both on the part of 


t 
the manufacturer, 


vutlets 


ind the individua 


ippliance dealer an ever increasing 

number of sales might be channel 
] 1 

through the appliance dealer. 


ELECTRICAL MERCHANDISING 1n 
of it wh just ently com 
pleted discove | that a Irprising] 
la number of appliance distributo 
j le powe t ls t th 1 
Of 246 top wholesa throughout 
the United States the following p 
ntag ipplied 56.9 percent VCTC 
t iting powc t Is; 43.1 perce it 
1 ILC that thy 


were not. Of those 








vholesalers in the latter group an addi 
tional 5.7 percent indicate that the 
anned the addition of a line of power 
] } the near future 
1953 in Retrospect 
Ihe vear just past saw the introduc 
mn bv a number of manufacturers of 
smaller shops which utilized as then 
f power a portable drill, rather 
] 


than fractional horsepower motor 


These smaller shops were capable of 
performing many of the operations or 


their bigger more powerful brothers, 


mm a smaller scale. One such unit, ad 
vertised at a price under $$0, per 
formed the duties of a bench saw, a 
lathe, a shaper, horizontal and verti 
al drilling operations, and the usual 


: 
uses of a power drill, seven operations 


in all. It might be supposed that the 
introduction of a unit such as this 
which would perform many of the 
yperations for which the buver of 


arger, 


ing ¢ 


stationary shop unit was pa\ 
msiderably more would prove an 
the 


7 
models. 


annovance saleswise to manufac 


turer of the Instead, 
sales managers of the larger companies 
were quick to give their blessing to the 
units with the hope that sales of the 
dri!l-operated shops would move ahead 
rapidh The behind this 
rather unusual love of competition 
seemed to be that the small shops 
would open a brand new market, one 
which directed towards a put 
chaser who did not initially have the 
price required for the larger unit, but 
vho, with this formal introduction to 
shopwork would later become a read\ 
for a combination 
This broader ownership among lowe1 


larcer 
dT LCT 


TeaAsSOnInN Eg 


Was 


prospect larger 


income brackets was one which the 
manufacturers were counting on to 
hold their sales to a high plane as the 


“do-it-vourself” trend continued t 


make itself felt 
Other Trends 


Another noticeable trend during 
the vear has been the realization by 
manv manufacturers that the removal 
of the power tool from the garage or 
basement and into the confines of the 


home proper might make a good sell 
I 


ing point. Restvling was being done 


on manv of the larger units, and in 
some cases on even such tools as the 
yower drill. 
~ One manufacturer had plans fo 
stvling hi mbination that it 
might take its place 1 the ipplianc 
dealers’ sales floor and in the kitchen 
ilongside the drver and washing ma- 
hin 4 portable tool manufacture 
innounced a Christmas drill special 
vith portable drills which had a 
} name] h 1 a choic of 
1vV¢ ste] i a l ellow red 
vhite and g Al] ned to be espe 
ial] \ f thie luable part the 
ppliance deal night play n their 
sales setup ind Wi cn barkin y on 
campaigns of redesign ind education, 
vhich would bring these dealers int 
the fold 


Servicing No Factor 


Perhaps the most mistaken idea en- 
tertained bv the average appliance 
dealer is that regarding the amount of 
on power! which must 
the purchaser. Most 
manufacturers of power tools maintain 
' centrally lo- 
of the making 
it totally unnecessarv for the dealer to 


i¢ 
to put any 





servicing 


be offered to 


service centers 





cated sections untrv, 
lea 
maintain repair facilities, 01 
: ; =e : 
effort at all into a problem which 13 
- 7 
so often a profit loser for the smaller 
dealer. Coo 1 


vertising, and 
the wide use of traveling demon- 


strators, fact courses and _ training 
were also being widelv used in an at 
tempt to assist the dealer to greater 
efforts in moving a product which ‘in 


spite of the record vear just past was 
often allowed to sell itself without the 





( 


benefit of the aggressive merchandis 
ing which is a part of the sales kit 
wailable to the average appliance 
dealer 


Effects of the Seasons 
As might bc 
influence is a strong onc 


power tools. The portable drill family, 


the seasonal 


with 


1 
expected, 


most 


is an example, entered into its heaviest 


sales period during the fall months, 
culminating with a peak between 
Thanksgiving and Christmas 

For the larger stationary shops the 
pattern seemed to varv according to 


the manufacturer replving. One source 


indicated a peak of sales which closely 


paralleled that of portable drills; a 
second indicated that business was 
best during January, February and 


March. 


the 


third believed that 
-it-vourself”’ 
resting 


great many 


while a 
with idvent of 
sales were leveling off in an inte 
vear round fashion, with a 


sales made in keeping with the spring 


building season boom 
The 
were best saleswise, 


suburban areas of the country 
bec LuUS¢ ther we're 
primarily regions where home owner 
ship was high. In portable tools other 
Continued on page 202 
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cubes 


separate freezer compartment, adjustable shelves, butter keeper, door 








Servel is « 














Here —under the banner of one great name —are the prod- 
ucts with the greatest future in appliances today! From 
the sensational new Automatic Ice-Maker Refrigerators 
in both Electric and Gas models to the new Casement 
Window Air Conditioners—the new Servel line for 1954 
- has the engineering advances, the brilliant styling, and the 
promotional power that means solid, year round sales and 


Only SERVEL refrigerators have no messy ice trays... they make ice 


automatically and put them in a basket! 


3AS household refrigerators! 














the miracle of ice “cubes” without trays in both Electric and Gas models! 


SP a Pt a 

SKRVEL 19.94-< creat NEW LINEA RECORD BREAKING 
ADVERTISING DRIVE—A PROFIT MAKING OPPORTUNITY UNEQUALLED IN 
APPLIANCE HISTORY! 


increased profits! 

In the face of weak, one-product lines, or lines cluttered 
with an assortment of products having no relation with 
each other, you can do no better than to profit with Servel 
—the line that specializes— the only complete line in the 
big field of home refrigeration —the line that offers you the 
greatest future in appliance history! 
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Nev 
Ele 








EL 








different! 


Only SERVEL gives you all the other refrigeration products in one line! 
» Freezers, Room Air Conditioners, Electric Wonderbar Refrigerettes PLUS 


Automatic Water Heaters in both Electric and Gas models! 


comme 








New 1954 Servel Electric Freezers, both upright and chest type. New Servel Window Room Air Conditioners. New 34 and 1 H.P. Room Conditioners, now 
Electric and Gas Automatic Water Heaters. New 13 and 42 H.P. Casement also in models that heat or cool. New Electric Wonderbar with Wondercart. 


a a a a ae ee ae ae ee eee eee ee 


Dealers—Mail This Coupon to Servel Today! 


I want to be among the first to learn all about the profit-making 
new Servel program for 1954! Have my nearest Servel dis- 
tributor rush me full information! 


Dealer Name 





Address 
City State 
The name to watch for great advances in Servel Inc., Dept. EM], Evansville 20, Ind 
Inc da, Servel (Canada) Ltd., 548 K St. W., Toronto, Ont 
REFRIGERATION and AIR CONDITIONING et is in 


es cus Gus Gu GD GE aus us om 
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“We have had a great deal 
of favorable comment...” 






save Hl. 4. Walsh. Vice President. kl Paso Electric Company. El Paso. Texas 

















PITTSBURGH PRODUCTS 


We sj , _ Dai lefinitel le 











| 
| Se ER : ! 
\ - 7 | hi cn us Se R n 4114, 632 Fort Duquesne Blv Pittsburgh 22, P 
Store Fronts || 7 | | 
| é UME | Without obligation on my part, please send me a FREE copy | 
2 : o a “el of y rT Jernization booklet How To Give Your Store | 
and Interiors | | erm tse Yoox Thor. | 
- - eanlle ir | 
Dp: : . +. “he 4 sting | 
by Pittsburgh atti | 
= J ee RGAE WE al 
|p PAINTS GLASS CHEMICALS BRUSHES PLASTICS FIBER GLASS 
} 
G 
PITTSBURGH PLATE GLASS COMPAN Y 


IN CANADA: 


CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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BLOW HOT—BLOW COLD 


Just what will happen to air condi 
tioners in 1954? Does the fact that 
they tripled their volume in 1953 mean 
that from now on sales will be rela 
tively stable? Or are they due for an 
other gigantic leap? 

You'll find the informed opinions of 
experts and al! the statistical data nec 
essary to help you make your own mar 
keting decisions in next month’s 
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Flectric 
Bed Coverings 


Prolonged warm weather and price competi- 
tion keep sales below the million mark, but a new 
record of 890,000 units increases total saturation 


PAAlINGS k ai ful lot p at least 25 percent ahead of 1952 
| different in N nber than ther lhat would have meant that tl 
in Nl dustry had passed th mil] 
| t sul t | rh th st tim rh 
' : I 1roug 
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FIVE YEAR 
ELECTRIC BED COVERINGS SALES 
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managers needed no 


warm weather 


Optimism Persists 
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Second Villain 


Seasonal Bulge i 

di t vear m 1) 

1 1 m 1954. ¢ 

robl f weather t g 

ist alwavs take into nsid 

et the efforts that have been mad 1 up. Com 
) far do not indicate that the indus ice lad 
ry has made any progress in smootl tion. Th 
ing out the seasonal nature of the 
business. There are statistics to prove esistance fron 
that opinion, but last fall most sales referred to s 


statistics he t at that pric \t t 
degrees in New ( ] 
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Here’s Why Motorola is 


Dealer's 
hoice 


in the Television 
Industry 





- ++ for Pricing! A sound price structure, 


offering a good profit onevery set in the line! | 


... for Engineering! Engineered to sell 


and stay sold through proven performance! 


-+-for Styling! Honored by Fashion 
Academy Award! Features like Glare- 


Down/Sound-Up design, that sell! 


.--for Service! Backed by a national | 


factory field service to assist dealers in | 





their service problems! 


..- for Advertising! Consistent, power- 


ful support in national magazines, news- Medet 


papers, radio, TV, billboards! perforr 

| styled. 
--- for Turnover! A coordinated 
program of Pricing, Engineering, Styling, 
Service and Advertising that means 


faster Turnover! 


Fetter See 


PAGE 208 JANUARY, 1954—ELECTRICAL MERCHANDISING 























Model 21K12—America's most popu- 
lar 21-inch open-face console. $299.95 








eT NEP LEE 


























Model 21T11—Attractive 21-inch table 
model selling at a new low list price. 


$229.95 


ture, 
line! | 


y sell | 


ince! 























hion 








lare- 





ional 


rs in | 








ywer- 
> 


leWS- | Model 21K17—Top-quality 
| 


performance and furniture- 


tyled cabinetry! $349.95 











ated 
ling, 
eans Model 24K3—The television industry's first 
Model 17T13EY — iolity 82 24-inch console priced under $ a 
2 $399.95 
¢ r televi t pric 
under $200 reta t $199.95 


WORLD'S LARGEST EXCLUSIVE 
ELECTRONICS MANUFACTURER 





Prices referred to are Zone 1. Higher in 
Zone 2. Subject to change without notice. 





e Motorola 
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BIG FAN 


ee 





Eye-Catching Style That Sells 


Striking Seafoam blue with sturdy bright chrome legs. 
Safety-sure-grille openings to protect children’s fingers. 
Attractive panel top and air contoured grille. 


Practically invisible motor, mountings, blades and pulle V. 


All These Consumer-Demanded Features 


dia New Push Button Controls permit easy change from high to low speed 
during both intake and exhaust operations. 

Electrically Reversible — Now four big blades to exhaust 3500 cubic 
feet of hot air per minut 





Also operates as circulating fan during the day 
providing “Four Corner Cooling”. 
Only 712 RPM making the “955” the quietest big fan on market 


Optional Timer turns fan off automatically in from 1 to 12 hours 


et ate settee tht 


- ~ or a a 


Easy installation complete instructions and Snap-in-spacers 
Finally a big Fan powerful enough to use the cool summer night breezes 
to give your customers alr cooled sleeping comftort throughout the whole 


house, at nominal cost 


See Viking’s Big 3-Dimension Fan Presentation 

It’s actually fun to buy these new Viking “955” Window Fans. See the Fan, 
see its features, see the support \ iking offers vou as ¢ \plaine d via 3-D by 
lovely “Aerodynamic Ann” in “The Last Word in Big Fan Cooling”. 


Simple Push Button Controls 


Air Conditioning 
DIVISION OF THE NATIONAL RADIATOR COMPANY Viking “955” Viking Viking 
5601 Walworth Ave., Cleveland 2, Ohio | Window Fan Room Air Conditioner Attic Fans Arid-Zone” Dehumidifier 









Electric Bed 
Coverings 


CONTINUED FROM PAGE 207 


of the line manufacturers who had 
been charging $40 and up quite nat- 
urally felt the pressure of the lower 
price. At least one major competitor 
followed suit and reduced prices some 
what. The particular manufacturer 
claimed that he was only attempt 
ing to clean out stocks of a SUPCTS¢ ded 
line; the firm’s new line was being 
marketed at a $44 and up price. 
Other manufacturers, however, felt 
that the price cuts might have a 
longer range effect. “I’m certain that 
in 1954 few manufacturers will be able 
to get more than $40 for a double-bed, 
single-control blanket,” one sales man- 
ager said in late November. “The im 
pression has been,” he continues, “that 
) brand-name blanket should retail in 
the S40 or S50 pn bracket. Now I 


think lots of p ople are going to figure 
that the price should b 1 the $30 
nee.” 
Phe poor final quarter of the ve 
ilted in some soul searching among 
blanket makers. Thev think that price 
uts and warm weather are at fault, 


but one sales manager acknowledged 
that “we mav have run up against 


! ” 
irc of. 


+ 
A 


ome factor we're not v« 
Changing Scene 


lhe face of the industry changed 
lightly during the vear. Camfield 
ind Dormever entered the business 
ind Proctor, an old-timer as blanket 
makers go, got out of it. In addi- 
tion, there were rumors at vear-end 
that another firm was planning to 
leave the field. 

Several firms diversificd their bed 
coverings lines, adding shects 

Product-wise there were few inno 
vations with the exception of G-E’s 
contour blanket. 

\ vear ago there had been specula- 
tion that some manufacturers would 
begin marketing deluxe blankets at 


onventional prices rather than cutting 
prices to meet low-end competition. 
But at the end of 1953. the expert 
who had held th pinion mM 1952 
confided that, “price is becoming so 
important a factor” that it is now 
doubtful that many firms would 
choose quality instead of price as a 
market ipproach. One r two firms, 
however, are marketing deluxe lines 
of blankets which have iigher wool 
ontent 


Who Buys Them 


Additional marketing data on the 
electric bed coverings industry is now 
wailable as the result of survevs con 
ducted by the Seattle Times and Time 
magazine 

In the Seattle survey 11.2 percent 
of those questioned said they owned 
electric blankets. This was 4,000 
more than in the previous year. About 
34 percent of these blankets were 
owned by families with incomes of 
$7,000 and over, 42 percent by fami- 
lies with incomes of $4,000 to $6,999, 
19 percent from $2,000 to $3,999 and 

(Continued on page 214 
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if youre looking for an automatic 


laundry to meet competition... 


$ a r 


























Ke With a full range of 


famous Hamilton features 


DD cccocncnilel Handsome new original design 


And a name women know 




















and trust 





Everyone should have one thing straight by now—price alone 
isn’t enough! You need an appealing price, but you need 
appealing value, too. What's the answer? Hamilton ‘200’ — 
loaded with sales features, backed by a famous name and designed 
for profitable promotion right now! 





the folks who made autematic washdays posible 


HAMILTON MANUFACTURING COMPANY © TWO RIVERS, WISCONS 
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Harder-Freez 
should be your 
freezer line... 


PLUS POWERFUL NATIONAL ADVERTISING IN LEADING CONSUMER 








HARDER-FREEZ is a product of Tyler Refrigera- 
tion Corporation. The Tyler trademark is a familiar 
symbol to millions of shoppers. And, for the past 
26 years, the Tyler name has been a by-word among 
the thousands of supermarkets, food stores, 
restaurants, institutions, bakeries, etc., who depend 

on refrigeration for 


profit. These food mer- 


TYLER-BUILT chants invest millions 
ele VER e d of dollars yearly in 


famous Tyler commer- 





cial freezers and re- 
frigerated food equipment for the merchandising 
of all perishables. And, as you might expect, they 
demand and get from Tyler a high return of profit 
from their investment. They have to have years of 
refrigeration efficiency, dependability and economy 
of operation—and they know from experience that 
they can count on Tyler. 

You will find this same quality built into Harder- 
Freez Home Freezers. For the consumer, this means 
years of low-cost, trouble-free, uninterrupted freezing 
operation. For you, the benefits are much too obvious 
to mention. If you're looking for a way to protect 
your freezer profits against costly customer “ call- 
backs” —HARDER-FREEZ IS YOUR BEST BET! 


MAGAZINES @ DISTRIBUTOR-DEALER SALES TRAINING 







































































HARDER-FREEZ DIVISION, TYLER REFRIGERATION CORPORATION, NILES, MICHIGAN 





ole. 
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HARDER-FREEZ is successful today because it has 
worked as a team with its many good distributor 
friends—ever since Harder-Freez produced and sold 

its first freezer 9 years ago. 
We feel that the distributor is in the best position 
to determine and select the items and lines most 
profitable to his oper- 


ation. Of course, be- 


“HANDS OFF” 


cause of their estab- 
40) Eee _ lished national accept- 


ance and low satura- 





tion, we will always 
encourage the idea that freezers ...and more spe- 
cifically, Harder-Freez freezers ... represent one of 
the big profit leaders. Certainly every alert inde- 
pendent distributor is making plans to concentrate 
on freezers as one of the “top 4 for °54.” 

We are certain that if the HARDER-FREEZ Dis- 
tributor wanted someone to come in and tell him 
how to handle his money and run his business—he 
wouldn't call on us. We prefer it that way. After all, 
if our distributors hadn't had an established repu- 
tation for moving the goods—it stands to reason 
we wouldn't have franchised them in the first place. 
If you like being the boss of your own business — 
HARDER-TREEZ 1S YOUR BEST BET! 





HARDER-FREEZ makes the sizes and models that 
move fastest—15, 20, 25 and 35 cu. ft. Uprights, and 
15 and 20 cu. ft. Chests. We don’t go along with the 
idea that the fellow with the greatest number of 
freezer models—is the fellow with the most complete 
line. A complete line should satisfy the demands of 

the maximum number 


of all size families, 


COMPLETE 


both in the city and 
LINE rural markets. Harder- 
Freez manufactures 
such a complete line. 
We are not trying to cover the waterfront. When 
a size or model loses favor with the majority of 
consumers, we kick it out of the line. We'd lose our 
shirt on slow-movers—and so would you. That's why 
we don’t make any—that’s why you can be certain 
HARDER-FREEZ IS YOUR BEST BET! 





SEE US AT THE WINTER MARKET 
IN CHICAGO — JAN. 4-15 


17TH FL., AMERICAN FURNITURE MART 











PROGRAM @ SALES BOOSTING DEALER AIDS @ EXCLUSIVE TRAILER PROGRAM @ MARKET DEVELOPMENT FUND 

















A FEW EXCLUSIVE TERRITORIES ARE AVAILABLE. Call, wire or write—Harder-Freez Division, 
Tyler Refrigeration Corporation, Niles, Michigan 
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Electric Bed 
Coverings 





CONTINUED FROM PAGE 210——— | 
only five percent by those with in 
comes under $2,000. Almost exactly 
two-thirds of the market was ac- 
uunted for by three better known 
rand 
In an October, 1952, studv of Time 
ubseriber families, 23 percent of the 
respondents said they owned blanket 
\bout +5 percent of this group had 
purchased their blankets in the two 
nd half year period from 1950 
through mid-1952 lhis figure may 
higher since 2] percent did 
t furnish an answ to thi qu 
The sub | 1 of blan 
Arthur Godfrey ts broke dow t followin 
i roup 
Under $3,000 12 percent 
$3,000 to $4,999 14 percent 
$5,000 to $7,499 18 percent | 1 
$7,500 to $9,999 24 percent ' 
$10,000 and over 37 percent f 
Ownership by age of family head 
broke down this wat 
Under 35 15 percent 
35 to 44 24 percent 
45 to 54 32 percent 
55 and over 23 percent 


lhese figures suggest that the in- 
dustry has only scratched the surface 
of the market, particularly in the lower 
income groups. As with any growth 
ippliance, saturation is still very low 
ELECTRICAL MERCHANDISING’S latest 
estimates show that 4,295,500 of 43,- 
580,000 wired homes own electric bed 


aa - * ~_ coverings for a saturation of 9.9 per- 
iberglas* Insulation coat the i op ban 86 pu 
last vear 


Figures like these and the en 

thusiasm of those who already own 

= electric bed coverings are the factors 

can hel e you clinch which make sales managers forget the 
troubles of a vear just ended and con- 


fidently look ahead to what they are 
sure is a new record for the industry. 


many an appliance sale. - 





Talk it up.” - 
CONDITIONING 


How big is it? How big will it 


Listen to Fiberglas’ “GODFREY DIGEST” every Sunday on CBS Het Waste Gee Satire poetare 
for the appliance that dealers 
are calling “summer TV”? 
Yow ll find a market study, 
statisties and articles on selling 
: and installing room air condi- 
INSULATED WITH 
tioners (together with similar 
OWENS CORNING 
features on fans and dehumidi- 


FIBERGLAS 


fiers) in the February 





imsu lalion 





Electrical Merchandising 


GLA the trade-mark (Reg. t Pat. Off.) of Owen rning Fiberglas Corporat for products made of or with fibers of glass, 
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Sewing Machines 


Sales decline is reflected in an estimated 
13 percent drop in imports of foreign machines. 
Stiffer competition brings lower prices and 


streamlined models 


NY cvaluation of the status and 
A’ 53 sales record of the sewing 
machine industry and its prob 

able potential in the vear ahead, 
stumbles over these factors: the refusal 
of the largest manufacturer, Singer, to 
make their sales public; a quite natural 
tendency on the part of other manu- 
facturers to follow suit. So that to 
iccurately pinpoint sales with any de 
is impossible. The 
mnpetition which has been 
the past several years by 
‘rigin has not tended 
American manufacturer 

inv less tight-mouthed regarding his 
own production, or the national sales 


picture 


gree OF accuracy 
additional 

offered OVCI 
units of fo 
to make the 


reign 


The Year 1953 


ELECTRICAL MERCHANDISING 1n 1ts 
tatistical issue of last vear estimated 
that sales during 1952 were generally 


good, and might have approached 


2 000.001 

Last vear the sales picture did not 
have quite so rosv a hue. One source, 
in reply to a request for information 
frankly stated, ‘ 


poor vcar for 


nits 


... 1953 was a very 
the sewing machine in- 


dustr \nother, a top name among 
imported units, advised, “We have 
enjoved a good vear with our own 


brands,” but tempered this by indicat 
ing that importation of foreign units 


Was off + 


ilmost thirteen percent as 


The reasons be 


1 7 -4 


compared with 1952 
hind this apparent shading off in num 
ber of sales appeared to be due to 
the fact that the urgent demand for 
sewing machines which created 
during the last war had been at least 
partially satisfied, and to the thinning 


Was 


out of the number of outlets, whosc 
individual potential was the same, but 
who because of their smaller num- 


bers were not selling in such volume 
is heretofore. In general it appeared 


that the 


nonevmoon was over in terms 
of casyv selling for the manufacturer 
and the importer who were beginning 


to notice that in order to keep the 


buying public alert more and more 
aggressive merchandising had become 
the order of the dav 

One manufacturer believed that th« 


a gradual decline in 
known units, 


vear ah id vill SCC 
the number of lesser 
with the more experienced and well 
entrenched brands, both domestic and 
foreign, maintaining their high sales 
volume, and 


receiving in ever In- 


ELECTRICAL 


MERCHANDISING—JANUARY, 


creasing share of the 


present day 
market. 


Trends 


Several years ago there was intro- 
duced for the first time to the Ameni- 
can housewife a unit which would 
perform many operations which had 
hitherto been done only by commer- 
cial machines in clothing factories. 
lhe zigzag machine as it was called, 
performed the functions of the ordi- 
nary sewing machine, and in addition 
the needle was so designed that it 
would move from side to side to pro- 
duce a variety of decorative stitches. 
Phe novelty and usefulness of a sew- 
ing machine of this sort had an im- 
mediate appeal for most prospects 
which still continues, and which has 
brought with it to the national sales 
scene an increasing number of com- 
petitive machines. Some of these 
units by reason of heavy promotional 
activity have become almost as much 
1 household word as those produced 


by the old line American manutfac- 
turers. Among the better known are 
Necchi, Pfaff, Anker, Bernina, Elna 


and Vigorelli, all of which are de- 
signed to do zig-zag pattern work 
through the use of various interchange- 
able cams and other similarly engi- 
neered features. 

One of the trends most noticeable 
during the past vear as already pointed 
out appeared to be the growing aware- 
ness of manufacturers of the gradual 
thinning of the market potential. To 
combat this obvious sales block many 
companies had introduced new lines 
and models which would perform 
most of the most wanted operations, 
but which had been stripped of fancier 
features and could thus be offered to 
the public at a lower retail price. A 
leading American manufacturer, Do- 
mestic, was offering a 1953 line with 
a low priced portable, at under $50, a 
full rotary special for under $100, and 
“deluxe” and “‘stream-liner’” models 
in what was advertised as the low and 
medium price brackets. The com 
pany’s advertising was also featuring 
the fact that some models contained 
features usually found in machines 
costing as much as a hundred dollars 
more. 


Demonstrations Sell Units 


The importance of home demon 
stration could not be underestimated 


1954 


in final sales of a sewing machine. 
Most dealers reported that their pre- 
liminary selling efforts in the store 
proper were primarily directed towards 
getting the machine into the pros 
pect’s home for a demonstration. Once 
in the home a much more thorough 
demonstration might be accomplished 
than in the store, for unlike many 
major appliances which were com- 
plete in themselves, the sewing ma 
chine, like the vacuum cleaner, had 
to be seen in action before the many 
advantages of the unit’s accompany- 
ing attachments could be appreciated. 
Promotional activities during the 
vear included one by the White Sew- 
ing Machine Corporation which en- 
abled the customer to rent one of the 
company’s units for two months at a 
total cost of $10. The fee included 
enrollment in a sewing course, and a 
free book on home sewing, and pro- 
vided that once the two month trial 
period was over, the $10 might be 
credited towards purchase of a new 
machine. The promotion was aimed 
at two obvious prospects for sewing 
machines, the home sewer whose unit 
was outmoded, and the novice seam- 
stress who needed confidence in het 
own ability before she bought a ma- 
chine. Another distributor went stil! 
further during the vear in an attempt 
to cultivate sales by putting on dem 
onstrations of machines in several 
west coast supermarkets. Other manu 
facturers were offering free sewing 
baskets, and in the case of zig-zag ma- 
chines, free cams, in an effort to stim- 
ulate sales. By and large manufactur- 
ers appeared to be aware of the neces- 
sity of well planned promotions and 
were backing their dealer-distributo1 
networks with extensive advertising, 
both in magazines and newspapers. 


Outlets and Seasonal Influences 


he most effective outlets for sew- 
ing machine sales appeared to be the 
following types of retailer, with par- 
ticular emphasis on those stores which 
were devoting their efforts to a spe- 
cialized selling operation or depart- 
ment: the sewing machine dealer; de- 
partment stores; appliance stores with 
specialized sewing machine depart- 
ments; furniture stores with like spe- 


cialized operations. ‘Trends seemed to 

















indicate that sales of units through 
fabric or piece goods stores with spe- 
cialized operations were beginning to 
make themselves felt in the industrv. 

Seasonally sales of sewing machines 
did not behave quite so erratically as 
some other big ticket appliances. Man- 
ufacturers were able to report that 
sales followed a fairly steady vear 
round course with the onlv seasonal 
effect being the usual after-Christmas 
slump, and a similar period of inactiv- 
itv during the midsummer vacation 
period. Urban versus rural sales ap- 
peared to be almost equally divided 
with no great trends in either direc 
tion reported by manufacturers, al- 
though one company did qualifv this 
slightly by advising that on their own 
product the greatest market for un- 
usual or new features appeared to be 
in California, Florida, the Pacifi 
Northwest and Middle West, in that 
order 


What 1954 May Bring 


[he past vear saw some importers 
of lesser known units emploving what 
can only be termed as unethical sell 
ing practices, according to industry 
people in this country. Criticisms of 
little known brands included com- 
plaints regarding lack of repair facili 
ties, unobtainable replacement parts 
for some machines, and similar charges 
Better Business Bureaus in nganv cities 
were reporting an increasing number 
of complaining letters reaching their 
offices, and the resultant publicity was 
making many prospective purchasers 
leery of buving anv machine of foreign 
origin, even those brands which had 
built up adequate dealer organizations, 
parts inventories and servicing facil- 
itics. In the opinion of one respond- 
ent the vear ahead will see a gradual 
weeding out of these unknown brands, 
with a correspondingly higher percent- 


age of sales being captured by the 
old line brands, both domestic and 
foreign. 

All told most manufacturers were 
of the belicf that the vear ahead 
will bring a sales period which will 
compare favorably with the vear just 


past. The outlook would seem to in- 
dicate that no drastic drop in business 
is to be expected, nor will there be any 
startling increas« End 
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Percentage of total expenditure of 
general advertisers of housing 
equipment and supplies and radio 
and television sets in each 
Chicago newspaper. 
FIRST 9 MONTHS, 1953 


65.5% 14.9% 12.3% 7.3% 


CHICAGO CHICAGO CHICAGO CHICAGO 
TRIBUNE PAPER B PAPER C PAPER D 





reasons why 


APPLIANCE STORE PRODUCT 
ADVERTISERS PREFER THE 
ICAGO TRIBUNE 

















HEN advertisers in your field invest four times 

as much of their promotion funds in the Chi- 
cago Tribune as they place in any other newspaper 
in the important Chicago market, there has to be 
a reason. 

There are, in fact, four reasons for the overwhelm- 
ing leadership of the Tribune shown by the chart— 
four ways in which appliance store product adver- 
tising gains in effectiveness when it appears in the 
Tribune. 

These four major points of Tribune superiority, 
illustrated on the opposite page, add up to better, 
more economical advertising results than can be de- 
livered by any other medium in the multi-billion- 
dollar Chicago market. 

You take full advantage of the Tribune’s greater 
impact on consumers and the trade when you base 
your advertising on a Tribune consumer-franchise 
plan, a proved procedure that gives you the benefit 
of priceless day-to-day selling experience. 

Designed for your product and your particular sales 
situation, a consumer-franchise plan can help you 
get increased consumer preference and a stronger 
market position for your brand, just as it has helped 
dozens of other manufacturers. 

Ask a Tribune representative for details—today. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


ADVERTISING SALES CHICAGO NEW YORK 

REPRESENTATIVES A. W. Dreier E. P. Struhs 
1333 Tribune Tower 20 FE. 42nd St 
SUperior 7-0100 MI rray Hill 2 


YOU OWN THE STRONGEST CONSUMER FRANCHISE IN CHICAGO... 
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DETROIT SAN FRANCISCO LOS ANGELES 

cker W. E. Bates eng ee k & Chamberlin Fitzpatrick & Chamberlin 
Penobscot Bldg. » Montg« omery St. 1127 Wilshire Blvd. 

3033 WOo rv ned 2-8422 G Arfield 1-7946 Michigan 0259 
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Small Motors 











Popularity of over-the-counter sales is re- 
flected in growing number of retail outlets, now 
about 120,000. Average horsepower also increases, 
raising the average price 


—q HE revelation that there are tric motors retailwise, poohpoohed 
now 120,000 retail stores sell this estimate and it mav be well to 
ing electric motors in the look at their picture 

United States indicates how this busi Some twelve electric motors were 
ness has grown. A decade ago, a big listed in one of Sears, Roebuck & 
distributor savs, there were not 12,000 Company's recent catalogs, and they 

Therefore it comes as no surprise averaged $27.66 in price. One } hp. 








to discover that approximately 3,533, was $11.95, four 4 hp. units averaged 
100 fractional horsepower motors $33.45, five 4 hp. numbers averaged 
re sole the counter last veatr $19.26 and two 3 hp. motors aver iged 
i gain ¢ r the 1952 estimate of 3 $42.50 
nillion Mor uificant than price ha 
It 1 that ut ) 11] een tl m up in horsepowc¢ 
l r th t total output of lim \ vhen quarter-h Wa 
+4.912 t the f lost Co but the one-third lead 
t 1 } i } bout ¢ \ md th three quart h rs¢ 
it » fal itiOl ed a lot on 1] olt lines, much t 
1952 th nu is 47 3 t dismav of the utilitic 
3 Du L953 t 1¢ laundr nark t ° : 
F nae 4] “—_" Only One Firm Changes Size 
narket UMP t | reduction in size of moto 1 
| } nd dition¢ id he nounced last vear by one firm (a 6 in 
neti t » 10 pr nt \bout diameter was dropped to 54 in. on 
15 t nanufacture! ( } nodcl not been followed 
f this tremendou t t idust is vet, but four « 
{ ! lanut ti Te § I thy ib t 
t | tl 1 izing of t t wv the ide If l 
} i} t i th t ! Ns l | P 4 tl i t d ut ith al ng 
to t t isin t first of 1953, but by Christmas 
a tting bigg< nore ving 1s uti ind expert 
} t 1 MN hg ft" KON d th t only { t 2 »¢ , it 
t being taken f the veat duction of 44,912, 
t | 74 id | \ Id ca ver In invento 
hi ce becoming common on Ihe elect notor busine . 
the tarn id § Ro la that a page like thi n onl 
lling 3 \ \ mod l touch the high pla cs nention that 
ed farm today uses about 2S motors 11,000 types have been manufactures 
n it t ) Edison’s day The apphance 
Llon vorkshops are beefing up th« trad sells fractional horsepower 
not } ipt 1 1 th non ole yhase, pl g-in tvpes, gene i 
hich id m » 3 A 2] ZC hich ru t 
t 1.750 rpm 
H.P. Getting Larger More Value Today 
| cling or tik mail OTa Wat TOOT vast winding on t 
h hy i | d | tail I t ] ‘ 1} tor \ I] tand 20 t 3 cle 
that 25 ent I lc wo 2 hp OTe INOTC h r. t 1 id ( load 
30 p it ».: 35 percent } hp.; protection is common, and the tren 
ind l ) cnt Hp Mot d st 1 to self oiling L« S than f 
ti m the other hand, sav that 35. percent of the production is defect 
pc nt of their volume is } hp.; 45 Wl of which indicates a greater valuc 
pe nt 4 hp.; 13 percent 4 hp. and — for the money. 
7 percent hp Some of the terminology in_ the 
From 5 to 20 percent of the ek business may need definition. <A 


tric motors sold are used for replace 
ments, and it is felt that 150 million 
motors already have been replaced, an 


operation that goes along at the rat 
of 2 percent a veat 

Phere is a quarrel over what was the 
averag¢ of the 1953 motor, and 
an average figure indicates $21.24, a 
gain last The mail 
order chains, who sell the most elec 


price 


Ove! vear’s $20. 
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“shaded pole” motor is an inexpensive 
tvpe, used frequently for fans and 
and has no. starting 
switch. A “condenser tvpe”’ is merels 
another way of referring to the capaci 
tor type. 

Those who sell them, but don’t 
make ’em, state that the repulsion-in 
duction type of motor is stubbornly 
favored by farmers, on account of fre 


room coolers, 


1954 








quent low voltage on rural lines, and 
this kind will run on a fluctuating 
lItage without the same danger of 
burning out. Manufacturers, it 1s 
iid, favor the capacitor tvpe, which 
mi profitable to make 
A Motor for Each Job 
Vher re motors made for each 
yecinc jol 
Phe repuision-induction motor 1s 
nost mmon and is used on m 
1 ¢ that a ld cl tc tart and TC 
1 nedium acceleration. Suitable 
f nachines taking up to 10 hp It 
iracteristics C 
1. Demands low starting current 
up to 13 amps on 1 hp. siz 
2. Has the highest starting t que 
3. Has medium pull-up or a 
celerating torque, 225 percent 
of full load torque. 
+. High breakdown — torque 265 
ent of full load torque 
5. Efficiencv—50 to 75 percent ot 
rated po 
Can be ed « 2 rcuit 
if 4 hp. or les 
i 
7. Require sm ¢ sizes 
when k ted far f 1 meter, 
because of lowe tarting ent 
dema id 
| 1 ipa t tv pc ot n start 
der 1 load and 1s ybtaina le in two 
ced types. Used for 1] duty such 
th wat pump tokers and 
OMpIc SOTS 
1. Requi up t mps. on 
L hp s 
2. Has medium starting torque 


#35 percent of full load torque 
clerating 
percent of full load. 


ictional horsepower 


sizes, 65 to 70 percent of rated 
powet. 

5. Cost about same as repulsion 
induction type, but higher than 
split phase. 

6. Can be used in 120 v. circuit 


if 4 hp cr less. 

The split phase type is used for easy- 
starting loads or where maximum load 
is applied at full motor speed, such 
as washing machines, ventilating fans 











ind light powcr tools 
lized the fact that 


1S 


pt We 





Not well rea 


com 


yanies do not allow on their domestic 





] 
I 
lines motors that draw 20 amps. of 
excess in starting. True, they have 
closed thei eves to W isher motors 
because they operate in a 10d of 
low demand and for short ervals 
\ split phase motor may cause dim 
ming of lights on underwired or ove 
loaded lighting circuits 
Split phase characteristics 
1. High torque tvpe demands larg« 
tarting current—up to 32 amp 
in the 4 hp size. 
2. Has low starting torque, 2' 
percent of full load torque. 
> Has le pull Ip ¢ wccele i1fi0n 
torque 1) percent of full load 
torque 
t Efficien Sp ent f 1 hy 
size at rated powe 
5. Should be located close ‘to met 
ind hav dC l g 
circuit 
6. Lowest priced of t 
monest types of mot it Jit 
ited in size up t hp. o 
Universal high speed rote 
emploved on jobs that call f 1 light 
loac sewn ] hin l T 
miIXCrs uum clean \ ni 
tion picti tors ri he 
These com tat tvp brus] 
that have to b lace ] 
yours. Th ! t DS 
] Ru on ( 
2. At nerally high t 
3500 to 2¢ ( ® 
3. Have high starting torc 
+. Have low pull-up elerati 
tc TQuc 
5. Speed vith load 
6. Limited to 1 hp es f 
tinous servic¢ 
7. Can be operated on 120 1 
cuits if 4 hp or less 
8. Vanable speed regulated by load 
or resistance mm circuit 
Finally, say the experts, dealers 
should tell customers that oil ruins 


more motors than anything. 


should tell customers that a motor 


get along with lubrication once a 
Some need none at all 
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yperflame 


A Completely NEW Sales-Winning 


Promotion Package for 1954! 
ame 


Live Demonstrator 


on% NEW store Display 
ee Ee 


Sales Stimulating Coop 
NE Newspaper Ads 


ful Radi 
4 NEW announcements 


COOP 
st pus THE MOST LIBERAL 
AD PLAN IN THE ENTIRE INDUSTRY 


p where it does you the most good.. 





All our all out hel 
at the local level 






me \\NE AT THE 
_ BOOTHS 1775- 


NITURE MAR RNITURE MART 


AMERICAN FUR 
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Superflame DEALERS 






Superflome 


MORE FEATURES FOR MORE VOLUME 


> Exclusive Superflame "Fuel-Saver” 

» Exclusive Triple Combustion Burner 

> Twin Burners and Twin Heat Chambers 
> Baked-on Decorator Color Finish 

> Waist High Dial Controls 

> Extra Large Reflector Doors 

» Side Louvers 

>» Two-Way Top Grille 

» Automatic Thermostat 

> Built-in Humidifier 

» Automatic Draft Regulator 

> Safety Constant Level Valve 

>» Approved by Underwriters Laboratories 
>» Handy Lighting Doors 

» Adjustable Leg Levelers 


ANNOUNCING 


THE NEW BEAUTIFUL... 


Revolutionary NEW Heaters... 


FINER FEATURES FOR MORE SALES 
. Designed for all gases; natural, mixed, 
manufactured, or L.P. 
» Larger radiating surfaces 
. Scientifically engineered for super-circulation 
. Super-silent Operation 
> Exclusive "Gas-Saver” Design 
7 Constant Burning "Blue-Flame” Pilot 
* Built-in Draft Diverter Saves Fuel 
> Beautiful Streamlined Cabinet Design 
> Approved by American Gas Association 


Superflame— 


the name made famous by satisfied users. Thou- 
sands upon thousands of satisfied Superflame users 
know and respect the name of Superflame. Super- 
flame is synonymous with satisfaction and satisfaction 
means SALES! 
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Only Syperflame has the amazing “FUEL-SAVER” 


The ''Fuel-Saver” feature is the greatest sales clincher ever offered in the 
history of home heaters. This amazing Superflame exclusive saves up to 
ONE THIRD on fuel costs. ''Fuel-Saver’’ is the “last word” for the sale of 
thousands of Superflames every year. 


Syperflame Exclusive LIVE DEMONSTRATOR 


Positive proof of fuel savings right before the customers eyes. This is the 
most remarkable sales builder ever offered heater dealers. With the Super- 
flame Live Demonstrator dealers get BIG sales volume and the velvet of 
extra profits! Here’s a unit that aftracts customers. Use it on the sidewalk, 
in your window or in your store. It not only attracts customers, it sells them! 
You can't beat this Superflame advantage. It’s the key to really BIG, 
increased sales! 


Superflame’s SUPer Oi 


Available on Both Oil and Gas Heaters 


Now you can sell the comfort and economy of 
forced air heating. Here's one more Superflame 
advantage for more sales and extra profits. 


[mer rom 


"GAS SAVER” HEATERS 
for Volume Sales... 
































Super-Silent Operation—No blasts! No roars! Here at last, is a 
gas heater that is as quiet as a kitten. Super-silent operation is a Super- 





flame sales feature every prospect appreciates. Even the expansion and 
contraction noises have been cut to absolute minimums with the exclusive 
Superflame “accordion curved” baffle design. 





Minneapolis- Honeywell Modusnap Control —the name 
Honeywell is recognized for dependable, trouble-free automatic home 
heating controls. The Honeywell double-action gas valve controls featured 
on the Superflame ''Gas-Saver” heaters give you another strong selling 
point. Everyone wants automatic heat and the name Honeywell on the con- 
trols makes your sales job easier. 





“Buy” Appeal Beauty — Superflame styling has al- 
ways been recognized as the finest. Now the Superflame 
‘Gas-Saver” puts you out front again with a gas line that is (722 h STOVE WORKS,INE, — 
easy to display, easier to demonstrate and easiest to sell! Here's 
product design that says “BUY ME”. 


FACTORY AND GENERAL OFFICES 


ALBERT Se Poe ee ee me Oe ae 
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Estimated sales 258,750 units yearly, 











Water Softeners 
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at 


$250 average, making a yearly business of 
$64,687,500 . . . Six percent saturation 


it cit CI 
Overnight it that th 
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laund ha \ 
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t t l | An 1 l 
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rin t vhich them rust 
} l l li it Vill | 
hy tt r 
Sin t will be largely with hard 
NN r wat that th 1] y] ice ce ile 
it nditioning cquipment 
\ deal, th irticle will confine it 
ft to th 
Trick in water softening comes 
from the interchan f calcium and 
dium salt K ginally a bulky 
bstance illed greensands” was 
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Phen German chemist found 
- te \ nost effective. With 
( the Dakotas of Ben 
tit | vs and means of mak 
t ficially at \mong 
thi nanutfact if zeolit ire Dow 
\lonsanto, and Rohm & Haas. Lev 
International is said to hold what pat 
nts the il mm 10on exchange, and 
General Electric does the licensing 
f t] United Stat loday 
ti cnin done th 
1 pe gCn won 
+ it 
115 Makes of Equipment 
Lin the past thirtv vears about 225 
mufacture! r wat¢ conditioning 
upment have ome on the en 
th 33 doing S| percent of the busi 
Some 115 are in the household 
nent 1, and in 1952 it wa 
th 225,000 units we 
t rice of $250 
Na <et is believed to 
nly five t x percent saturated, 
hich gi the field a tremendous 
tential Dow Chemical, which 


zcohite, esti 


million fam 


vnthetic 
nates that there are 11 


lies in areas where water is 10 grains 
hardness ¢ ver: 30 million in areas 
f three to five grains and overt 


Marketing Problems 


Marketing of water conditioners 


calls first for analysis of the prospect's 


formed by 
turer, 


vater supply, a service usually pet 


the equipment manufac 
In a field where all equipment 
virtually th 


same, there is always 


a threat from competition which can 
undersell with too small a unit, which 
requires too fiequent regencration to 
be satisfactory. 
from S175 


Hlome units range 
to $500, depending on 
services performed 

In 1936 one firm came on the mar- 
ket with the 


watcr as a 


idea of selling softened 
much as the tel 
phone company sells telephone serv 
ice. It thus ducked the competitive 
sales today it is 
one million 
1.520.000 


SCTVICC, 


} 
angle, and believed 
units 


owned 


there are 
uit against 
vatcr softener 


SCTVICC 
home 
Practice in the 


water conditioning 


ndustry so far is usually to 


sell direct 
to the dealer, bypassing the distribu- 

Phe dealer enjovs a 35 to 40 per 
ent discount. But there are plenty of 
dealers who take 
ctail | 
$299.50, and employ dynamiter 
peddle it at 30 to 40 per 


sions for themselves. 


in item which should 


for $100, hop the price to 


ent comm 


Pros and Cons of Home Rentals 


Advantage of selling service is the 
fact that it gives the dealer repeated 
iccess to the customer's home, and a 
steady income. Disadvantages is_ the 


necessity of investment of $20,000 to 





$25,000 Then, too, ic idea has te 
_ ll 


({ yy 


A 
‘ 


“Win 


INVENT SOMETHING NEW. 


“| WISH THEY’D 





buck the deeply intrenched desire to 
buy on time olf the American middle 
Ihe water service idea so fat 


classes. 


ippeals mostly to the upper classes. 

Dealers who merely sel! water soft 
ening equipment can be in business 
for an investment of $500 to $1,000. 
Installation is a plumbing », made 
casv with “saddle tees taking an 
hour or so. 

Newly Formed Association 

Last available figures on the wate 
conditioning mdustry indicated that 
it produced $40 million worth of units 
in 1952. The newly formed Wate 
Conditioning loundati f which 
Jack Hosford is executi retary, 

it 39 South LaSalle St.. Chicago 
ind accounts for about 3 nt of 
the industry 

Because so many operat in the 


I 
ficld have been tiny, there 
ita about water condition 
ibk Nevertheless the n¢ f the 
+ 


iutomatic washer and dishwasher ar 


promoting a shotgun weddin 


g. because 
leaders in the appliance ippre 
late that what the Ameri yublic 
vants are complete home indric 
ind kitchens, ready to g fund 
tion 

end 
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I'VE HAD TELEVISION ALL MY LIFE.” 
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Sell ALL your room air § ¢ 
/ your profits with 


fal iN 


‘ ON, Ky 


ea 7 
ee 




















NO OTHER 
AIR CONDITIONER 
OFFERS ALL 
THESE FEATURES 


3 Exclusive Climate Compensator— 
MODEL 6 '2 h.p. Deluxe For extra cooling on hot, dry days, 


‘ : extra dehumidification (moisture re- 
Most popular size bedroom unit. 


Finished in Mist Green, with ( 
Antique Ivory or Cascade Green New Exclusive Strato-flo Grilles— : 
Grille. Includes Climate Compen- - Assure positive draft-free ventilation, MODEL 12 1% h.p. Deluxe 


moval) on muggy days 















sator, Strato-flo Grilles, Hi-Cool ‘ee adjustable, build strata of cool, fresh, Th 1¢' : 
setting, Automatic Thermostat and A. clean air where you need it. : bone oe pt oo 
most of the other outstanding an New Exclusive Pressurized Exhaust alee 9 Lode *baat ys 
features listed in circle. MODEL 6 ; —Chases out stale smoke and odors ts ul pre th i ihens 
Y2 hp. Master and MODEL 4 while unit is cooling room air. oe 
Vs hes, dior tw thicles. a a ” genuine traditional aakolaleleLolahamels 
ew Exclusive Airflo Fresh’ner— ’ blonde. Includes virtually all of the 
Kills hard-to-eliminate room or out- outstanding features listed in circle. 
side odors MODEL 10.1 h.p. similar in design. 


New Automatic Temperature Con- 

trol*— Maintains temperature se- 

lect 

New Electric Heating ~—The depend- 

able, economical ty pe of heat. Takes 

cl ff brisk mornings 

New Exclusive pee wernt 
s beauty to any room, permits vir 

tually as little or as much of unit as 

desired i 


*Standard on many models—optional on others 





MODEL 8 %h.p. 


' Ideal for larger bedrooms, living rooms and 
es offices. Mist Green finish, plus Cascade Green 
3-49) 4 ae) ie) a and Gold Grille. Includes Single Dial control, 


Variable Velocity Grilles, Hi-Cool setting 


For laboratory, industrial and commercial establish- and many of the outstanding features listed 


ments, and remote or built-in installations in home in circle. MODEL 11 1 h.p. similar in design 
or office. Same custom-tailored features found in 
MODEL 12. Rust-resistant steel, 





chestnut brown. 
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conditioner prospects and boost 





ALL-NEW 4<eming 


A SIZE AND A 
TYPE FOR EVERY ROOM 















MANUFACTURED BY ROOM 
AIR CONDITIONING SPECIALISTS 


TESTED AND PROVED 
IN THE TROPICS 















Only Remington makes the 
most complete line—a size and 


You can depend on customer If you were to ask which is the 


satisfaction because Remington _ preferred air conditioner in 
a type air conditioner for every —and only Remington—among Be India, Burma, Africa, Saudi 
room at a price for every purse. major manufacturers—special- Arabia and other rugged tropi- 
You can help your prospect izes in room air conditioning. cal climates, nine chances out 
choose the right air conditioner Everyone at Remington is con- of ten the answer would be 
cerned solely with making and “Remington.” This line was 
helping you sell the world’s tested and proved for years in 


from a wide selection of hand- 


ayy, 





some window and_ luxurious 


console models. Available in var- finest and most complete line of the tropics before it was released 
I 

ious h.p. ratings, voltages. Con- 

sole can be supplied for air cooled 


Room Air Conditioners, at a 
profit. 


to the domestic market. That’s 
why it can be backed by Rem- 
ington’s famous one-year prod- 
uct warranty and five-year 
warranty on the hermetic com- 
pressor assembly. 


or water cooled installation. 


PROMOTED BY AN AGGRESSIVE 
PROGRAM TO YOUR LOCAL MARKETS 






ACCEPTED IN LEADING 
OFFICES AND HOMES 












Acceptance is proof of Reming- Like other room air condition- 
ing manufacturers, Remington 
offers a strong program of na- 
tional advertising in leading 
consumer magazines. But, in 
addition, Remington also offers sensational FREE pre-season pro- 
unique programs of local ad- motion pjan. Write to: 

vertising. TV and radio spots, 
newspaper ads, billboards, di- 
rect mail and other promotions 
homes. That’s because Reming- keyed to your local market. 
tons are year ’round units de- Much of it FREE to early- 
season dealers. 
















ton’s superiority—and Reming- 


GET THE DETAILS 


of the "profits guaranteed"’ Rem- 


ton is one of two manufac- 





turers whose units are accepted 
for installation in Rockefeller 
Center, the Empire State Build- 


ing and other outstanding struc- 


ington Franchise today so that 
you can get in on Remington's 


tures. And Remingtons are the 
air conditioners selected for 


some of the nation’s leading 












signed to let your prospect 
choose his climate 12 months of 


the year. 









| 
REMINGTON AIR CONDITIONING DIVISION 
| 9-6 Willey Street, Auburn, N. Y., U.S.A. | 
HEALTH and COMFORT by the roomful | | 
Please send me full particulars on the Remington Franchise. | 
| | 
| Name Title | 
| | 
AIR CONDITIONING : Compony | 
: Address | 
DIVISION OF REMINGTON CORPORATION AUBURN, N. Y., U.S. A. City___ ___Zone__ State____ | 
| | 
eS ee ree a a a aa a es ee catenin cilia deen 
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Electric 


Housewares 


lrons, shavers and fryers lead in dollar volume 


as housewares set new records in both units and 


dollars. 


TV demonstrations and free trials are 


promotional standouts, but gift sales still ac- 


count for biggest proportion of volume 





NOTEIER ul ot hanging 
trends wa ialked up for cl 
} housewa 1 1] 


Vor rust } 
N tablished in 
Vit na ] 1 ! 
| ll \ ite? \ 
\ din t t ! Mpanvia 
hy] 1 total dolla olume of well 
S O60-m 1) l ig ( it | b 
| t th + ) KITE prod t n the 
O ires. ficle kan vhich alse 
In ' hts in irc not 
, » + total \ moplet 
| 
' , tl fan market wall ppcal 
| l ind Air ¢ Te 
ring Isst 
\ i 1 ich l MICK 
. ll] attention to the fact that 
he t doll ume shown in this 
t.] } xt nel 1S itive 
} } t ] t | 1 W \ yume 
f | 1) 10 allowan has been 
. { ; 1if¢ sharp 
, t} ( ly rs, TOOd 
m hot } in hn pop 
\\V] } ( t ll 
cl } 1 nit yuan l 
] +] ' } tail p 
cmamed about th Wn 1952 on 
t of th tei 
] h tl la \ 
wn produ ( with a new record of 
" S117 7. l] a loll Stcam irons 


d for elmost S79-million. o1 
percent of this total, more than 


doubling dr ons in dollar volume 
t th il 

Shavers moved up to second spot, 
vith ; tal f $94-milli n lolly 
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} million; 


offeemaker moved up to fourth posi 


tion oul CI hitth nad mix 

th 

Toasters made an un xpected ome 
ack in 1953, with a 6.39 percent in 
rease in unit sales and a 6.07 percent 
gain in dollar volum However, thei 
have dropped down to venth pla ea 
lollar producers 

Production and Sales 

In 1953 production followed gen 

ily the same pattern as 1952. Many 
manufacturers refer to last veat th 
first really normal vear of production 
ind sales since the wa Production 
h dul VOT¢ pla ed closer to the 
board and inventories were kept t 
the lowest practical minimum. ‘Thi 
is done largely because of a general 
feeling throughout the industrv that 
the latter half of 1953 would bring 


falling off of consumer demand 
Manufacturers also bought raw ma 
] 


ials more carefully, placing short 
ommitments. From month-to-month 
thi vere expecting reduction in 
osts of raw materials and component 
parts. ‘These reductions never mate 


materials 


lized Raw 
] 


high, and the 


prices con 
labor market 
ilso upward. In spite of 
this, with the exception of 
toasters and most manufac 
turers chose not to increase their 


during 


possible 
IMIXNCTS, 


mmended retail _ prices 


1953 
Production and sales ran neck and 
neck. The first quarter of the vear 











eeaaaanaae 


second 


low CT 


vas outstandingly good. ‘The 
probably a_ littl 
Phe third quarter sales 


quarte! was 
than normal 
i il i 


observed on the part of distributors 


vere strong, although a tendency was 


ind dealers to avoid heavy commit 
wainst Christmas buving 


Slow-ups in consumer demand ox 


ments 
urred mainly in the heavy drought 
reas of the Southwest, 
ness was off considerably from 1952 
Ihe same held true of the Southeast 
Pacific Coast areas, on the other hand 
continued strong, and business across 
the northern half of the country into 
New England seemed 
portion to the previous vear. In_ the 
Kast Coast area, particularly in the 
New York City area, competition was 


hesitancy on_ the 


where busi 


ibout in pro 


keen, resulting in 
part of the consumer to spend mone 
(his reluctance is said to be traceable 
mainly to merchandising problems in 
flicted on the market by price warring, 
rather than a lowering of cconomi 
onditions 


Inventories and Distribution 


With the exception of blankets and 
blenders, housewares inven 
tories were practically non-existent in 
1953. Reports indicate that distribu 
tors and dealers bought much closer to 
the belt—generallv to a 30 to 60 day 
turnover for distributors, and dealers 
were more reluctant than ever to build 
inventories. Strange as this mav seem, 
manufacturers sav this has resulted in 
a healthy situation for them. Trends 
at the consumer level are easier to 


clectric 
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read. Said one producer The shght 
est activity at retail now is reflected 
ilmost immediately by our distribu 
tors who are called upon to replenish 
the verv small stock in dealers’ hands 
This doesn't happen too often befor 
the distributor in turn has to call upon 
us to replenish his stock. As a result, 
we have a fast acting barometer of 
business at the retail level in the van 
mus trading arcas.” 
\ number of manufacturer con 
tinued to add new items to cxtend 
their lines in 1593. For instance 3 
companies added blankets; 5 added an 
1utomatic percolator; + added steam 
irons; 5 added frver-cookers. Some of 
these housewares producers now have 
‘across-the-board’ lines of clectric 
housewares. Some of these line ex 
tensions have created serious prob 
lems for the distributor who is mind 
ful of his investment in duplicating 
inventory without increasing his total 
sclling opportunity. For instance, the 
addition of a blanket to the lines of a 
number of producers in 1953 has er 
ated a problem for distributors. In 
vestment in blanket inventory is high, 
md the total sale at current rates 
does not warrant a distributor carry 
ing blankets made by all his supplicrs 
In some cases this has resulted in a 
complete fracture between distributo1 
and manufacturer. 
It is also reported that some of the 
long-line producers are adopting 
“squeeze” tactics trying to force dis- 
tributors to stock his complete line 
only, to the exclusion of other short 
MERCHANDISING t 








line, o pecialty products 

“This kind of competition,” com 
ment ait well-known — specialts 
maker bound to hurt the smallet 


manufactur more than the big op 
crators. But it is a question as to how 
long the big operator can stand the 
xpense of such a competitive battle. 
llowevcr, if the smaller manufacturer's 
product i good one, if it serves a 
cal consumer need, if it is priced 
right, and if it is advertised to the 
consumer intelligently, then the dis 
tributor and the dealer will want to 
keep it in stock because of consumer 
demand 

Another astute observer savs: “If 
this tvpe of competition among manu 
facturcrs continues, it is possible that 
clectric housewares may go in the di 
rection of much more limited § dis- 


tribution than it has in the past.” 
Discount House Selling 


As in manufacturers 
are reluctant to discuss this sore sub 
ject. However, thev all agree that the 
Supreme Court refusal to review the 
Schwegmann decision is a step in th 


rormer vears, 


little late m the game. It is also 
unanimously agreed that it is prac 
tically impossible to keep electric 
housewares out of the hands of dis 
count houses under present — state 


lair ‘Trade laws. It is far too expensive 
for any manutacturcr 
100 aw ‘Trade 


to enforce 
through 


one 
percent 
policing 
While discount houses continue to 
be a strong factor in metropolitan 
arcas such as New York, Chicago and 
Philadelphia, their volume in electric 
housewares is said to be no greater 
than last vear. As a matter of fact, the 


fecling generally is that housewares 
volume through this medium is on 


the decline. Savs one authority: “Dis 
comt the East arc 
interest in electric housewares in favor 
furniture, 
children’s clothes, rugs, curtains, and 
other soft goods.” ‘The trend to pace 
production to inventory requirements 
is also expected to have a curtailing 
cftect, the discount 
thrives on overproduction 


houses im losing 


of other lines such as baby 


since house 


Outlets 


through the usual channels—celectrical 
specialty 
partment stores 
made bv credit jewelers and credit fur 
and other 


( lectric 


dealers, hardware, and de 


further inroads were 


niture houses 
that used 
count openers in 1953 

Many manufacturers are viewing 
with alarm the activities of the super- 
markets. National food chains 
as Colonial Atlantic, Grand 
and others in various sections of the 
country from Buffalo and Rochester 
to the West and Southwest, arc 
bringing out catalogs on electric house 
These catalogs offer electric 
housewares as premiums to stimulate 
For 


has ic 


operation 


housewares as a 


such 
Union 


wales. 


food purchases at their stores. 
instance, when a customer 
cumulated $50 or $75 in cash-regis 
ter tabs for food purchases, she is 
entitled to buy certain products shown 
in the catalog at a price considerably 
below the price an appliance dealer 
has to pay for such items. 

Also in the West and Southwest, 
and particularly in ‘Texas where super- 
markets first started selling electric 
housewares about three vears ago, they 














right direction, although coming a The bulk of distribution still goes are having success with self-service 
TWO YEARS STATISTICAL SUMMARY OF ELECTRICAL HOUSEWARES 
[ 1953 1952 
Number Retail Number Retail Percent Change 
b,” Sold Value Sold Value Units Dollars 
BED COVERINGS 890,000 $33,775,500 830,000 $35,275,000 + 7.23% — 4.25% 
BLENDERS 335,000 13,383,250 395,000 16,392,500 -— 15.19 -— 18.36 
BROILERS 1,320,000 72,402,000 434,700 13,172,100 +203.66 + 449.66 
CLOCKS 7,625,000 52,993,750 6,700,000 48,575,000 + 13,80 + 9.10 
COFFEE MAKERS (Total) 3,685,000 73,515,750 3,000,000 60,185,500 + 22.83 + 22.15 
Automatic _ _ 1,950,000 48,652,500 = ~ 
Non-Automatic _ _ 1,050,000 11,533,000 — _ 
DEEP FAT FRYERS 2,650,000 79,500,000 1,525,000 45,673,000 + 73.77 + 74.06 
HEATERS, ELECTRIC 1,135,000 19,330,250 960,000 14,505,000 + 18,23 + 33.27 
Fan Forced & Fan Heaters 940,000 17,390,000 690,000 12,075,000 + 36.23 + 44,02 
Convector Radiant, No Fan 195,000 1,940,250 ~ 270,000 2490600 — 2778 — 20.15 
HEATING PADS 1,825,000 12,683,750 1,500,000 10,425,000 + 21.67 + 21.67 
HOTPLATES 695,000 6,602,500 905,000 8,597,500 — 23.20 — 23.20 
IRONS 7,215,000 117,022,250 6,235,000 97,384,000 + 15.72 + 20.16 
Automatic 2,660,000 33,250,000 2,795,000 36,195,250 — 483 — 8.14 
Steam 3,950,000 78,802,500 2,855,000 56,957,250 + 38.35 + 38.35 
Travel 430,000 4,278,500 375,000 3,356,250 + 1467 + 27.48 
Non-Automatic 175,000 691,250 210,000 875,250 — 1667 — 21.02 
MIXERS, FOOD 1,885,000 67,534,250 1,830,000 69,122,250 + 3.00 — 2.30 
Standard 1,270,000 55,880,000 1,375,000 60,500,000  — 7.64 _ 7.64 
Portable 615,000 11,654,250 455,000 8,622,250 + 35.16 + 35.16 
ROASTERS 470,000 20,680,000 425,000 17,850,000 + 10.59 + 15.85 
SHAVERS 3,500,000 94,500,000 2,750,000 68,612,500 + 29.27 + 37.73 
TOASTERS 3,165,000 63,351,750 2,975,000 59,727,700 + 6.39 + 6.07 
Automatic 2,825,000 62,008,750 2,650,000 58,167,500 + 6.60 + 6.60 
Non-Automatic 340,000 1,343,000 325,000 1,560,200 + 4.62 — 13.92 
WAFFLE IRON—SAND. GRILLS 1,529,000 32,873,500 1,456,000 29,848,000 + 5.01 + 10.14 
VOTRE 4g osc cs é cnblad Sheiwes see eee $595,345,050 + 27.68 
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methods. Some department stores and 


permarkets in the Midddlk West 


are now experimenting with self-service 
in out- 


su] 


selling, which is believed to be 


erowth of discount hous practice of 
selling goods sight unseen in manu 
facturers’ original packages. ‘The result 
is manufacturers who have closed their 
eves to discount house operations have 
suddenly b« reawakened to the 


importance of the specialty dealer and 


COMC 


his salesmen who have been the 
backbone of the educational tvpe of 
specialty selling that has made electric 
housewares the high volume industry 


it is todav. 


House-to-House and Club Plans 


While regular no! 
mally sold through regular dealer chan- 
nels cannot be successfully marketed 
through house-to-house channels, be- 
cause the markup from manufacturer 
to-distributor-todealer is not  sufh 
cient to allow a profit for door-to-door 
operations, many manufacturers havi 
looked seriously to these organizations 
outlet for their stepped up 
production capacitv. They 
flage their product design, use diffc 
ent brand names, and markct them 
exclusively through these channel 
This is necessary to justify — th 
markup necessary for the 
house organization involved. A. su 
cessful house-to-house 
governed bv the availabilty of tw: 


} 


important commodities—goods to sell 


and personnel to do the selling 


merchandise 


as an 


camou 


house-to 


opcratron 


Club plan operations are becoming 
known as profitable opcrations. ‘The 
are on the increase, especially in th 
East. Thev do not. however, repr 
sent anv major segment of busines 


when compared with total national 
sales volume. Most of these o1 


rganiza 
tions now offer their clientele a widk 
assortment of merchandise in add 
tion to clectric housewares, but 

one observer comments, none ot 
them as vet seem to have found th 
answer to the electric blanket bus 
ness. Here again, the increase in 
business can only be in direct pri 


portion to the ability to get workers 
interested. 
A constructive adaptation of th 


club plan idea was used recently bi 
a dealer in St. Paul. (EM, June 7°53 
p. 86) when Paul Maren succes 


} 

fully arranged with church 
tions in his community t 
monthly party at his wher 
appliances are demonstrated and sold 
According to Mr. Marien, an outla 


of $70 per partv nets $1200 in sales 


organiza 
hold 


store, 


plus a list of live prospects 


Promotions 


television and 

trial offers are cited as the most 

outstanding promotions in 1953 
Free-trial offers are not limited t 

housewares in the appliance field 

Chey 

such 


Demonstrations on 


tree 


are also being used to introduce 


1 
new mayors as drvers, freezer 


ur conditioners and dishwashers 


Not all electric housewares at 


idaptable to free trial offers. Su 

cesses, however, have been report 
Continued on page 234 

PAGE 231 

















\\ ¢ 





PAGE 











— THBLUE 


















































4 
Tied 
a 




































































va 
44AAAAAA 















































SS. SA33 4 
y 
S 

























































































SEE GIBSON AT YOUR MARKET 


JANUARY 4-15, 1954—Chicag 


pace 5; American Furniture Mart 


JANUARY 18-30, 1954—High Point, North Carolina 
treet Flr All Erwin Display uthern Furniture 


Exposit Building 


FEBRUARY 8-12, 1954—San Francisco, California 


pace 49 Western Merchandise Mart 
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BEST NEWS OF ALL. .. Gibson is backing these 


exclusive features with powerful, helpful advertising. . . local, 
national and direct mail! So, sell the room air conditioning 








that leads the parade with a galaxy of star exclusives! ' 
And remember. ..GIBSON makes a complete line 
of 9 new room air conditioners retailing from 








ONLY $929% 
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LIGHT doesit! 


Attracts your customer’s eye 





to room air conditioning’s 


smartest buy...the new GIBSON 


room alr conditioner 


with exclusive new GIB-SUN-AIR OZONE PURIFYING LAMP 


Draws your customers to the greatest of all room air conditioners... 
so you can tell the story of Gibson’s new, exclusive features! 
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NEVER BEFORE « Like magic the NEVER BEFORE + Tell ‘em about e Give ’em the NEVER BEFORE « Shout the glad 
GIB-SUN-AIRLampfreshens _ the full inch-thick filter toclean superbly the safe, super-heater good news that here at last is_ tidings of the "-quiet 
air with ozone when the Blue _ air of dust and pollen all year works! draft-free circulation! operation, 
Light Shines! What a benefit ‘round. 

to “sell.” 


NEVER BEFORE « Show ‘em how NEVER BEFORE 


whisper-qutiel 
rust-proof exterior, 
the simple, hidden controls! 


NEVER BEFORE so many exclusives in one AIR CONDITIONER... 
so many profit builders sparked by the BLUE LIGHT to make 


& Gibson your ’54 line to sell! 
REFRIGERATOR CO., GREENVILLE, MICHIGAN 
i | = 
Also makers of refrigerators food freezers | 


| electric ranges + 
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Electric Housewares 





tc 1 7 rcent is contained in a recent survey mad¢ 
5 pe t ffl unong Time Magazine readers. 
) percent broil nd 79 Vis survey reveals that automat 
Not t th lock toasters and mixers are among the top 
f t In th th ypliances were acquired a five appliances owned by their sub 
t pl fe Tolow scribers—85 percent own an automatic 
Manuf toaster and 71 percent own a mixcr. 
t T feclins Received as Purchased Broken down by income groups, 
CO ; f : Appliances weddinggifts afterwedding = tyacters are owned by 93 percent of 
We h that 90 it of Toasters 61.4% 13.7% all ‘Time families with incomes of 
ntlet t interested in free Coffeemakers 59.5 13.7 $10,000 and over, 91 percent by 
L ott | t utlets that are lrons 41.2 15 families in $7500 to $10,000 income 
‘nterested nall those that go Steam irons 29.4 78 group, 57 percent by families in $5000 
a mailings on a Mixers 41.2 8.5 to $7500 income group, 76 percent 
iricty of iten Said another maker Waffle makers 40.5 6.5 bv families in $3000 to $4999 income 
We do not f fy trial is a good Broilers 12.4 3.3 group, 67 percent by families under 
idustry pract If there is demand $3000. 
for the product the public will buy, Another survey of 1,000 _ brides On mixers, 75 percent are owned 
nd hich methods of pro conducted recently by McCall's — by families with incomes of $7500 to 
notion, su free trials. should not ‘lagazine revealed that 61.1 percent $10,000 and over, 68 percent or $5000 
he nec of the electric housewares owned by to $7500, 61 percent or $3000 to 
their newlyweds were received as $4999, 5] percent or under $3000. 
How It Operates wedding gifts. Only 10.2 percent had aco 
Free trial off mail are expen. been purchased by them since the Predictions 
ie. “ew 2 ful only when Wedding, and 20 percent was owned In contrast with the past two vears, 
the mailing list represents steady in- bv the wife before the wedding. there was little reluctance about fore 
tlinonh tin ent foe Te Ownership ran high in dry irons casting another record for electric 
he successful free trial mail cam 61.6% clocks (59.4% toasters housewares in 1954. 
ion depen 1 the following (52-2 coitcemakers (33.4%), and Generally, the feeling is that while 
int 1) ¢ ful selection of the ™™uxers (31.1%). It was low im sa é slight downward trend in general 
iitial mailing list \ mailing to blankets (4.4%), and blenders (1.7%). business and economic conditions ma\ 
ee > custemens: of 9 vem \n intent-to-buy poll of McCall's be felt in 1954, clectric housewares 
ss aad stallment house mav Showed the mixer far in the lead as will definitely show another increase. 
high] ful. while it might the most wanted equipment by the Competition, however, will be 
fall flat. if tiled to the 30-day greatest number of brides—62.4 per keener than ever. With manufac 
harge a t customers of a spe- Cent of those not owning mixers said turers expanding their lines, there will 
Itv appl oom 2) The prod they want a mixer more than any other be new brand names in almost every 
S nfioved t have general overall .@PPliance; 32.9 percent said they want — category of electric housewares. 
cial te tryout requests. It 3 coffeemaker; 24.2 percent a fryer One analyst sums up the competi 
Se roperly. once it 2d 25.5 percent an automatic toaster. tive situation in the industry as fol 
te into th we (3) Uenslly oc Sunnis lows: “We are reasonably confident 
cial gift winded offered a a that manufacturers who adhere strictly 
wend tn th tomer who is wiltias Evidence that ownership of electric to a wholesale-retail distribution pat- 
‘es me the treat, Tis GR ca housewares increases as income rises tern will gain the support of distribu- 
Iso” hav ippcal 4) With 
the mailing, a turn card must be 
luded good response a ) 
Last t least, actual costs (? V 
f literati notional material 1 
wolved, tl turn card and. the = (24 ° 
rall n [ hould bi irc 
tul I I t k ure th ré “ZG 
' n t high expense 
woly 
Wh it \ rrect, 
nailn letters should 
duce nt postal return —~” 
juesting 1 nd for trvout. In Su 
her wor eces are released 
f tri \ssuming the product 
functions lv. at the end of the 9 
trial t maximum return for —— 
dit h l x cd L If ] CT 
it of t t } ment 
Who Buys i } 
C,ift t it for t biggest 
tion of h sewar4»t iles, as is evi 
| by the NEMA Gift Campaign 
ous! 1 ich ve ir. 
Weddin fts and Christmas gifts 
unt f la scgment. In a ‘vo 
ent ide by Dell Publish Sis. 
i” C ( narned from ES 
fgg eros Sigg ydionag olen SERVICE 
that ont of 1 d who re DEPT 
nded to t n $3.6 owned a —~ 
t ter t yx nt ned 1 cores 
| et eee ani Minne “NO | NEVER OIL ANYTHING. I’M A HOUSEWIFE 
nine She | Te ees NOT A GREASE MONKEY! 








continued from page 231 
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ind retailers alike, and that lines 
operating under such policies will win 
out against those who sell through all 


fors 


channels of trade.” 
authority, “A 


shown 


another 
of the tendency 
this vear for electric housewares to be 
footballed through a lot of new retail 
tvpes of distribution, such as chain 
grocery stores, could definitely affect 


the housewares picture for 1954. 


Comments 
continuation 


lrons 


Another 7,215,000 irons of all types 
were sold in 1953. ‘This is a 15.72 per- 
cent increase over 1952 in unit volume 
and a 20.16 percent increase in dol 
lars. 

Steam irons out-performed the most 
optimistic predictions made for them 
at this time last vear. In dollars, they 
than doubled dry irons, and in 
volume thev were 48.5 percent 


more 
unit 
ahead. 

Strong promotion of steam irons bi 
all manufacturers, and the fact that in 
a market as highly saturated as irons, 
obsolescence plavs a big factor in re- 
placement, explains the continuing 
upward trend of steam irons. 

The statistical summary 
231 showing two-vear’s comparisons of 
iron sales by tvpes shows that auto- 


on page 


matic dry iron unit sales dropped onh 
4.83 percent in unit volume from the 
previous vear, compared to the +3 per- 
yp shown in 1952 
predictions made by informed 
that the drv iron will still en- 
ontinuing demand for 


+ 
VCars tT 


cent dri This bears 
out the 
sources 
JOV a 
many 

Travel 


a 2ood 


» COMIC 

unit sales increased 
14.67 percent over 1952, with a 27.48 
percent in dollar volume. 
The average retail price increased $1, 
indicating that the higher priced 


models were in greater demand 


Won 


NCrease 


Shavers 


The biggest growth to date in the 


electric shaver industry occurred in 
1953, with unit sales topping the 34 
million mark. This is a 27.3 percent 


increase over 1952 in units. Because 
of an increase of $2 in average retail 
price, the dollar volume ($94,500,000 
an greater increasc 


showed even 


(37.73%) over 1952 dollars 
The tremendous growth to date in 
the electric shaver industrv is at 


tributed to several major factors: (1 
all shaver manufacturers are making 
fine quality, top-performing products: 
a 

(2) at least one man in four is now 


using an clectric shaver as_ regular 
method of shaving, and word-of- 


mouth advertising is causing an in 
creasing number of men to change 
to electric shaving; (3) leading 
shaver manufacturers are sponsoring 
high-geared promotions of TV and 


over 


magazine advertising programs; (+) 
they have consistently pushed the 


shaver on a free-home trial basis. This 
offer of “guaranteed satisfaction’, it 
is reported, has been the reason for the 
shaver’s outstanding sales success in 

(Continued on page 239) 
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It is estimated 


th i ( rai ycar 
that cr nine out of ten shavers sold 
on Tt! ASI tav sold 
Outlets 
1] most important outlets for 


shave it the retail level are jewelry 
tores, department stores, drug stores, 
ipphian e and hardware store . Jeweln 
ind drug stores seem to be getting 
more and more important in the dis 
tribution of shavers at retail. ‘The 


iverage jeweler is reported as doing 
in outstanding job in advertising and 


promoting shaver Predictions for 
havers are that with the nght adver- 
tising and aggressive selling effort, 
1954 should produce even higher sales 
volume 
Fryers 


ales continued to 
Unit volume again ex- 
ceeded the combined total of the pre 
vious two years. (725,000 in 1951 and 
$1.52 1952 Here is the 
fryer have skyrocketed in 
the past four vears: 


Deep fat frver 
climb in 1953 


5.000 in 


sales 


Waly 


1950 500,000 
1951 725,000 
1952 1,525,000 
1953 2,650,000 


5,400,000 units 


In 1953 the trend was toward round 
models of the all-purpose tvpe. Round 
models were added to the lines of sev- 
eral manufacturers, and new manufac- 
oming into the field also intro- 
duced round models. All frvers, round, 
square and rectangular were promoted 
for the first time as_ all-purpose 

[hermostats were improved 


ture! 


} 
COOKCTS 


to provide temperatures from “low” 
or “simmer” settings to “‘verv high” 
for deep-fat frving and roasting 
I'rends in the rectangular models was 
toward larger wells to hold a family 
sized pot roast 


The conversion 


of the frver from 
1 single-purpose novelty appliance to 
in all-purpose cooker has widened its 


market potentialities, and as a result 
fryers are predicted to make even 
greater strides in 1954, with greater 


stability and big volume possibilities 


Coffeemakers 


For the second vear in a row coffee 
makers have topped the 3-million 
mark in unit sales, with 1953. sales 
totalling another 3,685,000 units. 
This is a 22.83 percent increase over 
1952 in unit volume, and the $73,- 
515.650 dollar volume is an increase 
of 22.15 percent over the 1952. 

\utomatics accounted for practi- 
cally the entire 1953 Non- 
automatic production was limited to 
1 small quantity made chiefly by silver 
coffee service set makers for the 
jewelry trade. 


volume. 


The average retail selling price re 
mains low ($19.95) because of the 
large quantities of automatic percola- 
tors available at prices in the neigh- 
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borhood of $8.95 to $13.95. At the 
ther end of the price range, manu- 
factu § blue-chip models intro- 
luced and enjoyed a good volume in 
deluxe models, some with larger ca 
pacitics, and while manufacturing 
sts have increased in practically all 
ises, the recommended retail price 
was held to $29.95. 

Percolator type automatics are re 
ported on the icrease in popularity, 
the proportion in 1953 averaging clos« 
to 7 percent percolator type to 30 


percent vacuum tvpe. 
the 
eral years has experienced a 
expansion in the number of 
who have entered the 
field. In 1950, for example, there were 
nly six or seven firms listed as makers 
of automatic coffee making equip- 
ment, and the bulk of the business was 
done by about four of these com- 
panies. In 1953, the number has 
swelled to 16 companies making auto- 
matic percolator type and about five 
making automatic vacuum or drip 
types. Several other companies are 
ilso reported on the verge of entering 
into the field with new models. 
According to all predictions, cof- 
feemakers will continue to rank among 
the big profit items again in 1954. 


Ihe coffeemaker business in 


past SC 
rapid 


manufacturers 


Broilers 


Broiler manufacturers have a habit 
of bringing out improved models 
every few vears that are designed to 
ompletely obsolete all previous de- 
ens. And in 1953 they have done it 
with the combination 
rie. Onlv in its 


iwain broiler- 


rovisse 


S¢ cond vear of 


full production, this combination 


totaled over ]-million units. 
Because rotisserie combinations ac- 
the greatest portion of 


1 ) 7 ° 
broiler sales, the estimated aver- 


une fol 


ige retail price rose to $54.85 per unit, 
the result that 1953 dollar vol 
of $72,402,000 is more than four 


greater than 1952 ($13,172,- 


with 
umc 
times 
(jt) 
Merchandising practices in the 
generally, | 


business g however, 
eave much to be desired. 


Droue! 
With the 
several large department 
stores throughout the country, most 
it the broiler-rotisserie units were sold 
through discount houses. This is par- 
ticularly true in metropolitan areas 
uch as New York, Chicago, Los An- 
geles and Philadelphia. High average 
retail prices ($69.95 and $79.95) tend 
to lure the discount trade. The net 
result is that actual dollars paid by 
consumers runs nearer to $35-$40. 

The rotisserie has real merit in the 
field of meat cookery. It has great 
appeal for all homemakers. With 
some measure of stability in merchand- 
ising and selling, this product bids 
fair to be a big factor in the future 
of electric housewares. 


CX ception ot 


Mixers 


As predicted in these pages last 
vear, the portable mixer made steady 
gains in the industry in 1953. While 
1 grand total of 1,885,000 units of 
both standard and_ portable 
were sold in 1953, which is a 3 per- 
cent increase over 1952, the dollar 
volume of $67,534,250 shows 


a de- 
of 2.30 percent from the pre- 


tvpes 


CTCASC 








Dp 
“JENSEN HAS A SOUND KNOWLEDGE OF APPLIANCES . BUT A CERTAIN LACK 
| OF TACT DEALING WITH PEOPLE” 
| 
| 











1954 


ceding year. ‘This drop in dollar 
volume is partly caused by the large 
number of unit made in the 
lower-priced portable bracket. 
Standard mixer sales, totalling $1, 
270,000 units, were down 7.64 percent 
from 1952. Portables with a total of 
615,000 units showed an increase Ove! 
1952 


} 
SdiCs 


m+ 


unit volume of 35.16 percen 

Reports from various mixer 
facturers differ greatly for 1953. S 
say standard mixer 
around 10 percent in favor of the por- 
tables, whereas others report a healthy 
with demand for standards 
exceeding expectations. ‘These mixer 
producers attribute the drop in 
standard mixer sales more to the fact 
that production schedules for the early 
months were planned too cautiously. 
This slow-up in production resulted 
into 


manu- 





sales were 


increase, 


in a carrvover of unfilled orders 
1954. 

Conflicting experiences were also 
reported on portables. Some manu- 
facturers report that their portable 
mixer business did not come up to ex- 
pectations, while others showed 
healthy gains. At any rate, forecasts 
for sales of both types in 1954 look 
promising, with all leading manufac- 
turers planning heavy promotional 
campaigns on both types in the com- 
ing months. 

Mixers of both tvpes have enjoyed 
a steady volume in the past eight post- 
war vears. A_ total of 12,975,000 
units—11,465,000 standards and 1,- 
510,000 portables were sold in the 
vears 1946 to This 
means in the 43,580,000 wired homes 
in the country, 12,975,000 mixers are 
from eight to less than 

Retail sales by months for 
1951 and 1952 are charted in 
on page 84. It is interesting to note 
that one-half the mixer business at re- 


1953 inclusive 


one vear old. 
195( ), 


1 study 


tail is done in the last quarter with 
December accounting for from one- 
quarter to one-third of the year's t ta] 
Oct Nov Dec. 
1950 7.22 9.18 29.27 
1951 7.28 9.82 24.19 
1952 7.37 10.45 30.85 
Toasters 
The toaster industry made a sur- 
prising comeback in 1953, with a total 
of 3,165,000 units sold. ‘This is a 
6.39 percent increase ove! 1952 in 
unit sales. The 63,351,750 dollar 
volume is a 6.07 percent increase Over 
last year’s total of $59,727,700 


From all sides come reports that 
the toaster business in 1953 was a 
pleasant surprise. Demand held steady 
throughout the vear, especially in the 
well-known brands. Asa result, several 
manufacturers report production lag- 


ged behind sales. Some delavs were 
caused by underplanning for 1953 
While the average retail selling 


price remains at $21.95, indications 
are that deluxe. higher priced models 


Continued on page 242 
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sell this NEW low-priced, full-size 


BC economy pair’ 


the big-performance automatic washer-dryer team 
designed for the thrift market 










ABC scores again... adds a sensationally new automatic ; 
dryer to the recently announced thrift market’ automatic WASHER DRYER 
washer’ Now you can offer your customers a full choice i - 

. oe ” . . . 
of laundry equipment. There's an automatic washer and @ Gentle, sudsy ‘Shampoo @ Sensational ‘‘Jet-Aire’’ Action 
an automatic dryer to match any purse... to suit any Washing Action °Gi =o 
location. ‘That means practically every home can enjoy oar tant size Urying Urum 

, ; @ Triple overflow Rinsing 
automatic laundry convenience. And it makes your sell- @ Full Depth Lint Trap 
ing job easier, because the “Economy Pair” is packed @ Full Load Capacity 
with exclusive, high quality features proved best on the a 2 e tua 9D: Venti 
— 8) “elles | © Famous ABC “Centric” Exclusive 2-way Venting 
deluxe ABC washer and dryer. Aahen 
gitation @ Safe for all Fabrics 
@ Safe for all Fabrics 
@ Automatic Drum-stop when 
@ Uses Less Water Door is Opened 
eee 
yh. 





sell the famous 


ABC ‘matchmates’ 


...the deluxe quality automatic washer and 
dryer now setting all-time ABC sales records 


Yes, double your selling opportunity ! 





Sell the complete 
line of ABC automatic washers and dryers... deluxe or 
economy models. Deluxe quality “Matchmates” are identi- 
cally styled and packed with exclusive features for match- 
less performance. Your selling job is easier, sales come 


faster and are more profitable with ABC “‘Matchmates.” 





Sell “Shampoo” Action — exclusive Sell "Jet-Aire’’ Action Customers 

® Amazing “Shampoo” Washing Action, “Centric” Agita- pulsating-type agitator that gives you actually see how the new ABC Dryer 
tion and Flush-Away Rinsing on the Deluxe Washer the most dramatic demonstration fea- cares for clothes... tumbles clothes to 

ture in the industry. A sales clincher! fluffy softness. Saves on ironing, too! 


@ Revolutionary “‘Jet-Aire’’ Action with Super-Safe, Single 
Low-Heat Control on the New ABC Dryer 


Don't miss a sale! Sell ABC, the complete AL y ORFER BROS. COMI AN ¥y 


line of automatic leundry equipment. For 


complete details, write, wire er phene PEORIA, ILLINOIS 
Specialists in Building Fine Home Laundry Equipment for 45 Years 
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Electric Housewares 


continued from page 239 





Clocks 


ind 

up in 1953 

from kitchen 

that electric 

eased 39 percent 

hen clock unit 
cnt 


omparison of both ty 


jumped up to 
>> unit sal 
on the 
for 45 
| 


Lit 
nt of the 


repla 
t bulk of roaster 
tangular models 
\pproximately 90 percent of the 
in sin 18 and 20 qt. sizes The 
in the smaller sized round 
models 
sizes and tvpes varv accord 
ilitics, and in a measure re 
ing habits of 


countn kor 


sections 
round 


said to go over in 


VaTLIOUS 
of the 
ind O*V i] mod ls ATC 
the New England baked bean area. 
They are also popular in Milwaukee, 
Detroit, the Twin Cities, Chicago, St. 
Louis and Cleveland 


OTICS idd 1 


instance, 


dollar 


¢ ich 


sizeable 
the roaster business 
units are most popular 
me manufacturer put 
I ter promotion in 
broiler-griddle at 


t with each roa 
idditional. 
timated roughly that ap 
one-and-a half broiler units 
Cabi 
1 ratio of about one cabinet 
ind the ratio of 
timers average 


to two 


very two roastcrs 


roasters 
old with 
quartet 
roaster manufacturers sa‘ 


rest electric roaster 


Heaters 


Among the bright spots in the clec 


tric housewares busters in 1953 was 
the increase shown during the vear in 
fan-heat 
ers. All manufacturers report a 
satisfactory year, with substantial gains 
in unit volume. In 
dustry totals for the vear are estimated 
it about 940,000 units at an average 
retail price of $18.50. totals 
$17,390,000 in dollar volume. It is 
a 36.23 percent increase over the 
690,000 units sold in 1952, and a 
44.02 percent increase in dollar volume 
over 1952’s dollar 
075.000. 


his 


fan-forced and combination 


most 


sales and dollar 


his 


volume of $12, 
fan-forced heater 
sales, industry observers sav, can be 
ittributed in a large to the 
fact that manufacturers did a_ better 
iob getting their message across to 
consumers in 1953. 
through advertising in news 
ind national magazines, plus 
some television. 

Certainly — the 
cannot be 


mcrease mM 


micasur©e 


This was done 
mainly 


papel 


upsurge nh space 


heater sales ittributed 











RADIO and TV 
REPAIR SHOP 
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GUESS THIS IS ONE OF THOSE DAYS WHEN EVERYTHING GOES RIGHT”’ 
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to a change in the weather, 
3 climate was exceedingly 
mild in most parts of the country. 

\s convector and 
fan types decline in volume 
in obsolescence factor which has 
helped swell the fan-forced heater 
volume. Convector and radiant type 
heaters dropped from 270,000 units 
sold in 1952 to 195,000 units sold in 
1953. This is a 27 
over the preceding year. 

Another contributing factor to the 
popularity of fan-forced 
heaters is the new designs which were 
introduced in According to all 
these higher priced, automatic 
successful in the 


radiant, or non- 


there 1s 


.7§ percent decrease 


mcreasing 


1953 

report 

heaters were ver 
r just ended 


Blenders 


in off vear for blenders. 
Sales for the vear totalled 335,000 
units. Compared with the 395,000 
units sold in 1952, this is a 15.19 de- 
crease in unit volume. It is the first 
time 1949 that the but 
steady upward trend of this postwar 
product has dropped behind. 

In connection with blender vearl 
sales figures generallv, we are happy to 
point out that for the first time in the 
short historv of this appliance blender 
have been taken out of the 
NEMA general classification of motor- 
driven appliances and tabulated as a 
separate product. 

Because of a slight decline in aver 
age retail price, the total dollar volume 

3, which is $13,383,250, shows 
36 percent decline from the 
which was $16,392,500. 

An inquiry mad valid 
reasons for this drop in unit volume 
| interesting possible 
1uscs: In some quarters, for instance, 

is felt that the retail price is too 
\ well-made product priced 
$19.95, it is suggested, might 


down 


1953 was 


since slow, 


sale S 


Previous Vear. 
| 
to discover 


| 
dis OSCE some 


some resistance to 

who would like 
r but who hold off becausc 
This lower price of $19.95 

. 4 

ilso put the blender into a more 

ift merch- 


price 


nsumers to own 


woulc 
popular price category for g 
indis¢ 

\lso, in spite of the fact that lead- 
ing blender manufacturers have vigor- 
ously promoted the blender as an all 
purpose household product, the fact 
remains that many still 


id it mainly as a deluxe cocktails 


consumers 
entity 
MIXCI 

Sales for the 
through 
been as follows 


from 1948 
estimated to have 


vcears 
1953. are 


1953 
1952 
1951 
1950 
1949 
1948 


335,000 units 
395,000 ” 
290,000 
225,000 
175,000 
215,000 


Total 1,635,000 


In anv event the blender, is still in 
its infancy, with saturation only 4.0 
percent of the 43,580,000 wired 
homes in the countrv. End 
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EVE 
wo 
clea 
opm 
adve 
dem 
the 
beau 


vacuum cleaner ever buitt! 





that’s modern in ONE cleaner at savings 


of $20 to $30! 


EVERY MODERN FEATURE THAT 
WOMEN WANT in a cleaner today! Some 
cleaners offer some of today’s modern devel- 
opments, but Evreka alone has all the highly- 
advertised convenience features that women 
1954 Roto-Matic is 
most efficient, most 


demand. Exreka’s new 
the most convenient, 
beautiful cleaner on the market. You sell it 
at Exreka’s revolutionary low price...a$20 
to $30 savings for Customers...a tremen- 
dous volume of full profit sales for you! 


SUPER-POWERED ADVERTISING 
AND PROMOTION. The new 1954 Eureka 


will be announced with a blaze of color and 











— SPEIRS 
g 
§ Easy Action } 
No other cleaner | sSwive.-top | 
° * Cleans all over ; 
at any price has Pi from 1 position A 
all these features | i 
ee ee eee 2a tn ee tn 
* Adjustable Suction= ’ 
for light fabrics 

* Lighter— Quieter i 
* Exclusive - anemone | 
Cord Clamp } 

* Triple Filter Exclusive 


Throw-Away 

Paper Bag 

Precision-Built 
Cleaning Tools 












N 
aannvers 


ATTACH-O-MATIC ° 
Clip-on Tools . 
Floor-to-ceiling f 

cleaning equipment, 

always in easy 








reach 
} 
pers ali ConceR eek OT SEC 
Easy-Roll 
ROTO-DOLLY 


Rolls cleaner 
from room to room. 
Optional at small 
extra cost 


ee ee ee laa 





NO DUST BAG 
TO EMPTY 


(of course!) 








eared 
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blast of power. Big, beautiful spreads will 
break the big, profit-building news in Life and 
The Saturday Evening Post. Dramatic ads will 
carry the story into the strongest women’s 
and home magazines. Sizzling promotions in 
every media are ready to back up the opening 
barrage and tell your prospects that you have 
the most sensational vacuum cleaner value 
offered anywhere! 






You'll Sell More, 
More, More in ’54 


STILL THE SAME LOW EUREKA PRICE 
STILL AT FULL PROFIT TO YOU 


WRITE, WIRE, PHONE 

|, EUREKA DIVISION 
eco Eureka Williams Corporation, Bloomington, Illinois 
Better Products, Better Made # bec. hing. f 
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How 264 Dealers 
SELL 
Electric Housewares 


An Electrical Merchandising survey shows that 





93 percent of dealers sell them and 36.9 percent 
do a volume in excess of $10,000. Toasters, irons 


and mixers lead in sales 


By ANNA A. NOONE 








TABLE |: 


Which Dealers Get the Housewares Volume? 





TYPE OF DEALER 











Electric Housewares Appliance & Hard- Dept. Furni-  Util- 

Dollar Volume Radio-TV ware Store ture ity Other* Total Percent 
Under $2,500 28 8 2 6 1 3 48 18.7 
$2,500-$4,999 31 9 5 — 2 49 19.1 
$5,000-$7,499 18 7 2 2—- — 29 11.3 
$7,500-$9,999 Ww = 1 6 — 2 20 7.8 
$10,000-$11,999 11 3 — 4 —- 1 19 7.4 
$12,000-$14,999 8 2—- 1. —- — 11 4.3 
$15,000-$19,999 14 4 —- 4 —- 1 23 8.9 
$20,000-$24,999 1 - - 1 1 _ 3 1.1 
$25,000-$29,999 6 1 _- - 1 _ 8 3.1 
$30,000 and over 19 3 1 4 2 2 31 12.1 
Volume not given 10 4 —- = 1 1 16 6.2 

Total 157 41 8 33 6 12 257 100.0 


"Other includes ‘plumbing and heating,” 


classifications. 


electrical con 


tractor," 


and several who indicated more than two 





SOIREE a ee vi a eee 














ECAUSE. th t th Of the 283 deak vho replic |, 264, ) to $4,999 vearly in housewares: No Dealers Dealers 
final t nanufa /3.3 percent, said they sell electri 31, or 12.1 percent do $30,000 and Increased in 1953 127 48.1 
t I f t housewares iscwares, and 19, 6.7 percent, over a vear: and the largest group of Decreased “ 102 38.6 
ind th h nd use iid they do not. Reasons given for +, or 24.9 percent, average $10,000 Same 19 72 
then ELECTRICAI IERCHANDISING not selling electric housewares wer to $29.999 a vear in housewares No answer 16 6.1 
de thi to round out ou Specialize in musical merchandise, 2 It is interesting to observe how oe me 
] ] ] ] 1 0 
cect h IT narket studies fol pecialize in majors only, 4; specialize losely some of the information given 264 100% 
195 ig a mong a in commercial refrigeration, 1; special- by this dealer sampling dovetails with 
presentative group of dealer-sub ize in construction and contracting, 2 trends shown in the national sales How They Rank 
ib 1 an endeavor to get first lack of space, and out of traffic area, figures appearing in the preceding 
> ; 5 Lerma, Ce "5 A nse to our st for a ral 
and 8 n thi tail trade No reason Was given by two. Lhe I lousewares Market Review. R a ct : reque t ink 
ie Prorniusrtsx: ee “Searteas . ng of appliances according to sales 
QOuestionna vere mailed to a emaining five were dissatisfied. ‘Three l’or instance, in answer to the ques-  .. 9 j 
mr _ ¢9 7 | | é; i olume shows that toasters, steam 
ircfu lected group of 2000 ap said they had dropped housewares 1 tion “What electric housewares prod , 
ar a ae ca at sdie ' ax } irons, dry irons and standard mixers 
plian idio a I'V dealers, inviting ently because of trouble with whol ucts do vou sell?” steam irons lead, hare the lead in total mentions 
them to participate in the survey. A ilers over price structures, and two with 99.2 percent of the dealers sell- gy ~<a ipehcsieontie ca - 
. Gna “1 igen pyar ; . lable shows rankings indi 
total of usable replies were re gave up because price competition in ing them. Mixers, toasters, coffee- ] ' 

: é Fe at o. 5 idual products to tenth place, based 
turn Vhis is 14 percent of the origi their community was too keen, makers and fryers were among the next n unit sales reported by 225 dealer 
ial «omailin ind represents a_ fall All but 16 of the 264 dealers who five. as shown below: n unit sales reportec 225 dealers. 

impling of tail dealer operations cll electric housewares indicated the 
throughout th untry. It does not ize of their vearly volume. No Dealers % of 264 The Next Two Years 
n 7. cl velry, drug, and other fringe is Table I show s. 49. or 19.] per Product Selling Dealers Only 110 dealers answered the 
ut ent of the 257 dealers average $2,- Steam irons 262 99.2 question “What housewares item do 
Toasters 257 97.3 vou think will sell in greatest unit 
Mixers, standard 257 97.3 olume in the next two years?” And 
TABLE 2. Ranking of Ten Top Selling Electric Housewares Irons, dry 257 97.3 mly a small portion of these 110 
ain i Coffeemakers 253 95.8 listed applian in order of import- 
(Specified by 225 Reporting Dealers) HSted apphances . a 
P y P 9 Woftle irons 247 93.6 ince, consequently tabulation was 
Ist 2nd 3rd 4th Sth 6th 7th 8th 9th 10th All —" grills — pa made on the basis of total mentions: 
PRODUCT Place Place Place Place Place Place Place Place Place Place Others Total na 
Mixers, portable . 238 90.2 Total “a 
Toasters 4 4 #43 #30 21 «#15 «8 W 2 1 — 190 Clocks , 20 86.4 ii Ms be ws ae - 
n n 
Irons, Steam 62 51 30 12 9 6 7 4 4 FT 3 189 Heaters 225 85.2 _— — . 
lrons, total . 94 23.3 
Irons, dry Roasters 219 83.0 St 48 4 10 
eam r 
and unclassified 75 46 22 1 13 3 WY tot 5 4189 Irons, travel 216 ne a 122 
Mixers, standard «618 «22s 22:28 0s 24 OT BK DS a desk and bracket ell jena a ws ceils 3 
Coffeemakers 7 0 8 24 22 2 7 «+W 5 %$S 419 165 - — j ne ons Ceacinee 49 122 
n n w " 
Clocks 21 #17 #25 #22 #22 «+1 «1 6 6 2 W 157 nee ? = 16 Frvers 47 W7 
Mixers, portable ~ 5 11 15 16 7 8 7 12 1 26 138 Broilers 174 65.9 Coffeemakers 29 = 
Fryers, deep fat 4 A an a ae 9 16 14 8 29 138 Fone, kitchen ventilaters.. 174 65.9 Clocks . 24 6.0 
Sandwich grills - | 2 5 7 %7 WW 3 3 %2 47 2122 Sinton 166 629 Fans . 19 47 
Heaters - ] 2 5 9 8 12 9 W 1 47 118 Fans, hassock 157 595 Blankets 18 45 
Waffle irons = = 3 5 4 10 15 10 13 10 45 115 Fans, pedestal circulators.. 148 56.1 Broilers iB 2.7 
Fans, d. & b. 9 6 12 7 8 7 7 7 WW 23 108 Broiler-rotisseries 129 48.9 Broiler-rotisseries VW 
Shavers 3 1 7 10 7 7 5 ; 8 39 107 Others—egg cookers, corn poppers, hair ee ; oa 
Roasters s- §$ §$ Wtrtewtefrfetetite#sr,r wm dryers, hot plates 1.1 pamaconee sill . 29 
Blankets 2 a i 3 6 ox 3 7 4 2 5) 86 * One said “on order only” Blenders 7 1.7 
Irons, travel ] 4 4 - 2 1 - = 1 2 65 80 Heaters 5 1.2 
Broilers - | 1 —- 1 1 7; 3 ££ 4 2. Almost half, 127, or 48.1 percent, Waffle irons 4 1.0 
Blenders - - = ] - 5 2 59 67 of the answers to the question “Did Window fans 4 1.0 
Fans, window 6 2 2 3 3 3 3 6 32 6] vour business in housewares increase 
Broiler-rotisseries - - ] 1 1 1 - 3 2 3 43 55 yr decrease in 1953? were yes: Continued on page 252 
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Demonstrations increased 100%! And maximum results were Truckloads of Maytags and Tide moved out of Price’s during 


obtained because Price’s demonstrated their Maytags with Tide. the promotion period. Tide helped sales jump 100% in two months 
They got top performance — the cleanest, whitest wash possible . . —up to the record high of 854 washers sold. No wonder Price’s, Inc., 
with no soap film left in the washer or on the clothes. plans to continue using the proven Tide Promotion Plan! 





THIS IS THE TIDE PLAN... 
it Worked in Norfolk—It Can Work for You! 


Here are the terms: As a dealer, you can get 2. Use Tide to build traffic—offer a box of 
Tide at the regular Procter & Gamble Sales Tide to each prospect who comes in to 
Department prices* less a special advertising watch a washer demonstration. 


allowance of $1.75 per case (net cost to you : . 
; 3. Use Tide for demonstrations — vet top 


approximately $5.00 per case—minimum order - 
‘ performance from your washers. Tide gives 


5 cases). And with your Tide, you also get a 


colorful free display kit imprinted with the you a clean, clean wash . . . leaves no soap 


. film. Laboratory te rove it! 
name of any washer brand you designate. In um. Laboratory tests prove it! 


7: ; es 
retum, you agree to use all of the Tide you 4. Use Tide for displays —feature the Tide i 
order in any or all of the following ways: merchandise offers in your advertising and WASHDAY MIRACLE 
display Tide with your washers. CLEANEST 





1. Use Tide for bonus offers — offer a supply 


of Tide with the purchase of a washer Prices subject to change without notice. Shipped 


(minimum offer 's of case per washer sold). C.O.D., freight prepaid 











A Product of 
Procter & Gamble 





CLIP COUPON BELOW—ORDER YOUR TIDE TODAY! 


Box A 
Tide Home Laundering Bureau 


1429 Enquirer Building 
Cincinnati 2, Ohio 


lid 
is your best tie-in because... 
IN EVERY MAJOR BRAND OF 
AUTOMATIC AND WRINGER WASHERS, 
MORE WOMEN USE TIDE THAN 


ANY OTHER PRODUCT ON EARTH! 





Please ship us___________cases of Tide (minimum order 5 cases). We agree to use all 
the Tide on this order in accordance with the terms of the Tide Promotion Plan described 
above. 


Store Name 





Street Address 
City State 
Ordered by 

(Please check boxes below for promotion material desired. ) 


(_) Please send us at no cost, a washer promotion display kit containing wall posters, 
window streamers, and counter cards bearing the name of —_—_ ______swasher. 











Also include at no cost, the following newspaper mats for the purpose of advertis- 


ing our washer promotion. 


( 2 cols. x 3” ( )2cols. x 6” ( )8 cols. x 5” ( )8 cols. x 10” 


a 
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Motor Repairman 
Finds KLIXON Protectors 
Help Keep Customers Happy 


WESTBROOK, ME.: H. W. Virgin, head of the Stutz 
Electric Works, the largest motor repair shop in Maine, 
knows first hand how Klixon Protectors keep motors 


from burning out. 


“We handle thousands of repair jobs every year. We 
have found Klixon Protectors prevent motor burnouts 
and major repairs and keep our customers happy with 
fewer breakdowns. Our customers are now demanding 
Klixon protected motors in their purchase of new motors, 


as well as the motors serviced by us.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protector, illustrated, is built 
into the motor by the motor manufacturer. In 





Manual such equipment as refrigerators, oil burn- 
Reset ers, washing machines, etc., they keep 
motors working by preventing burnouts. 

If you would like increased customer-prefer- 

ence, reduced service calls and minimized 

repairs and replacements, it will pay you 
a well to ask for equipment with KLIXON 


a 





Protectors. 


SPENCER THERMOSTAT 
Division of Metals & Controls Corporation 
2501 FOREST STREET, ATTLEBORO, MASS. 





LIxO 


ee eat 
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How 264 Dealers Sell Housewares 





\\ indow displays, newspapel adver- 
ag mailings are the thre , 
tising and mailings are the three pop 
ular types of advertising media used 
by dealers 


No. Dealers % 264 Dealers 


Window Displays 245 94.2 
Newspapers 209 80.4 
Mailings 139 53.5 
Radio 65 25.0 
Mov:e theatres 23 8.8 
Te'ev.s on 13 5.0 

Almost thre quartel 74.2 per- 
nt 196 s tic-in with manu- 
ictur¢ | on the nationalh 
1 n brand vhien thie set the op 

tunity. 

Demonstrations 
Less than half (47 percent) or 124 


lecalcrs employ live demonstrations in 
heir stores to sell electric housewar« 
+) dealers, (53 percent) said they do 
t Of the 124 dealers who us 
lemonstrations, only a fifth, or 2 


5 


dealers said that thev had found 
that this method of selling increases 
Increases Sales No. Dealers Percent 
“A great deal” 25 20.2 
‘Some 77 62.1 
“Very little’ 22 17.7 
124 100 
I'ree trial offers were not very popu 
lar with dealers who answered ou 
juestionnaire Only 97 dealers said 
they had tried free trials, ‘Whe balanc« 
ither failed to reply or said thes 
haven't tried them. 
Products free tral included 
No. Dealers 
Products Mentioning 
Shavers 35 
lrons, steam 25 
Mixers (all types 17 
Fryers 10 
Blenders 4 
Coffeemakers 3 
Toasters 3 
Blankets 2 
Heaters 1 
Only 69 of the 97 dealers who said 
they have used free trial offers gave 
percent that resulted in final sales. 
centages that were given ranged 
the way trom zero to 100 percent, 
th the largest number, 29 dealers, 
ing that from 75 to 90 percent of 
trial offers resulted in final sales 


he next largest group of eleven said 

m 95 to 100 percent of their merch 
indise taken on trial staved sold; eight 
iid final sales resulted in from 50 to 
0 percent ot the offers; and eight 
reported no luck whatever with this 
f merchandising. The re- 
maining 13 dealers netted only from 
me to 35 percent in final sales. 


mecans oO 


Premium Deals Unpopular 


Gimmick and premium deals of 
fered by manufacturers were not very 
popular either. Only 90 out of the 264 
dealers said thev use them. Related 
equipment of the kitchen tool variety 
was reported as the best type pre- 
mium. “Free oil with frvers’’ and 


CONT!NUED FROM PAGE 246 





“ironing boards with irons’ were 


ited by several dealers. 


Discount Competition 


\lmost 70 percent of the 26+ 1 
porting dealers said they have discount 
house competition in their com 
munitv; 183 dealers (69.3 percent 
uid “yes”; 17, or 6.4 percent said 
no”: 64 didn’t answer. 

\bout 112 dealers gave morc than 
ne answer to the question “How do 

yu fight it?” Only 47 dealers said 

they combat discount competition by 
meeting price “Stressing 
“ouarantecing satisfaction”, elling 

reputation” were most popular 


means given for bucking this type com 
petition, and got 81 mentions. Figh 
tecn said they “don’t” or “cannot” 
fight it; five said they take trade-ins; 
two run monthly sales specials on a 
ingle item: one gives green trading 
tamps but holds to the full price; and 
three said thev’ve closed out bran 

iscounters in_ their m 


| 


Repairs 


More than one method of repairing 


vas mentioned by 228 dealers who re 
ur housewares: 84.1% is done in th 
ers’ own shops: 58.1% is sent 

utho «ds servi stations; 1] 

th utside service station 


Comments and Complaints 


We also invited constructi g 
stions for improving the housewar 
yusiness and eny complaints. Fift 
two dealers availed themselves of thi 
invitation. ‘The majority wer ym 
plaints about price cutting by di nt 


houses, emplovee discounts, the a 
carance of catalog houses and sup 
markets in the housewares busines 
nd the fact that wholesalers and « 


ibutors have several sets of pric 


These complaints can be summed u 
the following sentiment expressed 
the majority of dealers: ““Manufa 

t hould stop price cutting of all 

nds and p omote, or give up Fa 
rad \s things stand, the price 
structure of the whole industri 
farce.” 

Several of the dealers said thev we 
tradually lowering their houseware 
inventory, or had reached the point 


vhere they carry only a token line t 
ecommodate their major applian 
ustomers. Others said they carn 
small line of housewares but mak 
ittempt to promote it. 
Constructive ideas included 

tions for ‘“‘more cooperative advertisin 
campaigns between manufacturer an 


dealer’; “good demonstrations and 
store display plus prompt service’’. and 
‘a sales training program to teach 
salesmen to talk advantages of thy 


appliances, not price’: “makers of 
well-known brands should appoint 
selective dealerships and distributor 
ships to make it worth a dealer's whilc 
to promote and sell their brands—as 
things now stand housewares can only 
be a sideline with most specialtv 
dealers.” ~ End 
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When you SELL | 
CALCINATOR 


AUTOMATIC HOME DISPOSAi UNIT 
“2, You turn your neighborhood garbage 
‘<:) problem into a real “gold mine’ when 
+4 you display and sell CALCINATOR, the 
automatic home disposal unit that gives you more 
MERCHANDISING EXCLUSIVES than any other 
home incinerator on the market regardless of 
price. 
THE ONLY FULL LINE — GAS, ELECTRIC 
AND LP GAS MODELS «- UL AND AGA 
APPROVED - GOOD HOUSEKEEPING 
SEAL OF APPROVAL e 5 YEAR WAR- 
RANTY « APPROVED BY CANADIAN 
STANDARDS ASSOCIATION 


Distributed in Canoda by SPARTON OF CANADA 


CALCINATOR CORPORATION 
28th & WATER STS., BAY CITY, MICHIGAN 
17 years experience building the world’s finest home incinerators 


-—<— Or er SEND FOR FULL INFORMATION ——————— 


7 
| Calcinator Corporation | 
28th and Water Sts., Bay City, Michigan 
| Gentlemen: Please send literature and full information on CALCINATOR | 
| NAME___ alae | 
| streer___ | 
| CITY a nae, ZONE STATE_ c \ 
Ribhitivnk Wine eebainenentnsia enix ebnw ed pene Ge ale dan aban i 
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APPLIANCE MARKETS by REGIONS 


Sales figures reported by 224 utilities show that there were increases in sales of air 
conditioners, automatic washers, electric ranges, food disposals, radios, dryers, tele- 
vision and vacuum cleaners in 1953, with a slight increase in number of dealers 


On the following pages, ELECTRICAI 
MERCHANDISING presents in tabular 
form the results of its tenth annual 
urvey of appliance, radio and _ tele 
vision sales; the degree of saturation 
or “public acceptance” of various 
products; and the merchandising poli 
cies of a majority of the nation’s 
utility companies. 

In this 1953 survev, 224 utility 
(companies serving 34,769,344 residen- 
tial and rural customers (79.8 percent 
of the 43,580,000 total of such cus 
tomers now being served) report the 
number of customers on their lines; 
annual kw.-hr consumption per do 
mestic meter; the estimated unit sales 
of appliances in their respective areas; 
the number of dealers serving their 
territories and their own merchan 
dising plans. The data are broken 
down into reports covering the nine 
major geographical regions of th 
country, while the table shown on the 
opposite page is a condensed national 
summary of the nine regional reports 

In the national summary tabk 
opposite, unit sales of appliances bi 
regions have been reduced to. sales 
per 1,000 customers served by the 
powcr company erving the region 
Actual sales of major appliances, radio 
ind television in units for each utility 
ind region are shown in the tables 
upon the succeeding pag 

On the basis of the utilities sak 
reports, the vear 1953 showed an in 
crease in sales of room air condition 
ers, automatic washers, electric ranges, 
food waste disposals, radios and tel 
vision, drvers and vacuum cleaner 
Sales of conventional washers. ironers. 
refrigerators, and water heaters went 
down, while freezers and dishwashers 
remained approximately the same 


Sales in 1953 


Refrigerators. There was a 5.95 per 


cent decline in sales of refrigerators 
in 1953, on the basis of 159 utilities’ 
sales reports. The figure was 79 per 


thousand, as compared with 84 for 
last vear. Projected nationally, sales of 
refrigerators would have been 3,442, 
860, as compared with 3,553,754 in 
1952. Only regions to show gains were 
the South Atlantic and Pacifi 

Electric Ranges. A total of 177 utili 
ties provided range sales which showed 
sales of 28 per thousand—an increas 
of 16.7 percent over last vear’s 24 per 
thousand figure. Projected nationally, 
it would come to 0 
is compared with 1,015, 
Regions showing an increas 


wy. 


250 tor 1953 
358 for 1952 


were New 
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England, East North Central, South 
Atlantic, and Mountain 


Water Heaters. Data from 175 utili 
ties reflects a drop of 6.2 percent in 
sales of water heaters. The figure for 
1953 is 15 units per thousand, as 
compared with 16 units per thousand 
last vear. Projected nationally, it 
would mean 653,700 water heaters 
sold in 1953 as compared with 676,- 
906 for the preceding vear. Only in 
creases were in the East North Cen 
tral and Pacific regions. 


Home Freezers. On the basis of 157 
utilities’ sales figures, consumption of 
home freezers remained about the 
same in 1953 as it had been in 1952 
The figure was 18 sales per thousand 
customers. Projected nationally, it 
came to 784,450—slightly above the 
761,519 projected for 1952. As ex- 
pected, there was a heavy drop on the 
West Coast 


Room Air Conditioners. Biggest change 
in total sales was reflected in air con 
ditioners which almost doubled during 
1953, on the basis of 123 utilities re- 
ports. Sales were 22 per thousand, as 
compared with 12 per thousand in 
1952. Projected nationally, it would 
come <o 958,770—contrasted with 
507,679 in 1952. Every region except 
the Mountain and Pacific regions 
showed gains, the biggest in Middle 
\tlantic and East South Central. 


Washers-Automatic. Figures from 145 
utilitics show a nearly 20 percent gain 


in sales of automatic washers in 1953 
Per thousand, it comes to 43, as com 
pared with 36 the vear before. Pro 
jected nationally, it comes out 1,873,- 
960, as compared with 1,523,038 the 
vear before. Each of the nine regions 
reported gains in sales of this product. 


Washers-Conventional. While sales of 
automatic washers increased during 
1953, sales of conventional washers 
showed a corresponding decrease. 
Sales were 15.8 percent under 1952, 
on the basis of 135 utilities’ figures. 
Per thousand, it came to 32 in 1953, 
38 in 1952. Projected nationally, 1,- 
394,580 washers would have been 
sold, as compared with 1,607,651 in 
1952. Only gains in sales of conven- 
tional washers were recorded in the 
South Atlantic and Mountain areas. 


Ironers. Of the 135 power companies 
reporting sales of ironers, the figures 
show 5 per 1,000—down 16.7 percent 
trom 1952’s figure of 6 per 1,000. 
Projected nationally, it would come to 
217,900 as compared with 253,540 in 
1952. ‘The mountain states were the 
only ones to show an increase in sales 


Clothes Dryers. A total of 157 utili 
ties reported 12 unit sales per 1,000 
customers for 1953, as compared with 
9 in 1952—representing a 33.3  per- 
cent increase. Projected nationally, it 
would come to 522,970. Only the 
Middle Atlantic region decreased. 


Vacuum Cleaners. With only 103 
utilities reporting sales on this prod 





NUMBER OF DEALERS 


(1953 Figures from 181 Co.'s) 





Dec. Dec. % Will 
No. Cos. 1952 1953 Change Will Not 
16 New England 3,613 3,442 —4.73 New England 18 4 
21 Middle Atlantic 18,112 17,257 —4.72 Middle Atlantic 1 VW 
26 East North Central 14,978 16,632 +11.04 East North Central... 17 12 
20 West North Central 6,138 6,456 -+5.18 West North Central 19 8 
18 South Atlantic 11,532 11,786 +2.20 South Atlantic 10 9 
12 East South Central 3,663 3,628 — .96 East South Central 3 9 
19 West South Central 6,758 7,102 +5.09 West South Central 6 14 
24 Mountain 3,457 3,501 -+1.27 Mountain 6 22 
25 Pacific 7,224 7,142 —1.14 Pacific 4 4] 
181 Total 75,475 76,946 +1.95 Total 94 130 


UTILITY MERCHANDISING 


(Plans for 1954) 


(42.0) (58.0) 








uct, it would not seem possible to 
draw anv valid conclusions. However, 
the utilities reported a 43.8 percent 
increase in vacuum cleaner sales. It 
would come to 46 per thousand, as 
compared with 32 in 1952. This high 
percentage increase conflicts with 
manufacturers’ figures in this issue. 


Dishwashers. Little change was _ re- 
flected in sales reports from 134 utili- 
tics. For 1953, the figure remained 
at 5 unit sales per thousand custom- 
ers. Projected nationally, it would 
come to 217,900. 


Food Waste Disposers. A slight in- 
crease was recorded in sales of these 
products, according to 127 utilities’ 
reports. Projected nationally, the fig- 
ure would be 261,480 units. Increases 
were reported in New England, 
Middle Atlantic, West North Central, 
South Atlantic and West South Cen- 
tral regions. 


Radio. With only 92 utilities report 
ing, radio sales jumped 15.1 percent 
in 1953. The figure went up from 
86 per thousand to 99 per thousand 
Projected nationally, the figure would 
be something like 4,314,500 sets in 
1953, as compared with 3,638,367 
projected for 1952. 


Television. With 118 utilities report 
ing, the results showed 135 sales per 
thousand customers—an increase of 6.3 
percent over the previous year. Pro- 
jected nationally, it would come to 
5,883,380. Biggest increases were 
shown in areas where new TV sta- 
tions opened up in 1953, while de- 
creases were recorded in such satu- 
rated areas as New England, East 
North Central, and Pacific regions. 


Other Summaries 


\ slight increase in number of 
dealers was reported for 1953, Of the 
181 utilities listing dealers, there was 
a total of 76,946 as of December, 
1953. This compares with 75,475 re- 
ported by the same utilities in 1952. 
Decreases in number of dealers were 
reported in the New England, Middle 
Atlantic and Pacific regions. 

Number of utilities contemplating 
merchandising activity for 1954 re- 
mained about the same as for 1953. 
Of the 226 utilities indicating their 
plans, 130 said they did not plan to 
merchandise. This was 58 percent of 
the total. Only 42 percent said they 
intended to engage in merchandising 


for 1954. 
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Electrical Appliance Market Data—NATIONAL SUMMARY 
























































7 
ESTIMATED UNIT SALES OF APPLIANCES, RADIO & TV IN 1953 PER 1,000 CUSTOMERS | REPORTING 
ESTIMATED | NUMBER UTILITIES PLANS 
NUMBER | CUSTOMERS en ———— — OF ON MER- 
STATE REPORTING; (Domestic DEALERS CHANDISING 
UTILITIES | & Rural) Electric Room Food Tele- SERVING IN 1954 
| Dec. 31,1953 | Refrig- Electric Water Home Condi- Auto. Conv. Ironers Dryers Vacuum Dish- Waste Radio vision ee ee 
| erators Ranges Heaters Freezers tioners Washer Washer Cleaners washers Units Sets Sets will 
| | will Not 
| eS 
— | T — T —-— + ————$- —__—_-—_-——— aa ~ — eS 
Maine a ioueakwne siete 3 239,700 48 19 20 5 2 10 20 2 2 19 1 1 41 300 581 2 1 
New Hampshire } 2 128,500 | 32 18 18 6 4 18 15 1 4 6 3 2 220 2 
in easienasecnes 2 78,450 | 9 6 3 2 os 4 14 1 1 8 1 1 an 121 1 1 
Massachusetts 8 1,323,283 | 67 27 9 7 14 33 18 2 5 24 3 3 102 144 1,728 7 1 
Rhode Island 1 14,600 40 54 34 7 5 12 28 6 B 21 5 4 21 70 22 1 os 
Connecticut. ... 6 596,621 56 28 19 11 5 44 21 9 13 29 9 7 103 151 942 5 1 
New England .......... 22 2,381,154 58 26 13 a 11 32 19 4 7 24 5 4 99 150 3,614 18 4 
ee — -~ - a _ — + —_— = 
New York 4,185,251 61 12 5 6 25 33 10 2 5 19 3 1 129 116 7,425 3 5 
New Jersey 4 1,474,526 64 30 30 23 3 30 30 4 - 24 4 oa ; 14 2,750 2 2 
Pennsylvania 10 2,671,794 80 31 19 22 19 37 64 6 17 37 4 3 95 188 7,182 6 4 
Middle Atlantic.:.:.. oe 22 8,331,571 69 20 12 13 22 34 27 4 10 70 3 2 122 142 17,357 1 11 
Ohio 9 2,100,584 81 36 16 19 b 41 38 S 26 46 4 7 128 125 4,307 4 5 
Indiana 5 739,748 65 35 28 16 11 30 48 2 32 27 2 2 55 183 2,403 3 2 
Illinois 5 2,132,588 42 10 6 7 14 19 21 3 11 59 3 6 68 73 5,043 3 2 
Michigan 6 1,684,455 85 22 16 21 H 81 60 15 27 147 8 15 36 178 3,262 3 3 
Wisconsin 4 690,390 33 27 22 16 1 24 21 6 16 52 4 3 64 2,617 2 
East North Central...... 29 7,347,765 65 24 15 15 10 38 29 7 21 54 5 g 75 114 17,632 17 12 
Minnesota 4 661,739 65 19 17 18 2 19 32 7 11 18 2 2 31 36 1,770 4 
lowa 6 525,136 36 19 18 17 . 20 17 4 14 24 4 5 38 121 2,076 5 1 
Missouri - 830,873 99 25 10 23 31 31 22 a 16 32 4 6 50 262 2,168 5 3 
North Dakota 1 39,600 45 51 53 83 ES 10 13 13 53 16 20 6 48 202 | 510 os 1 
South Dakota 2 46,998 66 38 Q7 19 5 23 17 7 28 17 4 3 35 oa } 443 2 
Nebraska 3 174,800 70 35 13 23 22 44 53 a 22 os 3 3 77 149 740 2 1 
Kansas... 3 196,565 68 24 4 28 30 45 24 6 14 36 46 6 95 584 1 2 
West North Central... . 27 2,475,711 70 23 14 22 17 27 25 7 15 26 a 5 AR) Ree a 
Delaware.... 1 65,000 38 18 - 8 18 38 28 6 9 46 4 2 28 69 100 1 
Maryland 3 586,860 90 28 17 20 19 16 30 3 6 55 5 5 53 65 478 3 - 
District of Columbia... ...... 1 265,405 121 24 4 16 74 66 22 7 15 61 12 18 263 208 275 1 
Virginia 2 936,000 ; 48 29 = 1 v < 10 e 2 a ¥ erm 3,109 2 
West Virginia 2 213,906 63 24 5 24 3 Q7 71 3 9 65 3 3 59 45 452 2 - 
North Carolina 2 807,000 132 83 42 17 6 32 33 1 3 3 , 40 2,850 1 1 
South Carolina 1 130,000 108 53 31 15 ‘ 38 42 8 2 - 8 6 ; 154 250 1 
Georgia 3 533,463 133 8 17 18 32 67 106 5 - 38 12 2 124 35 2,000 2 1 
Florida 4 660,427 120 60 37 14 38 42 29 2 3 12 4 2 131 156 2,272 1 3 
South Atlantic... ...... 19 4,198,061 | 114 55 27 17 25 40 48 3 6 40 7 5 118 110 | 11,786 10 9 
+> + + —- _ — = a a —EE ant a —_ 
Kentucky.... 3 403,105 | 115 66 19 23 G 20 88 3 7 19 3 3 109 67 1,125 1 2 
Tennessee. ... oe, 6 372,889 96 54 2 20 77 56 44 8 8 57 11 6 105 222 =| 603 - 6 
Alabama. 1 | 457,045 96 44 15 16 18 32 53 1 2 27 3 2 109 101 | 1,200 1 + 
Mississippi. . . . 2 199,178 87 15 2 18 39 21 19 1 3 3 2 1 53 95 | 700 1 1 
} } 
East South Central... ... 12 1,432,217 | 98 47 19 19 36 34 51 4 5 32 5 3 104 130 | 3,628 3 9 
ciate ‘ 4 +--+ 2 4 , , oe eee Es si <n a a... ae Mace EN ene 
Arkansas. . ++ 2 | 258,160 | 78 18 3 26 30 24 27 es 3 “s - ws 128 | 1,112 1 1 
Louisiana sven eel 4 516,138 | 115 6 3 29 52 67 53 3 5 36 7 3 167 160 | 1,616 1 3 
CDs nSiecs c esceeeees | 2 430,500 | 90 17 1 Q1 37 29 17 9 5 12 14 17 23 216 «| 1,120 = 2 
DAR coat eee ckecsecases } 12 | 1,792,862 | 100 19 3 35 16 71 35 5 8 33 8 4 136 192 | 3,754 4 8 
| 
West South Central... ..| 20 | 2,997,660 | 99 16 3 31 62 62 37 5 7 31 8 5 124 184 | 7,602 © 14 
. t | + eninge SS ee . . } ainsi - — 
| | | 
Wis ice iwcadncusers 1 | 110,300 | 66 50 14 27 1 48 48 11 18 23 5 5 82 45 | 696 = 
Idaho OR SASS 2 | 104,950 | 84 84 52 50 2 59 35 15 30 22 7 4 129 83 650 1 
Wyoming. ... haeate 3 | 17,994 116 55 12 26 4 41 98 11 21 54 25 22 135 160 | 56 3 ve 
Colorado...... Leteiaeen } 7 300,475 | 79 35° 12 25 12 34 56 9 7 37 7 5 70 94 675 2 4 
New Mexico. ..........5. 2 64,330 | 61 26 3 23 5 32 81 9 3 ne 2 2 se 65 87 2 
PR ics caseeceececw | 3 182,548 97 14 9 20 16 46 41 5 4 15 4 5 69 117) | 475 3 
WE eos ab cab paonnnien | 7 | 185,386 | 60 50 28 42 10 44 40 12 17 64 4 3 84 137 | 795 7 
WONG Soca sc re snasceus 3 27,450 | 40 34 29 27 53 13 27 Q7 67 13 93 _ 7 129 3 
Mountain. ........... 28 994,392 | 76 44 21 33 7 45 48 10 14 39 5 4 88 100 | 3,563 6 22 
+ tp 
Wie ics Soke sana 19 661,658 17 71 54 28 1 69 30 6 40 54 10 5 88 252 | 2,296 2 17 
Ce arias Asis ians & 520,734 | 92 95 49 52 wa 88 47 10 47 109 8 2 217 236 1,149 mm 8 
Gin aces saresas 18 3,428,421 | 88 14 5 20 4 69 29 7 12 38 7 17 87 113 4,987 2 16 
Nic. cccccwaueeKe 45 | 4,610,813 87 23 12 22 4 70 31 7 17 45 7 16 92 127 8,432 4 41 
i — —_—=— ———————E——EEEow : . = 
TOTAL UNITED STATES 7 224 | 34,769,344 19 28 15 18 22 43 32 5 12 6 99 135 81,905 94 130 
(159) (177) «(175)) (457) (923) (948) = (135) (135) = (157) )=— (103) (434) = (127) (92) (118) (207) 
| cos. cos. cos, cos. cos. cos cos cos. cos. cos. cos. cos. cos. cos. cos. 
4 ke S ‘= mail 2 ee é a a DEA A TAD eee ae | 
RE ES SEPT 3 11,130 17 21 27 6 a 21 21 5 13 21 6 5 ~ br 23 1 2 
British Columbia............ 3 257,039 | 151 36 28 30 3 13 55 2 3 60 1 -1 113 36 565 3 
Rs cikcaneccdcavavens 3 91,230 | 48 42 30 10 3 16 11 2 4 19 4 4 26 8 194 1 2g 
L 
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“stor-mor MOD 


ALL THE PRE-TESTED FEATURES THAT CUSTOMERS FAVOR 
IN THE FREEZER GUARANTEED TO OUTPERFORM ALL OTHERS! 


THE ‘’stor-mor’’ DOOR 


The Amana “stor-mor’ door. World’s 
most convenient home freezer door. 
Holds over 116 packages and cans 

. more than 80 pounds of food. 
(Model 19 


Adjustable food holders fit any stand- 
ard size food package, and hold 
them firmly in place. They are space 
savers, because they allow full 
storage. 


Features AUTOMATIC INVENTORY 
CONTROL ... the first package stored 
is the first package served. Eliminates 
the need for food records. 


Automatic, full-vision light that floods 
both door and interior. 


.. exclusive with. . THE ‘‘stor-mor’’ FREEZER 


@ Six fast freezing surfaces, including 


four fast freezing shelves, maintain 
“even zero” temperatures throughout 
the cabinet, and freeze large quanti- 
ties of food faster. All food is on, or 
right next to a prime freezing surface. 


All the food in the “‘stor-mor” freezer 
is 50% more visible, 50% more 
accessible. 


Full width design of the door and the 
cabinet permits easier accessibility. 


Compact design allows easy installa- 
tion in a small area, and the ‘‘special”’ 
hinge allows the door to be “just lifted 
off’ for easy clearance through nar- 
row passages. 


Plus a wealth of other exclusive Amana features that will keep Amana “‘first’” . . . and 
you, freezer headquarters for your neighborhood. 


Amana freezer franchise ... Guaranteed to outperform all others ... in product, 
in advertising, in merchandising, and in profits! 


po 
sures the dealer 
profit on every Amana 
freezer. 


AMANA REFRIGERATION, INC., AMANA, IOWA : 
WORLD'S LARGEST MANUFACTURER OF FOOD FREEZERS 

















Market Data by Regions 
| Average 
Number of Customers KW-Hour 1953 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 
NEW ENGLAND (Domestic) Consumption 
Dec. 31, Dec. 31, meer Room a ai 
1953 1952 Rehrig- Water ir Auto. Conv. Vacuum _Dish- 
(Estimated) (Actual) erators Ranges Heaters Freezers Condit. Washers Washers roners Dryers Cleaners Washers 
MAINE 
Central Maine Power Co 190,000 186,726 2,060 9,000 4100 4,500 900 ..... 2,200 4,300 300 350 2,500 140 
St. Croix Electric Co ee - 1,700 2,026 85 105 40 20 ee 10 80 10 8 20 2 
Bangor Hydro Electric Co ve 48,000 46,594 | 2,308 2,200 400 300 300 75 200 600 100 180 2,000 150 
NEW HAMPSHIRE 
Public Service Co. of N. H . 111,500 109,708 2,040 3,850 1,900 1,950 OOO nce 2,000 1,750 120 Be Severe. Soe eves 
New Hampshire Electric Co... 17,000 16,600 1,650 250 350 400 50 60 250 200 25 125 100 50 
VERMONT 
Green Mountain Power Corp 24,350 23,893 | ee renee SWae matte: ives: <eihawals teen, Cidedalt Seicaeeae oer ee 
Central Vermont Public Service Corp 54,1007 47,554 2,200 460 330 160 _. ee 210 775 60 40 440 35 
MASSACHUSETTS 
Brockton Edison Company 49,500 48,045 2,100 2,200 1,900 1,000 600 300 1,500 1,500 300 400 1,600 200 
New England Electric System*. .. . 655,000 631,707 1,625 48,000 20,000 6,000 1,900 6,000 15,600 11,000 700 2,500 11,000 1,200 
Cambridge Electric Light Co....... 31,246 31,275 Me ll wicseer seeacen ccieles eeeern oeeee Wereace. Pheueee, Sie, —Aweee eee IC es 
Boston Edison Co.... Sedat atta a 390,623 382,606 1,691 25,000 7,500 2,850 5,000 10,000 20170 7,300 900 2,000 14,000 2,080 
Western Massachusetts Electric Co.. 107,400 104,086 a eer ee SM. WEE 2ibee oxasGanecuede weeew SY Ga ence costes 
Fitchburg Gas & Electric Light Co.. 15,346 15,016 1,555 550 85 50 25 40 110 210 15 35 150 15 
Cape & Vineyard Electric Co...... 33,245 31,670 1,817 700 600 500 150 70 450 400 60 SO ews 50 
Lynn Gas & Electric Co... ....... 40,923 39,690 1,402 2,644 809 115 Wee Wilices 1,302 732 64 OF -sscscs, “cucrun 
RHODE ISLAND 
Newport Electric Corp... .. ~ 14,600 13,625 2,403 580 70 500 100 75 175 420 90 110 300 75 
CONNECTICUT 
Derby Gas & Electric Company.... 13,021 12,737 1,365 ya uae - eaeaain 1 ewan shrews makclalemeeen \abtaue ee eubios “44. Sa 
Connecticut Light & Power Co..... 241,400 232,182 2605 , 9,500 5,800 5,600 600 450 3,200 4,500 500 1,400 4,500 400 
Hartford Electric Light Co......... 88,000 85,428 2,580 6,000 2,900 1,000 1,600 1,300 6000 2,100 800 2,000 3,000 1,800 
United Illuminating Co... ........ 154,200 150,862 2,240 12,000 6,000 3,000 1,100 900 10,000 4,600 1,000 | ee 600 
Connecticut Power Co............ 84,500 82,194 2,500 5,000 1,400 1,500 3,000 400 6,000 1,000 2,700 3,000 5,000 2,500 
Danbury & Bethel Gas & Elec. Light 
Co Pate anaes oe 15,500 14,768 2,140 300 150 50 100 50 275 50 12 12 75 25 





* Controls Companies throughout New England, majority of which are in Massachusetts. 
t Dec. 1953 figure includes approximately 5,800 customers who were served at Dec. 31, 1952, by Public Electric Light Co.—merged in July 1953, with C.V.P.S.C 


(Ly) Figures from last year's report 














Average 
Number of Customers KW-Hour 1953 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 
(Domestic) Consumption 
mene ATT — te 
1953 1952 Refrig- Water Air Auto. Conv. Vacuum Dish- 
(Estimated) (Actual) erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers 
NEW YORK | 
Central Hudson Gas & Electric Corp. 94,700 91,678 a Beer ee ee) I ooo. alg, . coaabhea) Catala. asia ME oisehe gates 
Rockland Light & Power Company. . 39,400 38,690 1,725 2,000 200 200 100 100 400 700 75 60 500 60 
Dept. of Public Utilities, Rockville 
INE fu tis steal eg ek ee Dalat 6,797 6,670 De 2 iveverd. seewae Cahies Caeweat ) Seba EmeReee “S0bR eR Caweate eaaibne “omuetae:! saieee 
Long Island Lighting Company..... 376,000 348,907 RR eer I IE Sia laser” amiga eracarratay 2 tendistngies. “Nialip aia toe diaetie, Oe ie Rama cae aes ang 
Rochester Gas & Electric Corp..... 155,930 152,364 2,232 13,500 3,500 2,000 2,000 1,000 2,500 2,000 600 2,200 4,000 300 
Niagara Mohawk Power Corp...... 847,924 830,887 2,391 53,128 21,238 7,410 8548 3,468 20,276 18,170 2,962 9,362 12,816 4,106 
New York State Electric & GasCo.. 349,500 340,023 | 2,490 17,000 6,800 5,000 6,000 ..... ae TOD OOD -kcicec sceces 
Consolidated Edison Co. of N. Y, 
Sis wrnaes OA EY Pore cee eee 2,315,000 2,290,191 1,302 140,000 9,000 1,500 6,500 80,000 90,000 11,500 4,300 7,600 250,000 4,000 
NEW JERSEY 
Public Service Electric & Gas Co... 1,080,000 1,061,834 ME.” T ctcncaiiee: AWeawee. Seace ow UNe Warne) <abeea eh eae i Ci aes ee ok 
Jersey Central Power & Light Co... 170,000 161,544 2,294 | 10,800 3,350 3,975 2,000 ..... 5,800 5,100 800 1,075 4,150 810 
New Jersey Power & Light Co..... 80,526 77,421 | 2,602 3,600 2,600 2,200 GOO ..es. Cee -dsswen 200 aoe 150 
Atlantic City Electric Co.......... 144,000 136,581 | 2,500 11,000 6,000 5,000 6,500 ee WIE visteepens.  ceetedi 
PENNSYLVANIA 
Northern Pennsylvania Power Co... 32,456 31,914 2,115 2,015 1,140 850 aa ree 110 ee 105 
Pennsylvania Power Co., New Castle 68,100 65,756 2,820 4,700 2,300 1,250 1,050 ..... 2,300 3,400 700 2,050 1,500 200 
Philadelphia Electric Co. System. . . 793,340 766,967 2,282 TSB00 16000 10,000 17600 FOO  .cccce  cceece coves oo eee 4,000 
Pennsylvania Power & Light Co., 
eo ais dine oud hairs 482,500 471,151 2,200 40,000 26,500 20,000 17,000 4,000 19,000 30,000 2,500 9,500 ...... 2,700 
West Penn Power Co............. 302,200 296,455 2,550 |, 17,500 8,600 6,500 4,600 850 6,800 15,800 1,700 5,200 6,250 550 
Luzerne Electric & Gas U. G. I. Co.. 41,000 40,300 1,450 2,000 600 550 . Pee 500 400 100 50 500 100 
Duquesne Light Co.............. 379,000 371,865 | 2,055 32,000 6,400 1,000 5,200 6,000 19,600 32,000 3,500 8,500 21,000 1,100 
Metropolitan Edison Co.......... 196,560 191,676 2,630 Soe. Fee need iwinice. sesade ceen% i Sesece. Leaeene 
Pennsylvania Electric Co.......... 294,000 288,789 2180 | 21,570 10,450 4,640 5,740 800 10,490 18,640 2,020 5,470 ...... 1,130 
Scranton Electric Co..........008- 82,638 82,563 Seem. |. «vente 2,500 We shone. Sebeon \eeuees” “ae bee Sse” mae. eal? aaaines 
Note—{1) Not Permitted. (Ly) Figures frora last year's report. 
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Food Food Dealers Did Co. 
Waste Radio TV Refrig- Water Room Auto. — Conv. Vecuum Dish- Waste Serving Merchandise _ Plan to 
Disposers Sets Sets erators Ranges Heaters Freezers Condit. Washers Washers froners Dryers Cleaners Washers Disposers Radio TV _Tertitory in 1953? _in 1954? © 
Mae wseuwees, . dvcedense anes ree OR cles Geis eee SAR: Ramee COTE e: EROS (aaa ee. Ginte sama Gin Ss 425 Yes Yes 
5 80 20 98 25 20 — er 5 85 10 5 95 1 2 100 5 6 Yes Yes 
150 2,000 15,000 85 25 15 5 2 30 75 20 10 95 10 10 95 30 150 No No 
At ee ee es DS igen Tega: Deke Mewea ceeeeen ieuean Rosine! SSE et ...- ((Ly)170 Yes Yes 
25 75 50 Oe  Sises “pees 25 ME. awh, Bera Weta Ee thee “eee ates 50 Yes Yes 
Sioa OH Deedee Belle ere ; a , a Sas pone eek ae No No 
20 . Se et en ees 8.7 a on il OF 2.5 contre ee 121 Yes Yes 
400 2,500 7,500 87 38 17 13 2 25 83 26 > 80 4 3 98 70 75 Yes Yes 
1,000 50,000 100,000 90 19 4.5 2.1 1.4 165 68 3.1 i 2.4 1.4 100 75 1,000 Yes Yes 
: ; ae male oles na eiteaore ath doe ae) glo el megiehies 4 Wrenn (mies) cre kateatine Wate atts see 14u¥) SO Yes Yes 
2.010 61,000 51,300 88.2 16.7 45 5.4 4.9 22.2 59 9.8 2.1 62.6 2.8 3.1 100 72.1 417 Yes Yes 
— sc aamteene eG ats 36 6 . Se ere er ee ee Rswcns Peete mene: Maleate eeartere 136 No No 
20 250 900 72 5 3 2 2 paianel 80 10 1 88 2 2 98 65 15 Yes Yes 
20 Ryeteten . 94 46 19 6 ee 18 55 2 90 5 1.5 +100 40 35 Yes Yes 
86 0 ewer ay Pere Pg 1a ze cea” -eetaeen eS Sees Agi. etek Ree bial Yes Yes 
60 300 1,000 82 50 22 7 3 12 68 4 5 80 4 3 95 65 22 Yes Yes 
es ; F Sates & gnc acces . Deion! Veciea = ras ; aa eee ; Yes Yes 
225 Ser ‘ 90 24.1 14.8 2.3 8 10.5 67 8 1.8 85 2 1 99 ee 600 Yes Yes 
2,000 15,000 18,000 96 33.8 13.6 69 2.6 37 62 13.6 6.2 91 18.9 11.5 +100 70 112 Yes Yes 
. scat 18,000 95.7 25.3 10.7 4.4 1.4 32.2 52.3 8.3 2.4 ek a eons eee i, 205 No No 
700 4,000 15,000 90 22 8 8 1 35 50 21 5 80 5 2 +100 70 ; Yes Yes 
10 300 500 85 55 30 10 2 30 85 3 1 85 5 2 90 10 25 Yes Yes 
PRESENT SATURATION (Percent) 
—- : = = : $$ $$ ——$_$________—_ No. 
Food Room Food Dealers Did Co. 

Waste Radio TV Refrig- Water Air Auto. Conv. Vacuum _Dish- Waste Serving Merchandise Plan to 
Disposers Sets Sets erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers Disposers Radio TV Territory in 1953? in 19547 
— re TT pnw 28 eo! @ 5a ORR re a ne ee ee ee ere 230 No No 

25 sare , 92 1 1 12 1 24 64 10 5 87 5 Kcnea: oe 68 110 Yes Yes 
Stans 98 25 5 10 25 40 50 20 15 95 5 - 100 90 (Ly) 25 No No 
dotted ads ark aaity el eres: 16 4 Eee ana Gs! Sanco eee: cerainens Pace) ee) REE HOSE Tene eee 300 Yes Yes 
500 10,000 8,000 93 19 9 13 2 31 63 4 5 95 3 4 +100 69 500 Yes Yes 
2,506 43,192 82,100 86.1 26.6 11.7 10 2 19.7 59.7 59 3 70 3.3 3 99 73.6 2,060 No No 
vera 20,000 45,000 89 26 11 11 poate 14 awe 5 4 ie ga sr 95 45 1,000 No No 
600 400,000 290,000 89 Se -Akwes > We Ake Shea, seamen V2 eee Mes sewctens +100 86 3,200 No No 
eee ; Es ee re papain ences sued, “Gannaate, "dtee Ran 0 ween. eames icvoe: MSaeuc ewes? cele ms 2,000 Yes Yes 
(1) 12,500 94 18 16 T° 2 ierilctgn> “samen, canta Ligeadert > Salaiirena lt Wietecnas ; Ee Reeeehere 95 72 225 No No 
nee hie sats 92 31 22 12 1 19 50 11 6 60 5 1 98 50 150 No No 
Sone Oe 47 29 10 1 sain Galatea Stet 6 arate manele tare be eT ae 375 Yes Yes 
\ a 5,740 90 38.4 23 CR .. swenx re 3.2 See wie are 2 a sae rr 48.9 167 No No 
100 ‘ 9,000 90 34 14 10.5 male 14 75 22 10.5 70 1.6 | Si 49 1% Yes Yes 
1,000 ‘ 170,000 80 20 11 - * Ane <_- 70> 3 5 _ er .2e+e 4100 89 1,825 Yes Yes 
1,700 ene 80,000 90 39 18 16 1 19 75 9 D.- samen 4 . ee 48 1,370 Yes Yes 
375 17,500 32,000 93.5 32 15.5 10.5 io 18 79 15.5 8.5 89.5 3 3 +100 73.35 900 No No 
100 eee ee 75 16.5 | aa Cuieicer “die Aenea (eeeee\. “ameter. peaianats ; Seay Mra 70 Yes Yes 
2,400 50,000 80,000 98 23 7.3 6.7 2.8 20.5 86.6 18.5 6.7 93 2.3 3.7 +100 85 1,200 No No 
ss ‘ease tlatnen eee as 93 35 22 sg a amc Chic ee ee 6 Budtas « Pee yA ae 575 Yes Yes 
25,140 65,630 82 34 15 11 1 17 80 +3 6 aie sins 2 eee 97 60 800 No No 
wen Ope iee serdar 30 6 Sa at ee ee es ee ee ee ee ee ee 100 Yes Yes 
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Electrical Appliance Market Data by Regions ‘Continued 





Number of Customers 
(Domestic) 


SOUTH ATLANTIC 


Average 
KW-Hour 


Consumption 


1953 SALES OF 


ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 








Dec. 1, Dec. 31, Room 
1953 1952 Refrig- Water Air Auto. Conv. Vacuum Dish- 
(Estimated) (Actual) erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers 
DELAWARE 
Delaware Power & L nt ¢ 
(Northern Div 65,000 62,405 2,140 2,500 1,200 500 500 1,200 2,500 1,800 400 600 3,000 250 
MARYLAND 
Consolidated Gas, Electric Light & 
Power ( of Baltimore 394 360 380,208 1,850 38,000 6,200 5,450 6,350 9000 < 11,700 —> 400 2,000 21,700 2,000 
Potomac Edison Co 127,500 123,259 2516 10,500 7,100 3,600 4,100 800 2,900 8,000 600 1,000 
Delaware Power & Light Co. (So 
Div.) 
Eastern Shore Public Service Co 65,000 59,754 1,800 4,100 3,200 1,800 1,500 1,400 2,400 2,200 600 650 3,700 350 
(Md.) : 
Eastern Shore Public Service Co 
(Va.) 
DISTRICT OF COLUMBIA 
Potomac Electric Power Co 265,405 257,636 2,418 32,170 6,370 1,090 4,340 19,600 17,010 5,950 1,820 3,990 16100 3,290 
VIRGINIA 
Appalachian Electric Power Co 411,000 400,877 2115 30,000 13,300 600 4,100 
Virginia Electric and Power Co 525,000 499 400 2,650 15,000 14,000 ..... 
WEST VIRGINIA 
Monongahela Power Co 177,306 174,506 +525 11,250 4,050 700 4,200 475 4,800 12500 500 1,250 11,500 500 
Wheeling Electric Co 36,600 35,974 1,850 1,000 BP weews 70 600 
NORTH CAROLINA 
Carolina Power & Light Company 314,000 295,801 3,050 31,500 22,000 8,500 5,600 1,951 6,000 10,500 300 415 800 
Duke Power Co 493,000 474,000 3,450 75,000 45,000 25,000 8,000 ..... po a: ee er ae 
SOUTH CAROLINA 
South Carolina Electric & Gas Co 130,000 122,708 3,050 14,000 7,000 4,000 2,000 5,000 5,500 1,000 300 1,000 
GEORGIA 
Savannah Electric & Power Company 44 000 41,356 2,650 3,000 2,000 2,000 1,000 1,000 1,000 1,000 200 500 1,000 200 
Georgia Power & Light Co.. 27,463 25,546 2,767 3,435 1 o70 600 565 520 925 1,475 50 50 150 50 
Georgia Power Co 462,000 440,478 2,985 64,380 37,555 6,260 8,235 15,340 33,645 54,285 2,200 3,620 19,430 6,200 
FLORIDA 
Tampa Electric Company 92,000 87,906 7.379 10,000 5,800 2,500 1,500 1,500 4,800 4,400 150 sO. : 200 
Gulf Power Company 59,927 54,451 2,867 6,630 2,190 1,800 600 700 600 400 150 150 700 150 
Florida Power Company 138,500 127,038 2,548 12,360 6,720 5,400 1,140 615 2,535 4,285 200 240 1,150 400 
Flarida Power & Light Co 370,000 335,651 2,750 50,000 25,000 15,000 6,000 22,000 20,000 10,000 1,000 1,500 5,000 2,000 
? (D C. and Md.) 
Average 
Number of Customers KW-Hour 1953 SALES OF 


ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 





Domestic) Consumotion 
CENTRAL Dec. 31, Dec. 31, Room ; ‘ 
1953 1952 Refrig- Water Air Auto. Conv. Vacuum Dish- 
(Estimated) (Actual) erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers 
KENTUCKY 
Louisville Gas & Electric Company 139,000 133,874 2,175 rrrr 1,650 
Kentucky & W. Va. Power Co 78,800 77,315 1,700 4,500 1,500 ; 186 ; 700 vin: Decay 
Kentucky Utilities Co 185,305 179,115 2,003 21,308 12,940 4,387 4,260 2,100 3,712 16,288 600 1,050 3,480 565 
TENNESSEE 
Nashville Electric Power Board 89,600 85,984 7,050 7,500 5,000 4,500 1,100 6,500 6,000 3,500 1,200 650 9,000 1,500 
Knoxville Utilities Board 61,000 57,811 6,200 5,800 5,000 2,250 1,000 2,000 ; 400 600 os 300 
Memphis Light, Gas & Water Div 130,000 120,803 2,350 13,500 2,200 550 4,100 14,000 6,800 6,600 600 1,000 3,000 1,750 
Bristol Electric System 10,300 9 841 6,500 ‘ aaa , chia F Lees tei 
Electric Power Bd. of Chattanooga 65 089 62,575 8 099 6,500 6,000 3,400 800 5,500 “<— 5,800 —> 500 400 4,200 200 
Kingsport Utilities, In 16,900 16,430 4,730 1,300 1,000 100 225 
ALABAMA 
Alabama Power Company 475.045 444210 2,614 44,949 19,899 7,032 7,179 8,114 14,587 24,292 607 1,027 12,268 1,436 
MISSISSIPPI 
Mississippi Power & Light Company 123,463 116,021 1,560 12,000 2,000 300 2,500 4,000 3,000 3,000 200 500 es 250 
Mississippi Power C« sa,8t2 71,930 1,744 5,300 950 170 1,100 3,775 1,250 750 25 150 250 100 
* (Ly) Figures from last year's report. 
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a —— — a - ——_—_——_ ——— — --—— ——_$— — | N . 
Food : Food | Deelers Did Co. 
Waste Radio TV Refrig- Water Room Auto. Conv. Vacuum _Dish- Waste | Serving Merchandise Pian to 
Disposers Sets Sets | erators Ranges Heaters Freezers Condit. Washers Washers  lroners Dryers Cleaners Washers Disposers Radio TV | Territory in 1953? in 1954? 
100 1,8 4500 87 15 Fs 4 4 <93 > 8 2 85 3 1 98 77 100 Yes Yes 
2,200 18 24650 80.6 114.7 5.1 4.5 6.5 <= 69.9 > 3.8 Pe 45.1 1.9 2.1 65.7 GS" -...<.: Yes Yes 
We Re. RF ek! “cp iekt’ etna Guat: ageaen Se6weL ope perce” eee eae 250 Yes Yes 
100 6,000 5,000 88 22 14 17 3 23 7 3 1.5 72 12 8 95 25 22 es Yes 
| 
4,830 69,720 5,300 91 14.3 2.4 7 11.2 18.8 34.5 10.2 3.9 50.8 4,3 6 +100 79 975° No No’ 
es 42 ey 6c wien Maa Se Awe pues eee. vee 1,409 No ~™ No 
90 OU eins: eiwcc™ Seed Seales. cage pee tan 9 er ee 100 1,700 No =~" No 
600 10,500 8 000 84 14 2.9 1.8 —.1 59 82 Ja 1.8 74 1 1.9 98 15 375 Yes Yes 
19.7 B° “setae. wawee: <ciaker Seawesl- Sune De -<conee rapes) Wise aes 77 Yes Yes 
12,600 93 53 40 8 —.04 5 40 —1 —1 75 1 1 100 1 1,450 No No 
80 50 43 Be saa ee een Pee inet GE eie Sls ata Jae tc ee 1,400 Yes Yes 
800 20,000 80 35 18 8 2 25 25 5 3 60 6 4 95 15 250 No No 
200 1,000 80 35 25 9 6 14 er rer eer 2 2 100 10 100 Yes Yes 
25 3,400 1,500 95.2 41.6 27.9 7 2.6 12 34.6 2 a 25.2 1.4 me 98 11 150 No No 
640 91 45 23 20.1 8.9 38.4 63 a 6.5 61.3 4.4 aren 1,750 Yes Yes 
50 20,000 95 47 25 10 4 Gelighteal- donpkp alae oie sipia' > Cote oN eae eames a 152 No No 
110 5 000 6,000 78.1 30.1 16.4 3.1 2 7.3 13.7 Ae 1.3 37 1.3 1 95 13.7 123 Yes Yes 
180 9,580 12,000 92 45 39 4.8 3.4 13.9 35 35 7 35.9 1.9 23 98 7.4 400 No No 
1,000 60,000 65,000 85 42 42 7 12 MPEP” ‘whtodeumas UL aserelacer, sQiaperkioh Gh Canlan hee ated cbeteel U ata ae 41 1,597 No No 
PRESENT SATURATION (Percent) 
- --—— —_—_——__—_——— —_—— — ——___—_——_ ——_—— No. 
Food Food Deelers Did Co. 
Waste Radio TV Refrig- Water Room Auto. Conv. Vacuum Dish- Waste ing Merchandise Plan to 
Disposers Sets Sets erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers Disposers Radio TV Territory in 1953? in 1954? 
eae a Oe he Se aS eee er ae 185 No No 
96 33.1 8.9 8 5 80 5 2 65 5 5 90 36 280 Yes Yes 
550 20,170 12,320 78 25 14.3 9.5 6 72 = 2 65 2.8 1.6 95.5 12 660 No No 
650 11,00¢ 22,000 92 75 50 4 14 ‘ Scions) Micmieen Raetds” Sees | centers ere 105 No No 
150 15,000 95 75 60 15 8 : i 15 4 70 5 5 100 40 90 No No 
1,200 15,00¢ 35,000 84 4 8 14 31 69 10 4 83 9 4 96 70 236 No No 
. ; he Be i nee ee Dae eens we Ree werent = ee 32 No No 
200 4 00C 4,600 94 86 69 8 18 <=: 83 => 13 5 85 3 2 100 20 100 No No 
75.7 60.9 : Ba abcat, aiid ings bas v BM y wiles.” abhietes 40 No No 
812 50,00 46,000 80.1 32.5 15.6 8.2 1,200 Yes Yes 
100 . : 15,000 80 12 3 10 10 10 20 3 2 40 2 5 99 15 (Ly) 400 No No 
25 4,000 4,000 83.5 13.8 4.4 7.1 Se eis. wees Widbowsh once = cgbekcenl seth se «ween en tniee 11 (Ly) 300 Yes Yes 
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Electrical Appliance Market Data by Regions — Continued 
WEST NORTH Was 
Number of Customers KW-Hour 1953 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 
(Domestic) Consumption a 
CENTRAL Dee. 31, Dec. 31,  — [ewes =Car “aires. oy S 
1 1952 Refrig- Water Air Auto Conv. Vacuum Dish- Disp 
(Estimated) (Actual) erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers bi 
MINNESOTA 
Otter Tail Power Company 65,000 64,617 2,300 2,500 1,500 1,500 750 150 500 750 200 ree es 
Northern States Power Co 483,000 470,808 2,500 34,000 7,000 7,000 9,000 750 10,000 17,000 4,000 5,500 8,500 1,200 1 
Montana-Dakota Utilities 51,000 49,000 2,500 2,500 1,800 800 1,400 200 1,000 600 200 800 800 125 
Minnesota Power & Light Co., 
NE ice oatd aba eaia eee 62,739 61,784 2,537 4,200 2,000 1,900 1,025 ..... 1,225 2,760 270 720 1,300 45 
IOWA 
lowa Public Service Company 96,415 95,099 2,140 2,500 1,300 1,300 Jig: . wilemte- » pales ' <i lalate: Satsiiee ae sie tioce 
lowa Electric Light & Power Co 104,273 103,221 3,276 3,061 2,030 1,957 1,173 450 1,070 410 238 784 1,284 122 
lowa-lIllinois Gas & Elec. Co 71,089 69,399 1,812 3,600 600 450 500 400 2,000 2,000 500 300 2,500 300 
lowa Power & Light Co 108,068 106,392 2,000 2,000 1,500 700 2,000 1,200 3,000 2,000 500 2,000 3,000 1,000 1, 
Interstate Power Co., Dubuque... 82,500 82,000 2,300 4,000 3,000 3,600 2,000 1,000 1,500 500 saa ee wones es otc ; 
lowa Southern Utilities Co 62,791 62,500 1,957 4,000 990 1,200 1,600 334 1,000 2,400 200 We Seeans 80 
MISSOUR! 
Missouri Power & Light Co 50,722 49,835 1,600 2,200 1,700 900 700 250 600 500 300 150 1,600 100 
Bd. of Public Wks, Poplar Bluff 4,930 4,822 1,600 500 300 200 100 400 100 ‘ 25 25 250 25 
Union Electric Co., St. Louis 474,038 463,538 2,403 39,000 11,300 5,900 10,000 15,000 10,500 11,000 4,000 7,000 15,000 2,000 2, 
Kansas City Power & Light Co 190,601 182,717 2,174 30,000 5,500 750 6,000 7,500 12,000 4,000 ; 4,500 pres 1,200 2, 
Rolla Municipal Utilities 2,406 2,345 een! (eee es pattieetea . Aes acatint oe dint a arene Leeann as SUadcie Aaa — 
St. Joseph Light & Power Co 29,470 29,128 1,880 2,500 1,000 350 750 300 600 1,200 300 400 1,000 90 
Empire District Electric Co - 51,706 51,810 1,481 576 ARS Re agt SINE = Ee a ate ee SE at Aa es 155 
City Utilities of Springfield, Mo 27,000 26, 409 MN. Nidrelatinn: stiaed.. aisewaen) lela 
NORTH DAKOTA 
Minnkota Power Cooperative, Inc 39,600 37,840 3,280 1,800 2,000 2,110 3,300 400 500 500 2,100 3,000 800 
SOUTH DAKOTA 
Northwestern Public Service Co 28,000 27,630 2,550 2,000 1,000 900 500 200 400 600 200 1,000 500 100 
Black Hills Power & Light Co 18,998 17,708 2,390 1,100 800 375 400 50 700 200 150 300 300 75 
NEBRASKA 
Consumers Public Power District. . 80,900 78,840 2,215 ; See aioe, ‘ ee ee ee ae peas 
Omaha Public Power District 91,000 87,987 2,600 6,400 3,200 1,200 2,100 2,000 4,000 4,800 2,000 300 
Central Electric & Gas Co. 2,900 2,777 RS A ee ee | ee 
KANSAS 
Bd. of Public Util., Kansas City 35.000 34,106 2,000 oe 300 25 i ee ; ee ee 
Kansas Gas & Electric Co 128,075 123,259 1,888 9,457 2,476 382 4009 4,033 6,295 3,656 833 1,620 493 
Western Light & Telephone Co., Inc 33,490 33,115 1,615 1,500 2,000 400 500 800 900 300 200 600 1,200 250 
Average 
WEST SOUTH Number of Customers KW-Hour 1953 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 
(Domestic) Consumption 7 
CENTRAL Dec. 31, Dec. 31, : Room - 7 { 
1953 1952 Refrig- Water Air Auto. Conv. Vacuum Dish Di 
(Estimated) (Actual) erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers 
ARKANSAS 
Arkansas-Missouri Power Co 29,929 29,164 1,500 900 400 300 a: 40 
Arkansas Power & Light. . 228 231 221,118 1,611 18,758 3,844 459 6459 6,700 5,773 6,021 475 
LOUISIANA 
Southwestern Gas & Electric Co. . 143,788 137,787 1,650 18,560 1,320 435 5,181 6653 9291 9,496 491 561 2,343 692 
Central Louisiana Electric Co 68,250 66,024 2. eee 800 ee ee he Sake, <ecrphems. mehecne’s 5 ait 
New Orleans Public Service Co 143,000 139,088 2,040 20,000 225 ..... 4,000 9,800 13,000 7,000 600 900 8,000 1,500 
Louisiana Power & Light Co... 161,100 147,958 1,512 13,000 900 500 4,000 7,000 8,000 7,500 400 7000 .....-. 1,000 
OKLAHOMA 
Oklahoma Gas & Electric Co 257,000 249,000 1,615 18,800 2,400 ee Ce ine cables: suideg. -Seteder cb gi Eat J 
Public Service Co. of Oklahoma 173,500 167,225 1,700 20,000 4,850 300 4,000 7,000 5,000 3,000 1,500 900 2,000 2,500 : 
TEXAS 
Community Public Service, Ft. Worth 55,500 53,381 ME 1 PGecincasay, . @iacaaegs Yo Aa dicts) inne eae. ieee. 1. eS WMNetay “URearne! “Wamtire. Papeiedes 
Electric Dept., City of Austin.... 38,570 37,243 1,800 Sohn sudan Moet pute) ee sme Wiha avka Cae Pal ectate rr 
Texas Electric Service Company 213,300 201 348 2,100 15,000 2,750 100 5,000 10,000 20,000 8,000 2,000 1,300 ..... 1,500 
Dallas Power & Light Company. . 169,660* 160,089 eee 21,000 3,300 100 5,000 27,000 14,000 5,000 800 1,000 9,000 2,700 
Gulf States Utilities Company 198,000 190,895 1,914 See «ee RE esis eeweey Cases Yaeee sen eus aeaeces 
EI Paso Electric Co , 55,297° 52,134 2,128 6,200 1,600 Soe CD wees sieeve ” in “ete mae” inks 250 
Houston Lighting & Power Co 317,500 304,502 2,230 37,000 3,000 600 11,000 32,000 21,000 11,000 500 2,500 13,000 2,200 
Texas Power & Light Co 255,652* 250,062 1,529 | 27,500 8,000 460 18,750 20,700 < 22500 —» 2,200 3,750 6,500 2,900 
Central Power & Light Co 163,000 152,259 | 1,680 15,000 2,500 550 4,500 6,000 8,500 9,500 550 ee tcsann 500 
Southwestern Public Service Co 117,700 112,073 1,710 13,996 3,208 GOO 3,293 «nes. 9,668 ‘ GO C5207 .césuks err 
West Texas Utilities Co 74,355 74,352 1,450 5,500 2,500 1,000 1,100 1,500 2,500 1,000 ere 500 200 
City Pub. Serv. Bd., San Antonio 134,398 126,791 1,812 3,312 415 83 4,170 9,000 11,874 5,214 385 147 2,000 600 
* Aug. 31, 1953 t Ranges only. 
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PRESENT SATURATION (Percent) 














. = - = eRe? eee ee sciiede No. 
Food Food Saute Did Co. 
Waste Radio TV Refrig- Water Room Auto. Conv. Vacuum _Dish- Waste Serving Merchandise Plan to 
Disposers Sets Sets erators Ranges Heaters Freezers Condit. Washers Washers  lroners Dryers Cleaners Washers Disposers Radio TV Territory in 1953? in 1954? 
: beri ae 795 41.9 28 eee Suet Sn ceees  seanren zie tte Cea Goat ieee eee 970 Yes Yes 
1,000 15,000 17,000 90 22 20 8 —1 10 83 17 5 77 1 —1 100 26 500 Yes Yes 
FE. Snwaceae. wasn an 86 44 22 15 2 32 58 8 10 81 2 ee es er ORE Yes Yes 
re 2,600 88 39 24 7 16 76 8 2 59 $9 Cn tecke’ 12 300 Yes Yes 
gaa” Seeeeanom Daa? . meee be, causa wipe ee egy foe Sr aoAre weird Seis. aigieted cetera cae Be No No 
28 1,200 14,500 94 32 33 17 1.4 67 23 3 4 63 3.5 a 97 47 654 Yes Yes 
400 5 ,000 8,000 88 9 1.5 6 1 28 63 13 tS 78.5 2.5 3.5 +100 52 72 Yes Yes 
1,000 5,000 15,000 90 28 16 5 = 12 80 6 4 85 1 1 100 65 250 Yes Yes 
es ; yen 92 25 37 23 3 20 76 - | heed seande Saanee eeeae 700 Yes Yes 
160 2,100 4500 90 23 9 7 ew. 5, Sova ig keane Wie eestarr SeGueo else b cacaeeds’, ~ socerethasaeen aca unieee maiearnae 400 Yes Yes 
100 2,000 2,500 89 26 14 10 1 23 55 15 8 80 5 p.* 98 9 200 Yes Yes 
50 300 100 80 50 40 20 10 60 20 20 80 10 10 90 25 40 No No 
2,800 140,000 82 18.2 foes eee RP Ry Sis cai. Siac. RASS TOMO EAS Oi ate aaa Oe 1,200 Yes Yes 
RE (swas'ew. | Regents 95 24 ~ 10 8 25 70 10 5 80 10 10 95 70 300 Yes Yes 
ae ke a. Pee gd Fiee: ee hee te ee ee eh pe Mase catiias pad s geieta. Saket MSs om 13 No No 
90 2,000 4,000 a 13 F 8 2 12 70 5 2 65 —1 —1 95 25 70 Yes Yes 
93 OO a WR Gadd cease. ao Rak Rake, Ga'ehe areen ees 6 DB Avsirege 345 Yes Yes 
ne a ee ee eS Sr yy ee UN PR ote: Seco R No No 
225 1,900 8,000 Tt 32 21.9 29.1 3.5 88.4 te 12.4 48.2 4.6 1.6 94.5 20.2 510 No No 
100 : ; 87 45 31 3 15 75 15 12 91 1 1 95 375 Yes Yes 
50 650 84 41 18 6 7S 65 8 6 87 2 1 97 68 Yes Yes 
eter: ; ~~ Be Wisden.” Stvcia. thes .chaete, Se weeks MRR koh ee eRe Onur nee 615 Yes Yes 
300 7,000 13,600 72 28 14 125 No No 
Yes Yes 
: 15 3 . . ‘ Ss - aS eee ee 60 No No 
828 12,168 90 20 3 15 9 34 38 12 8 75 6 8 97 20 264 No No 
200 85 24 v2 4 1 15 75 5 7 90 5 4 90 260 Yes Yes 
PRESENT SATURATION (Percent) 
———— —_ - No. 
Food Food Dealers Did Co. 
Waste Radio TV Refrig- Water Room Auto. Conv. Vacuum Dish- Waste Serving Merchandise Plan to 
Disposers Sets Sets erators Ranges Heaters Freezers Condit. Washers Washers  lroners Dryers Cleaners Washers Disposers Radio TV Territory in 1953? in 1954? 
, 89 45 21 10 20 75 : NE Se EE 95 40 112 Yes Yes 
29,264 719 11 3 12 4 16 46 25 15 26 3 15 93 13 1,000 No No 
SOE wsasaen 23,304 90 7 Q. 14 10.5 22.7 52 6 1 4 + eeece 18 484 No No 
; Pee ena da ” ~ aoe os : Scr ae Las, eae ee (Ly)280 Yest Yest 
800 24,000 46,000 88.4 —4 —1 10.1 6.6 29.1 42.2 6.6 9 32.5 4 1.8 98.2 70.8 200 No No 
500 2,500 75 6 4 17 6 25 48 6 4 32 3 2 97 15 652 No No 
i Abie 60,000 85 Pe Waar 75 a Re ihe “eee ie Somes!) “eawate seis 60 750 No No 
3,000 4,000 30,000 90 +2 1 4.5 21 49 45 6 8 85 12 20 91 65 370 No No 
85 13 500 Yes Yes 
: 5 De : oe ee 30 No No 
750 ai 30,000 97 r 4 10 10 w» 65 8 1 ete 2 2 100 50 400 No No 
800 20,000 30,000 88 7 1 12 24 40 27 9 5 50 6 3 +100 67 200 No No 
, 85 19 6 13 11 ; 475 Yes Yes 
, , 25,000 89 29 20 15 re Raat eee \ aed seine 1 ad ae 92 Yes Yes 
1,500 50,000 80,000 87 5 9 16.7 t3 33 39 5.4 » 49 29 23 98 68 440 No No 
27,700 39,000 : 9 Sy Sy Pp 22 17 : ious ean | ee ee ee a cio be 650 No No 
350 10,000 77 11.4 2.4 14.7 59 27 41.2 3.4 De acca 1.9 ie 4 734 TH 500 No No 
iaceus 38,132 aA Saati _acaien ae. aualaree sis met = iii ick- <page ean Dt ee ge Oe ee 32.4 200 No No 
175 5,000 1,000 91.5 19.7 6.6 3 a5 20 60 5 —.1 60 10 10 95 Py 176 Yes Yes 
Se OE, rol ead vce ‘ised Seca dee) weed dees Senge. Mma ST SRORA LC REpA SRA 91 No No 
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* doatective mat rial or workmans p for p 4 
free from detect h be 
A sre a srar teed to ve Tree C ms at : | y 
. os . , h e sn > limited °o pa ep g 
4 SIGNAL fa 3 avorantee $ all be | ge , y 
ARS. Our liability uF der this gue en erated on the corre olta 
\ YE > VV a ded it has been op = 4 
v a of FIVE : tive fan provice a 2 7 our Inspection 
4 pt r without t any jete v C ‘ j fective fans must be ver fied by y 
ur O te Claims yr aerectiv¥ i aac z 
4, 4 les and properly lubricated \ mana an cote : : J 
r y nsibility for any @ p d yo he ws aso ze 
Ys responsit to our factory th transp , 
Depart t » must be returnec 9 0 i 
4, med to be defective d 
tf transit Fans claimed , 
T ¥ T RIES APPROVED 
t a a UNDERWRI ERS LABORA Oo ' J, 
SIGNAL E ECTRIC FACTURING COMPANY 
; ! MENOMINEE, MICHIGAN 4 
Y CORPORATION y 
y Subsidiary of KING-SEELE 4 
rs 





This guarantee tells better than any claim why Signal Fans stay sold. \t helps 
guarantee your profits, with no strings attached. Hosts of enthusiastic 
letters from users tell of 10 or more years of trouble-free fan service. 
That's the testimonial evidence back of this rea/ guarantee. The “‘secret 
of life” is in the “Stout Heart” Signal motor. People who know motors 


know Signal’s half century reputation. And, Signal gives you one-source 
£ Y 2 ; } 


service for all the fans you sell—p/as, the guarantee that guarantees 


dealer profits. 
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ELECTRIC MANUFACTURING COMPANY, 


AY SUBSIDIARY OF KING-SEELEY CORPORATION 


your card request today 
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how 





...the one way traffic 
fan line...keeps profits in your 
‘take-home’ pocket... 


Signal’s 5-Year Guarantee helps you sell more 

fans each season. And Signal’s ‘‘Stout-Heart’’ Motor 
keeps these fans sold for you. No need to worry 
about service or returns when you feature 

Signal’s modern fan line. They bring Screen 
Porch Coolness to your customers and Cold Cash 
Profits to your store operation... profits you can 


keep because Signal Fans don’t come back 


for repairs. 








& 


~~ TELS TREAM— 
HIGH VELOCITY FANS 


Jet design cowling, high velocity cooling! 
Precision-built by Signal, the Jet Stream 


i moves more air Over more area—faster. And, 





yet, it's smoothly quiet. Tilts to almost any 


position for complete, more effective cooling 
of several rooms at a time. Signal’s Jet Stream t DE LUXE 


fan belongs in any modern cool-control sell- 


ing program. Wi; ! 


A Signal Fan to sell every customer 


a pocket profit on each sale * 
at 


The Electrically-Reversible “Room Cooler” brings 


Screen Porch Coolness to any room. A guaranteed 


boon to sleeping cool... for living refreshed. And, 
Signal fans are modern fans. i: . ; 
designed to do particular cooling it's easier to sell because it takes heat out—brings 
ta ‘ he an ¢ 7“ ‘ ; a 
jame—-6e attractive an they ave Wz cool air in, at the flick of a switch. The motor on this 
efficient. Feature-loaded for shoppers Mle. OS} : Be 
. Signal Fans are headache-free a Wy Signal window fan is electrically-reversible. That's a 
for dealers. When vou sell iny of be feature anybody will buv. 
these Signal Fans, you make friends ’ p : 
and keep profits 
* ‘ 3 : —tH 
tT 


In addition to the DeLuxe, there are Standard models 
2 . ° : 
which are also reversed electrically, fit any window — 


let drapes hang smoothly when not in use. 





Big 4-Color 
MENOMINEE, MICHIGAN Shieh Pum Conetoy, 
worth-having because 
it’s worth-using. 
Send for your copy 


ight . 
will bring your free Signal catalog tomorrow ee 
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Number of Customers 


Average 
KW-Hour 





1953 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 














MOUNTAIN (Domestic) Consumption 
Dec. 31, Dec. 31, Room 
1953 1952 Refrig- Water Air Auto. Conv. Vacuum Dish- 
(Estimated) (Actual) erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers 
MONTANA 
oa Power Co 110,300 106,884 2,700 7,250 5,500 1,500 3,000 100 5,300 5,300 1,200 2,000 2,500 500 
AH 
Idaho Power Co 101,000 99,808 5,450 8,500 8,500 5,300 5,000 200 6,000 3,500 1,500 3,000 2,200 700 
Clearwater-Valley Light & Power 3,950 3,655 ee Of Sakae “eRe d-. aCREks BR “Bdawke “Gewese? Sites 
WYOMING 
Cheyenne Light, Fuel & Power Co 12,103 11,506 1,973 1,750 450 175 300 70 450 1,600 150 180 850 420 
Western Public Service Company 4 350 4,288 1,800 300 350 35 100 5 175 225 30 120 120 30 
Rawlins Electric Co 2,500 2,200 1,800 150 250 25 100 0 150 25 25 100 50 15 
COLORADO 
Public Service Company of Colorado 202,000 192,725 1,830 ’ - ese Fit | alate Pict Waitin ee - 
Fort Collins Light & Power Dept 5,875 5,742 1,500 750 700 150 350 400 400 400 150 250 800 150 
Home Light & Power Company 10,450 9,933 2,700 623 812 41 | aareer 75 415 75 50 200 50 
Frontier Power Co 3,650 3,615 1,320 427 67 110 67 7 111 140 31 19 101 18 
Southern Colorado Power Co ‘ 36,000 34,857 1,895 3,600 750 275 750 120 1,300 2,200 250 130 950 166 
Dept. of Public Utilities, Colo. Spr 24,000 21,100 1,950 seman eames ated: VRE San Soares Pete me 
Colorado Central Power Co 18,500 17,300 2,100 500 300 DO twee owes AGEEMO- obedivS waned 50 
NEW MEXICO 
Public Service Co. of New Mexico 61,950 60,715 1,684 3,753 1,600 200 1,400 300 2,000 5,000 550 200 150 
Raton Public Service Co 2,380 See 0 i kkeke 8 6 } eeeeRe Oeeed 466066" ORE “SOA -peeien Waenee oweee. 36005 
ARIZONA 
Salt River Valley Water Users Assn 32,400 28,823 900 300 200 300 450 300 100 200 100 500 150 
Arizona Public Service Company 105,000 99 966 2,420 12,500 1,600 1,000 2,500 1,750 6,000 5,500 500 WO seeees 400 
Tucson Gas, Electric Light & Power 45,148 42,275 Re. | wivstiy deed Sieeed SES Seek Geeie Sebewe eieke Geees 
UTAH 
Heber Light & Power Plant 1,285 1,294 DE «(Ledpebie- Gibees wraxds whwes coGeee SO5NNG Seaweed Sosge cab coved 
Logan City Mun. Elec. Light Plant 4657 4,807 3,850 ited - ee: eh ciesae. eigen —— ee col Bee atta tag 
Helper City Light & Power 800 800 4,000 25 20 20 20 5 15 10 10 10 20 5 
Spanish Fork City 1,610 1,560 2,500 150 200 200 100 150 100 80 125 50 10 
Telluride Power Company 6,950 6,880 300 350 350 300 es bate. gesaanates eaves * 
Dept. of Utilities, Provo City 7,300 7,278 2,800 643 364 134 434 75 565 439 133 182 30 
Utah Power & Light Co Sub.- 
Western Colorado Power Co 162,784* 160,013 3,420 9500 7,900 4,300 6,700 6,750 6,375 1,850 2675 10,500 600 
NEVADA 
Ely Light & Power Company 1,875 1,833 1,500 ae ~ wits Jee. oes 
Sierra Pacific Power Co 25 200 23,986 4,075 #2,300 850 725 a, iy 
Caliente Public Util (Ly) 375 375 5,627 15 10 15 10 20 5 10 10 25 5 
* Sept. 30, 1953 ** For area covered by telecasts. (Ly) Figures from last year's report # Refrig. and Freezers. 
Average 
EAST NORTH Number of Customers KW-Hour 1953 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 
(Domestic) Consumption 
CENTRAL Dec. 1, Dec. 1, : F Room 
1953 1952 Refrig- Water Air Auto. Conv. Vacuum Dish- 
(Estimated) (Actual) erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers 
OHIO 
Toledo Edison Company 152,100 147,418 2,725 17,000 7,000 2,600 4,000 5,500 5,000 5,700 1,100 
Dayton Power & Light Co 192 500 184,932 2,485 14,000 5,500 2600 3,000 950 9,500 9,000 900 6,500 7,500 500 
Ohio Edison Co 439,000 423,565 2,816 29,000 14,000 7,500 6,000 2,100 14,000 10,000 3,000 10,000 15,000 900 
Central Ohio Light & Power Co 21,000 20,728 2,850 1,200 700 aed 75 p 1,000 ea : 
Cleveland Electric Illuminating Co 422 450 407,680 2,492 37,000 11,600 4500 10,000 4,000 23,000 15,000 4,000 13,000 21,000 2,200 
Ohio Power Co 345,000 333,131 2,631 ; 26,000 9,300 : 654 10,000 : 
Chlumbus & Southern Ohio Electric 199,000 192,000 2,050 11,000 4000 1,500 2,000 nee 6,000 1,000 ... 4,000 1,400 
Ohio-Midland Light & Power Co 12,534 11,776 2,318 400 250 250 200 50 300 100 100 200 750 10 
Cincinnati Gas & Elec. Co. & Subs. 317,000 307,781 2,140 32,000 5,100 5,300 7,000 5,500 12,000 26,000 2,500 4,000 19,000 1,500 
INDIANA 
Indianapolis Power & Light Company 158,000 155,305 2,650 9835 4216 1,764 2,505 4,873 
Public Service Co. of Indiana, Inc 290 400 278,083 ee lb antiecens Geeeolvd| indeed WReten .-dGaee’. Shea 
Indiana & Michigan Electric Co., Inc 
Citizens Heat, Light & Power Co 223,500 216,343 3,330 soo. 10000 9000 ..... SO00 2.04%. 8,500 , 
Southern Indiana Gas & Electric Co 54,600 53,208 2,550 4,000 950 1,500 800 1,000 1,500 2,600 125 425 1,500 100 
Richmond Mun. Elec. Lgt. & Power 13,248* 13,106 ee lL idhwakde Seeath oSeces Weta Beaeh aban 
ILLINOIS 
Illinois Power Company 272,000 265,053 sg A ee ee er bien” Camtn> Veetoen ares dos 
Central Illinois Public Service Co 186,000 183,700 1,909 11,727 4,206 2,412 4,525 800 4,392 8,585 cc. 68 346 
Central Illinois Light Co 102,098 100,418 2,431 4,800 900 1,500 2,000 400 2,000 3,000 1,200 1,100 3,000 150 
Commonwealth Edison Co. & Pub 
Ser. Div , 1,525,000 1,484,970 2,125 59,500 14,000 7,500 7,200 25,000 27,500 25,500 3,400 17,200 94000 5,000 
Central Illinois Electric & Gas Co 47,490 45,961 2,150 3,600 750 500 800 700 1,500 2,300 400 500 
MICHIGAN 
Consumers Power Company 644,470 619,640 2,817 46,800 18000 9,600 (acai , 
Edison Sault Electric Co 9,296 9,400 2,254 570 350 185 90 225 325 60 125 220 35 
Board of Water & Electric Light Com- 
missioners, Lansing 35,750 34,886 3,080 3,700 2,200 800 1,000 2,300 2,200 500 1,200 8,000 
Dept. Mun. Serv. (Wyandotte) 11,139* 10,9367 ii : i - ie } 
Detroit Edison Co 970,000 936,566 2,490 90,000 15,000 16,000 20,000 8,000 80,000 15,000 26,000 8,000 
Upper Peninsula Power Co 13,800 13,400 2,100 1,200 1,000 900 200 400 1,000 100 250 400 20 
WISCONSIN 
Lake Superior District Power Co 16,575 16,336 i arr a ee ee re me eee es ee ee : 
Wisconsin Public Service Corp 131,742 128,779 2,400 4000 2500 3,000 3,000 ..... 3,000 2,000 800 2,500 500 
Wisconsin Power & Light Co 153,073 144,020 2,345 10,000 5,500 4,000 5,000 200 3,000 4,000 500 3,000 8,000 1,000 
Wisconsin Electric Power Co 389,000 377,903 2,920 8,000 10,000 8,000 2,500 10,000 2,500 5,000 1,500 
* Sept. 30, 1953 t Sept. 30, 1959 
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PRESENT SATURATION (Percent) 








~——— —-———__ -- — —- ——--——- —--—- - —--—-- - a No. 
Food Food ee a Did Co. 
Waste Radio TV Refrig- Water Room Auto. Conv. Vacuum _Dish- Waste Serving Merchandise Plan to 
Disposers Sets Sets erators Ranges Heaters Freezers Condit. Washers Washers  lroners Dryers Cleaners Washers Disposers Radio TV Territory in 1953? in 1954? 
500 9,000 5,000 90 45 Wal © Veracca: sctersie) Wels oudees nial Siete) acaserech waacitateas Cee ace eae eee .... (Ly) 696 No No 
450 13,000 8,400 90 75 70 25 1 25 7 20 20 75 3 g 95 8 600 Yes Yes 
me : Ear eeereee 90 60 60 10 10 50 50 Sentai 2 60 10 2 100 5 50 No No 
380 1,700 3,000 93 33 14 17 2 26 86 10 10 80 8 5 96 29 27 Yes Yes 
15 650 30 90 35 3 8 0 12 80 8 4 85 2 2 150 1 a Yes Yes 
15 200 0 99 va 5 25 2 55 90 25 35 95 10 10 99 0 12 Yes Yes 
: ie ia oa ; OO 2 ena re th eg te ee (Ly) 525 Yes Yes 
100 500 900 80 65 5 7 10 10 80 7 7 80 6 3 89 20 12 No No 
53 450 900 719 70 31 30 20 15 70 42 15 85 25 20 90 25 47 No No 
22 315 84 71 37 13 11 1 13 86 32 11 80 4 13 99 1 25 No No 
120 2,700 85 24 12 10 1 10 75 4 1 95 1 1 95 50 46 Yes Yes 
; tee ceehe Saaeet - pakeae eeee ee — ears Sr ese ls A etaniee in aeteleate eae ae No No 
92 27 a ae eae 1 Seehiatagni a idiat orate NE ele 20 No No 
100 4,000 91 23 4 17 ; 27 76 7 2 56.7 +3 15 90 46 77 No No 
10 No No 
200 500 1,100 90 16 21 8 7 10 60 4 4 50 4 3 94 18 125 No No 
450 9,000 15,000 90 to 10 10 3 35 60 10 > ae 8 8 95 40 300 No No 
88 5 3 3 1 ee en goraseere “ere brepua garie cari 98 pe 50 No No 
8 No No 
No No 
. 25 95 70 40 sh 2 10 90 20 10 95 5 3 98 : 8 No No 
15 100 900 98 20 20 5 15 85 10 15 85 1 1 +100 80 20 No No 
86 61 40 — wee : a a oe : state Soa al if eae : 35 No No 
28 795 2,133 “ re ; Ce ee a ee ee ‘ ee ieee i : 24 No No 
475 13,525 20,500 85 50 30 8 ; 20 69 10 25 80 2 1.5 99 Go”* 700 No No 
eee eae SS ee : , iar ee . ; Oe oe Oe 12 No No 
95 60 47 ae ee ee Te ee ee e? 114 No No 
35 85 65 75 10 25 tie 10 5 85 5 iia 90 si 3 No No 
PRESENT SATURATION (Percent) 
—— ~- a — No. 
Food Food Dealers Did Co. 
Waste Radio TV Refrig- Water Room Auto. Conv. Vacuum _Dish- Waste Serving Merchandise Plan to 
Disposers Sets Sets erators Ranges Heaters Freezers Condit. Washers Washers  lroners Dryers Cleaners Washers Disposers Radio TV Territory in 1953? in 1954? 
2,500 sted 96 44 Se: Sasso aoaes Sidee. eames jeeten “cheb” Geeta” voewiod stew .vahoiens 185 Yes Yes 
600 14,000 16,000 91 21 2.5 12 8 25 65 11 8 85 2.5 3 97 80 368 Yes Yes 
2,500 Ripon atte 63,000 95 35 12 6 2 13 74 15 6 82 2 a .Seece 60 833 Yes Yes 
; 40.5 16.4 errr : ae ns Oe 4... Sade ets ease 80 No No 
3,000 55,000 55,000 91.5 23.5 9 9.8 3 25.5 65.2 19.8 10.5 86.3 4.2 5.1 97 81 675 No No 
... 49.2 20.3 ae oe oA —: ee ae oe eee 1,000 Yes Yes 
2,000 12,000 95 20 6 6 ea ee 60 30 ‘ 8 85 5 6 95 Be 310 No No 
50 250 500 90 35 25 0 1 15 70 15 10 70 1 10 90 40 re No No 
1,800 52,000 51,000 92 14 7 13 2 20 65 9.6 4.7 75 3.1 29 100 90 856 No No 
96.5 Ey ee 14 11 aaa 20 63 15 8 86 25 33 97 76 300 Yes Yes 
80 35 20 we. wevale. ‘seaee- See Somes Sista Settles. Mieans ademas Cteuby pcelery 990 No No 
: oe ; 93.2 52.9 34.5 11 1 86.5 ; , 8.4 92 se 100 51 1,000 Yes Yes 
100 3,000 10,000 90 32 19.5 en : oan 88 Yes Yes 
ee ‘ 25 No No 
ot — 80 19 7 5 a eee Ciao hiee, dg hate Aare ee Peak Sercas ; behie ae Yes Yes 
579 aceite ae 20,000 88 26 16 11 re ea Sehewet atte 2 Sictelete, “seiarate en ae ee 15 708 No No 
400 raid rata 6,500 89 20 8 5 1 14 70 12 7 80 1 2 98 10 275 Yes Yes 
10,000 102,000 110,000 88 11 5 4 5 15 44 7 3 81 1 2 97 77 4,000 Yes Yes 
: 5,000 10,000 85 12 9 8 3 - “kita 4 4 ; ae ; ; 60 No No 
ak ene rte 29 s15 102 ; nd ; ; tT 1,957 Yes Yes 
45 500 ive T emewe, weeee aleaw ‘ : Dee peas ew oer siere 30 No No 
ee S eel 9,000 98 78 25 23 pees 24 76 20 15 86 jeaier “waete ateeee: ee 45 No No 
ae eee Soc eEe hp uigarone weed sees Ee ee ee a ee ee ee eo Cr ee ae 50 No No 
15,000 35,000 170,000 91 34 7 8 2 91 eye 18 8 81 - 3 4 100 83 1,125 Yes Yes 
20 Peer ee 85 40 40 2 oe 5 85 5 1 90 5 J 95 eee Yes Yes 
near pokes eee ae. ee 39 wim Gadese Shes Chae. Sita canett (Geese. Gate, cosieiey istceets oeeats 128 Yes Yes 
REE >. dbracwersic: auacbertsin 70 25 18 : ee 7 76 1.3 Bee saietor 1.7 i ee eins 1,089 Yes Yes 
Se vieciasien asemtereoe 90 34 27 _ Sree 15 75 12 15 92 5 5 99 20 600 Yes Yes 
eer 25,000 | 98 30 19 11 Fe 15 77 15 6 90 2 3 100 85 800 Yes Yes 
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Electrical Appliance Market Data by Regions ‘Continued 

















Average 
Number of Customers KW-Hour 1953 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 
PACIFIC (Domestic) Consumption 
Dec. 31, Dec. 31, Room cr, 
1953 1952 Refrig- Water Air Auto. Conv. Vacuum Dish- 
(Estimated) (Actual) erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers 
WASHINGTON 
Grays Harbor County P. U.D. No. 1 16,372 16,353 5,532 ee ee A) _ seat whee ce cgeutes. chek became” acaba aticert nace etal) leis hieha Gnebieenhada Se ieiate aca 
Clark County P. U. D. No. 1 26,500 26,488 6,500 750 1,000 750 750 10 750 250 100 500 300 50 
Port Angeles Light Dept 4,650 4,482 5 664 ace - teenie ciataletews Cgiidday “aueaters . (ytaricke a) kevctietera areca aie Mees a icatt nha ica 
Franklin County P. U. D 5 000 4,619 8,300 125 150 100 125 30 50 50 20 50 100 25 
Inland Empire Rural Electrification. 6,050 5,420 RNR: ED cs'esietbuatin laced rae’ — celina cateertetes 1 laretce tere ge ere eee ete ata Chetan ete a rec re ee 
Benton County Public Util. District. . 8,000 7,398 MUD. “X diiiasetetas ~\useuiine- <peciabadh: o Acura Vigwrwade eee he pana = le mata eae ore bien eee es 
Chelan County Public Util. District. . 11,200 10,831 5,300 500 500 350 200 20 300 200 60 150 150 100 
P.U. D. No. 1 of Snohomish County 41,500 39,943 5,070 3,000 3,000 3,000 500 10 1,500 500 200 1,000 2,500 1,000 
Puget Sound Power & Light Co 157,500 152,714 RN /\2', Siacaieepuciar . Yplaascetnd. “xcankrerste, “allecrate,  Wkiwacd a. ealdicaehe ie aeaareiaahenanp nae oe ares ee rere alata eas 
P. U. D. No. 1 Lewis County 11,108 10,090 EY WN veseke, eee AWRRGE eRe aes Mew Ree eee: “eee nese levee. Weewee 
Dept. of Public Util., Tacoma 51,000 49,610 MN: (h. eccnvgiga | cpateta: cette: niuieee leas A oe we ed TL. eine reine eee 
P. U. D. of Grant County 7,450 6,223 MEN |) xstuimesy \dedteae. Sadan races “wbiedk © ouceet: J ySanebiei seman “Cenmeai, Steere Jaheiaets 
City of Centralia, Wash. Light Dept 5,000 4,700 7,165 
Cowlitz County P. U. D. No. 1 17,951 17,289 7,470 2,000 1,000 1,200 200 25 1,000 250 100 700 200 25 
P. U. D. No. 3 of Mason County 4,583 4,473 5,500 150 100 75 OO ins BD oGaccee aeeee. (Ke ee amaoale 
P. U. D. No. 2 of Pacific County... 5,650 5,590 7,250 130 170 220 me sxees 400 190 35 300 100 50 
Washington Water Power 91,044 88,043 6,473 8,450 8,600 5,350 4,000 100 5,650 4,600 750 2,800 7,300 700 
P. U. D. No. 1 of Okanogan County 6,350 6,250 IU ctitea Saddan » caeebern ) Raae eee SERMONS SSRIS Stee Coals Seunlee. cosmos 
Seattle City Light 184,750 182,757 6,470 15,000 13,000 10,000 5,000 ..... SHE: keubee Boake a 
CALIFORNIA 
Coast Counties Gas & Electric Co.. 36,968 35,704 2,379 1,895 630 310 625 1,225 940 140 285 2,500 125 
Turlock Irrigation District. 15,980 15,515 Ber bccucneda '. Wabeae Waween | vRGaS SBale Seniesa “Ga ebie” Uameea. later laOtaens aagcser 
Modesto Irrigation District No. 823 19,390 18,466 I, ee em nee oar ee a ere pees ae tienes or ee Le eee ee eee 
Public Service Dept., Burbank . 28,900 27,931 2,060 375 225 25 40 150 375 150 20 40 120 20 
San Diego Gas & Electric Co. 190,012 175,112 2,343 22,250 3,500 2,500 8,000 1,500 16,500 10,000 3,000 2,000 17,500 1,250 
Pacific Gas & Electric Co 1,214,800 1,163,073 2,350 68,800 18,500 5,600 25,000 2,600 64,000 26,000 7,000 18,500 ...... 5,700 
Bureau of Electricity, Alameda. . 13,000 13,504 1,700 200 250 10  __e 150 100 50 80 200 60 
California Electric Power Co 57.000 51,741 2,100 2,300 600 300 425 200 1,000 1,500 75 A rn ae 
California-Pacific Util. Co 21,373 19,569 4,770 1,560 1,416 988 649 75 980 1,200 590 407 4,100 245 
Imperial Irrigation District 20,000 19,106 4,690 1,800 375 100 275 2,000 850 850 60 De <ocwees eet 
Dept. of Water & Power,Los Angeles 635,000 612,400 1,850 57,190 4,000 2,000 19,800 FOO See  succws Seeen ee Mieaes.  cawers 
Pasadena Mun. Light & Power Dept. 39,040 38,124 fn eee 648 ME Senet! eater asthe. “Edeyen. andec Aswad Ateiee: “ecehes 
City of Glendale Public Service Dept. 35,600 34,405 ae re eR hd Rn Ae ORI ed, AaB, A Ray Se AES 8. Oe Ok yee 
City of Riverside Public Util. 18,000 17,001 DE. \ wdceacs.Wnanene webeke- laneake Mewew” eeewne GeeLe aaa CcGee  mere™ mummies 
Dept. of Light & Power, Palo Alto.. 10,655* eet PE P iouicia aween otncsa TaRaed onscs Siceada: eyelet eas caaase tameee asec 
South California Edison Co 973,303 906,303 1,803 125,100 11,690 3096 GASL ..... © 132,742 > 6,418 11,916 24000 10,000 
Anaheim, Dept. Lgt., Pwr. & Wtr. . 6,750 GtIGO} ..«.. 
Sacramento Municipal Util. District. . 92,650 87,953 2,456 7,498 3,073 651 2,358 1,454 7,613 3,902 693 2,867 2,846 1,011 
OREGON 
Eugene Water & Electric Board... . 18,960 17,960 Bere ere Pee | cer ci unre na oie ate, On raretras cs pena canner ey char CPi gnarl eters 
Lane County Electric Cooperative. 4,515 4,207 MME Gh ot hvo ol) geile caine? sateind. “Apeee, Cote ine: Caeee ee. Gilie Meme . wckeiea: _Uardectens 
California Oregon Power Company 65,615 62,712 7,494 2006 2335 1,504 1/634 ..... 2,151 1,169 a + nr 159 
Portland General Electric Co... .. 195,000 190,766 Me «TE ccwaoe. (cagan. titeekipor -oneren . Catees:, teeeteee. laiievien| Same Geueee acaaee.. eokwee 
Mountain States Power Co 94,500 92,014 SE. S°R conics: meeeee. (areead. Saeon seater Weiieaeo Tabeoue. ebeeet aeCee, eeatied. Netasus 
Central Lincoln People's Util. Dist. . 8,700 8,268 E:T Sees aay sddtecbas “ebdice ‘areaein. ~eieee ee ein, made eas Cageree a sintnieas 
Pacific Power & Light Co... 129,000 ke 15,000 16,200 8,000 8,500 ..... 15,000 8,000 1,800 7,000 14,000 1,500 
Benton-Lincoln Electric Corp. . 4,444 4,235 MUN. Riactarcata' 1 -naatiaer /waeds cae tale Sleek.” eae ete Ge bie amare: tata balwiicds 
ALASKA 
Chugach Electric Assn., Inc...... 6,330 5,500 KN wascgie- onbtas) aaa? wades aanmes ” Geeta rberec eran Gecats cteeee: * manent 
Ketchikau Public Util............. 2,400 2,251 ee | fb cateden. evetae. nomen Gesions . dsinee “abewetia Epteetae Doce ~kauweat  ecaee Seatuaie. 
Alaska Electric Light & Power Co.. 2,400 2,300 4,000 40 50 65 | re 50 50 10 30 50 15 
BRITISH COLUMBIA 
British Columbia Power Commission. 45,000 40,550 a eer 750 RE ine ste ei et tad datas - aloes oars a Bae Macrae iis 
British Columbia Electric Co., Ltd. 
Weed BIOR «occ sv ccicccsces 36,539 35,423 2,640 5,100 1,500 500 1,350 120 460 1,475 60 290 381,250 12 
Vancouver Division 175,500 169,441 3,025 26,819 7,053 5,902 5,055 2,235 10,088 348 448 11,453 156 
HAWAII 
Hilo Electric Light Co., Ltd.... 12,000 11,130 2,238 500 425 350 THO. anves 175 125 35 eee 50 
Hawaiian Electric Co., Ltd. ....... 71,400 68,882 BjQBO | ncccces ceccee ceceee coves coves seeeee ceevee cece cece soeeee sesees 
Maui Electric Co., Ltd............ 7,830 2,560 | 450 400 250 100 25 150 100 10 10 150 35 


7,674 | 





* June 30, 1953. 
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** Fiscal Year 1952. 


(Ly) Figures from last year's report. 
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PRESENT SATURATION (Percent) 

















| 
a ret OL a No. 
Food : | Food | Dealers Did Co. 
Waste Radio TV | Refrig- Water Room Auto. Conv. Vacuum Dish- — Waste ing Merchandise Plan to 
Disposers Sets” a | _erators Ranges Heaters Freezers Condit. Washers Washers Ironers Dryers Cleaners Washers Disposers Radio TV | Territory in 1953? = in 1954? 
ie = eae le ee 65 RU icc ha ad 6 tee a Us BAG ee ee i ee re ee Coe ee .... | (Ly) 100 No No 
50 1,000 3,000 | 92 74 69 eee cee 15 80 8 8 60 Q 2 99 20 | 40 No No 
Mish Cones » od one 61.6 61.6 61.6 ee 5 50 1 2 85 1 -—1 +4100 40 | 11 No No 
15 100 20 90 70 70 25 5 35 65 20 20 90 15 5 +100 5S | 10 No No 
pie SARS aw we wiv oleic Le Galevece: pseekbe RRR Me CRRA: gree ims a eg clase Room ine age No No 
Diets anon re 19 82 12 1 27 59 6 7 70 3 +100 2 | 52 No No 
70 300 50 | 87 80 70 10 1 35 52 15 15 70 1 1 7 =1 15 No No 
500 3,000 4,000 | 80 70 60 ae 15 70 1 5 75 1 100 20 | 165 No No 
eeee weaehice adele Eee Gaderer e Stee 91s ahcice gi ieee em A cas Ie ale rhea . | 630 No No 
eae per ee eee Lt) 8 50 50 OE fe ee tl ge, ee RA Stee OP tev Baas 95 No No 
sc inelape ta uesie aa ose ak eee i Se Se ee A. Se aL ee ees oer Pe Yes Yes 
Sintec is eae a i eae 90 90 90 woagk 1 75 95 soit ee 80 7 2 95 7 95 No No 
13 No No 
30 2,000 300 | 90 70 70 5 1 10 80 20 7 95 1 1 +100 2 | 44 No No 
oe 150 200 | 70 68 65 10 eee. | cules -sicecle = ee oe AS Tale eaee ts eee eae 11 Yes Yes 
20 385 275 | 63 50 50 TO Geeks ree 9 13 57 eT 70 10 15 No No 
350 11,000 43,500! 96 78 77 ee 16 88 19 16 94 7 4 98 30 | 540 No No 
Se aem Se pewes! — hagagiie Weaee ee anes). Gane A aeiie Seta a “KER OS Gard Sine eee dt nerds ene y ears No No 
87 83 We ee inn ee Ah seis ogo ne rs | 400 No No 
30 3,135 2,250 | 90 22 14 ore 30 35 69 5 50 3 4 98.4 16 94 No No 
vicina IT ctehee Galeck. binGeo ce Ake Sipe Sate aes Pee eee ae eee Say 99 Yes Yes 
Aas OE Tsk seas (excel. ea eet a ae ed) - Een, UR ee) eee ee ees 16 40 No No 
200 1,750 2,000 _ 86 21 2.7 6 4 15 60 9 3 80 3 6 85 75 | 24 No No 
5,800 41,000 54,000 ..... TSB. BBE ore es cones: Weaeear teases “Asc cohen oe et ee ..++ (Ly) 400 No No 
4,100 94,000 145,000/| 88.3 163 S6. 165° ....5 <—811> 149 ees 3.5 1.2 98.1 45.6! 2,550 No No 
10 200 250 90 40 3 5 0 15 70 95 10 90 12 10 95 70 8 No No 
oA 80 37 15 15 5 25 50 10 5 85 8 4 95 25 125 Yes Yes 
210 91.55 636 61.5 24 5 35 60 18 8 98 5 4 100 90 No No 
; .. | 95 25 18 10 30 40 50 5 Q 90 4 ees Teer 55 No No 
29,000 90,000 85,000 77 9.9 4.6 8 —.01 ee 12.5 re es oe eee 85 390 No No 
Pees 14 MP ae her ck eye i ee ae, 5 ee Ae oS ot 36 No No 
COL Se eee 65 25 2.5 ore babs faeces Ea one 60 No No 
Siig haan Gk See 75 28 Oe a ee ee rete gt to Cs ee eee 31 No No 
ee ee ore Se a em as te em Oe PO aM n= es NS Pn gs re Ut RM Nore on ht RS pee MR aera eee | een ae No No 
15,000 40,000 50,000, 75 10 4 ere <-70> #12 Sn eee: 3 2 Se 75 900 No No 
aids pe ead as re ee ne ee ee Pea Tt er No No 
834 7,768 20,358) 985 17.5 a ere 48.3 43.5 15.3 ene. 4.8 48 99.4 99 | 145 No No 
| 
B Ba osl vata ko eee aia i ae oe ef ee rm et Rte ok tad ty a eee Pale OES ees ee gee ON eR oss | eer No No 
yee eas ane 1 oe 50 35 10 canes ee 80 10 15 90 5 1 100 sees | 93 No No 
_ Snes oo 66 OD. vndew he ae” eed i Ee RRS ew ere Gon 175 No No 
ba ciss © den Oe oP ae 95 73 67 Te eae eg ed i MY rd at ee gee ee pre Aone 275 No No 
Lig cme Oboe meee een 80 52 41 9 cove ae 60 9 11 68 2 2 98 i 162 No No 
5 hoa Rela ees -Ohisciie Hokeees: cdbliat  Spbeu Susie: Seen Smeg! beaks, Saves .aceeeleenee Mineeen ceva ken touecn | 30 No No 
350 28,000 44,000 | 92 1 69 We Ao 25 ere SUS haere oa ieee ee 98 ae No No 
POE eee eS. 75 65 70 15 axes 80 10 35 25 10 10 92 1 9 50 No No 
sis isigeasgts- aca ele ace Maes OMAR” AL oop Ma eee ha I En is a re cea en 15 No No 
cp we: . “xia eed. Tee teeter aea~ “Rawicnl Tecuind” wanwbal atneaak- eaehe. ewes eau lease beena -seweendesses | 4 No No 
NG? icerta— izecene 90 70 25 wey aka 10 70 5 10 90 5 5 100 | 4 Yes Yes 
5 Scie ania a BETES SN PRICEY Te oe Gece Y Ractont) ie letaiia Suara ach eee a, ata ee SEL Cake CRD at eceiee 100 No No 
4 3,200 1,400 | 60.4 33 13 Soa 6.7 76.3 3.9 Si ascat A ae Ose 5 | 115 No No 
78 20,770 6132 | 71.1 344 21.6 eee er 76 769 4.6 9 81.7 5 3 +100 5.5 | 350 No No 
| 
OO <cceser aceeene 28.5 15 15 “SO kc 30 37.5 30 eo 50 aT eee | 28 No No 
eae | qaeeeg ose ROS hee is eee ee i a ee a ee reel ec Seay maces ear 150 Yes Yes 
25 200 60 | 92 45 32 ne Gc, 93 72 5 5 42 1 1 95 1 16 No No 
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YOUOURSELE A SPACEBUYER! 


Well, maybe there’s a better name for you. 


Let’s face it. Buying space is the least important thing you do. A junior 
can make out space orders. The action you take after evaluating all of the 
factors is the thing that makes you important ... because you’re really 
an advertising administrator. 


What do you do when you find a trade publication that gives you nearly all 
of the outlets including the big bellwethers? You don’t just “buy space” in 
it. You schedule insertions to dominate it. This gives you the greatest adver- 
tising impact your advertising dollar will buy. 


Maybe a “spacebuyer” would peek into Standard Rate and Data and put 
all the publications in the appliance-radio-TV field “on the list” ... but 
this can be expensive ... dealers only read an average of two publications 
... usually the strongest two in the field. 


Don’t scatter your client’s budget. Concentrate his advertising doliar in 
the two leaders in the field. You'll certainly want to put it in the only paid 
circulation magazine which covers the national market by itself. If your 
client has been using five publications you'll cut 54% off his costs and keep 
84°% of his primary audience, the people who will help him improve his 
distribution. 


The Industry’s Best Seller 


You'll get the kind of readership which makes advertising most effective 
in ELECTRICAL MERCHANDISING . . . the Industry’s Best Seller. America’s 
leading dealers and distributors buy it because it helps them sell. It can 
help your client do his best selling job too. It can help him cut his sales costs 
while he gets a bigger share of the market. 


You can help your client educate dealers on how to sell his product by telling 
his story regularly in ELECTRICAL MERCHANDISING, the “‘how-to-sell” maga- 
zine. Your advertising will stimulate off-season sales and build distribution. 


Contact any of the following men. They’ll be glad to help you with appliance- 
radio-TV marketing problems: New York 36, Harry Denmead, 330 West 
42nd Street, Longacre 4-3000; Philadelphia 3, Frank Coyle, 17th & Sansom 
St., Rittenhouse 6-0670; Boston 16, Bill Hodgkinson, 350 Park Square 
Bldg., Hubbard 2-7160; Los Angeles 17, Carl Dysinger, 1111 Wilshire Blvd., 
Madison 6-4323; San Francisco 4, Tom Carmody, 68 Post Street, Douglas 
2-4600; Atlanta 3, Bob Sidur, 1321 Rhodes-Haverty Bldg., Walnut 5778- 
2383; Chicago 11, Roland Werth, Ed Brennan, George Carlson, 520 N. 
Michigan Ave., Mohawk 4-5800; Cleveland 15, Jim Phillips, 1510 Hanna 
Bldg., Superior 1-7000; Dallas 1, Jim Cash, First Nat’] Bank Bldg., Pros- 
pect 7-5064. 


® ELECTRICAL © em 


will 


cover the market alone 
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TABLE |. pottars SPENT PER DOMESTIC CUSTOMER FOR VARIOUS APPLIANCES — 1953 






Refrig- 

erator Range 
Washington 23.10 19.53 
Oregon 27.60 26.13 
California 26.40 3.85 
Pacific Coast 26.10 6.33 
Montana 19.80 13.75 
Idaho 25.20 23.10 
Wyoming 35.10 15.13 
Colorado 23.70 9.63 
New Mexico 18.30 7.15 
Arizona 27.10 3.85 
Utah 18.00 13.76 
Nevada 12.00 9.35 
Intermountain 23.10 12.10 
Hawaii 14.40 Hoo 
Alaska 5.10 5.77 
British Columbia 45.30 9.90 


Water 
Heater 


6.75 
6.13 

63 
1.51 
1.75 
6.37 
1.50 
1.80 

38 
1.13 
3.50 
3.62 
2.63 


3.75 
3.33 
3.50 


Freezer 
7.26 
14.56 
5.60 
6.16 
7.56 
14.00 
6.72 
7.28 
6.44 
5.60 
11.76 
7.56 
9.24 


2.80 
1.68 
8.40 


Room 
Condi- 
tioner 


1.38 
38 
1.84 


Evap- 
orative 
Cooler 


40 
0 
80 
70 
10 
40 
70 

3.20 

1.60 

8.90 
10 

2.60 

3.20 


Auto- 
matic 
Washer 


15.53 
19.80 
15.52 
15.75 
10.80 
13.27 
9.23 
7.66 
7.20 
10.35 
9.91 


Con- 
ventional Vacuum 
Washer lroner Dryer Cleaner 
4.50 90 9.60 3.78 
7.05 1.50 11.28 7.63 


4.35 1.05 2.88 2.66 
4.65 1.05 4.08 3.15 
7.20 1.25 4.32 1.61 


5.25 2.25 7.20 1.54 
14.70 2.25 5.04 3.78 
8.40 1.35 1.68 2.59 
12.15 1.35 72 

6.15 15 .96 1.05 


6.00 1.80 4.08 4.48 
1.95 4.05 6.48 4.62 
7.20 1.50 3.36 2.80 


1.65 30 96 1.33 
3.15 15 3.12 1.47 
8.25 30 12 4.20 





Food 

Dish Waste Tele- 
Washer Unit Radio vision Total 
2.75 60 7.04 75.60 177.46 
2.20 24 «1736 = =©70.70 212.28 
193 204 696 33.90 109.03 
193 192 7.36 3810 119.25 
138 60 656 13.50 90.40 
1.93 48 10.32 24.90 136.54 
6.60 264 10.80 40.50 155.15 
1.65 60 568 24.52 100.84 
55 24 19.50 75.96 
1.10 60 552 35.10 110.00 
1.10 36 672 41.10 124.42 
3.57 7.44 74.94 
1382 48—S—«O72.04=37.80 122.41 


1.10 48 2.08 240 46.76 
1.65 60 0 31.35 
28 12 9.04 38.10 131.39 





1953 In The Far West 


La | = = 
111 605,205 domesti cus 
tomers reported by 72 utilities 
in the eleven western states pur 


sed major electrical appliances, ra- 


dio and television to the amount of 
$673,297,000 in 1953. Add to this 
t] idditional 539.330 customers. re 


ported by nine companies from Brit- 
ish Columbia, Hawaii and Alaska, and 
the amount spent was nearly $712, 
00,000. This was 


ond 


1S percent above 


ing figure for 1952 


West Continues to Grow 


Growth of population is reflected 
the increase in number of domesti 
tomers r ported was slightly higher 
ent vise than the vear previous, 

| ‘siderably greater numerically 
(he increase was 4.7 percent for 
t Pacific Coast states (last vear 4.5 
ent 3.9 percent for the Inter 
mountain area, as compared with a 
} ( t growth in 1952, and 4.6 
nt for the eleven western states 

ist vear 4.5 percent Highest rate 
growth reported was again from 
\rizona, with a 6.6 percent increase, 


so high as last 
of 9.4 percent. Highest 
iddition of domestic cus 


though not quite 
vears figur 
numec4ri i] 
tomers was reported from California, 
where a 5.4 percent increase of 176,- 


599 new wired homes was reported, 
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well above the 5.07 percent increase 


ot 


last vear. 


Above the average in 


growth also were Colorado, Wyoming 
and Nevada. 

Ihree companies from British Co- 
lumbia report 257,039 domestic cus- 
tomers, up 6.5 percent over 1952 fig- 


ures. 


lhree 


utilities serving three 


islands of the Hawaiian group have 


91,270 customers, 4.1 
than 
utilities 
tomers report an increase 
figures of 10.8 percent. 
clude 
gon, 
ent; 


rade 


VCar 


Serving 


, 5.2 per 


percent more 


From Alaska three 


Over 


1 total of 11,130 cus- 


1952 


Increases re- 
ported from other western states in- 


Washington, 2.8 percent; Ore- 
2.8 percent; Montana, 3.2 per- 
Idaho, 1.4 percent; Wvoming, 
recent; Utah, 1.5 percent; Col 
ent; and Nevada, 


4.9 


Home Use of Electricity Increases 


| he 


ible 


mc! 


customer 


entire 
TCAas¢ 


ot 


red 
in. the 
electricity 
High figures as usual are 


she WS 


a ( onside I 


iverage 
per 


annual 
domestic 


reported from the Pacific Northwest, 
where electric range and water heater 
ownership is high. The highest aver- 
ge is from the state of Washington, 
where the mean for all companies re- 


porting is 
domestic 


6,696 kw.-hr. average per 
customer, with 9,780 kw.- 


hr. reported by the Inland Empire 
Electrification Assn. No company in 
the state was lower than a 5,000 kw.- 
hr. average, and seven reported more 
than 7,000 kw.-hr. Oregon domes- 
tic users averaged 6,194 kw-hr. in 
1953. Here the highest figure was 
that of the California-Oregon Power 
Co., which reports a 7,494 kw--hr. 
erage this year per home, while the 
lowest figure for the state is 4,625 
kw.-hr. Idaho stands third, reporting 
a 1953 average for the domestic cus- 
tomers of the Idaho Power Co. of 
5,450 kw.-hr., while the Clearwater 
Valley cooperative reports a 4,900 kw- 
hr. use. Other high figures come 
from Utah, where Heber City reports 
1 7,000 kw.-hr. average use per home. 
Che average for all companies of the 
state is 4,061 kw.-hr., with the Utah 
Power & Light Co. reporting 3,420 
kw.-hr. 

The Nevada average was 3,734 
kw.-hr., with the Sierra Pacific Power 
Co., serving the Reno area, reporting 
4,075 kw.-hr. The Las Vegas high- 
use area was not reported this year. 
California domestic customers aver- 
aged 2,506 kw.-hr., the onlv relatively 
high figure of 4,700 kw.-hr. coming 
from the California-Pacific Utilities 
Co., which serves several areas outside 
the state. The domestic customers 


JANUARY, 


of the Pacific Gas & Electric Co., 
averaged 2,350 kw-hr., those of the 
Southern California Edison Co., 1803 
kw.-hr, This state is extremely low 
in electric range and water heater 
saturation because of the abundance 
of natural gas available in large popu- 
lation centers. 


Other statewide averages for the 
past year include: Montana, 2,700; 
Wyoming, 1,857; Colorado, 1,889; 


New Mexico (including the Roswell 
and Las Cruces areas), 2,335; Arizona, 
2.232: Hawaii, 2,676 (Oahu average 
British Columbia, 2,688; 
and Alaska, 4.203 kw.-hr. One of 
the Alaska companies apparently in- 
cludes some commercial customers. 
Increases over the kw.-hr. usages 
reported last vear vary from 79 kw.- 
hr. in Wyoming to 635 kw.-hr. more 
used per home in Washington. Aver- 
age increases from other states in- 
clude: Oregon, 180; California, 279; 
Montana, 170; Idaho, 150; Colorado, 
124: New Mexico, 581: Arizona, 182; 
Utah, 289; Nevada, 444; Hawaii, 162; 
British Columbia, 145 kw.-hr. 1952 
figures for Alaska are not available. 


27959 
is 3.230): 


No Change in Merchandising 


Western utilities for the most part 
do not merchandise, and no changes 
in practice are reported for the near 
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Eighty-one western 
utilities report an 18 
percent increase in 
appliance and radio-TV 
sale and gains in elec- 
tricity consumption as 
high as 635 kw.-hrs.—all 
of which helped the 
“average” dealer do a 


$53,000 volume 


By 
CLOTILDE G. TAYLOR 


future Ot the 


OM panies inswerl- 
ing in t cleven western states, four 
on the Pa Coast and seven in the 
Intermountain area sell appliances, 
62 companies do not. Wyoming re- 
verses this picture, all three of the 
reporting companies being active mer 
handiser In Colorado the two 
largest companies, serving the Denver 
ind Pueblo areas, sell direct. The 
Idaho Power Co. sells to low-use cus 
tomers and in areas not served by 
dealers. The E] Paso Co. does some 


merchandising in the Las Cruces area 
of New Mexico. On the Pacific Coast, 
the Mason County P.U.D. and Ta- 
coma City Light in Washington and 
(he Califorma Electric Power Co. 
ind the Turlock Irrigation District 
in California are the only ones report- 
ing merchandising activities. No 
changes are planned during 1954. 


Promotions Planned 


Nineteen companies on the Pacific 
Coast, and thirteen in the Intermoun- 
tain area plan promotions on ranges, 
fourteen and nine respectively on wa- 
ter heaters, ten and nine on clothes 
dryers, nine and three on room con- 
ditioners, three and six on dishwash- 
ers, nine and seven on freezers. In 
addition one California company 
“probably” will promote ranges and 
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TABLE Il. patteERN OF SALES FOR THE AVERAGE DEALER IN 1953 





11 Western States, Hawaii, Alaska & British Columbia (Figures in percent of total sales) 

















Room* Auto- Con- Food 
Refrig- Water Condi- matic ventional Vacuum Dish Waste Tele- 
erator Range Heater Freezer tioner Washer Washer lroner Dryer Cleaner Washer Unit Radio vision 
Washington 13.0 11.0 3.8 42 0.2 8.8 2.5 0.5 5.4 2.1 1.6 0.4 3.9 426 
Oregon 13.0 123 2.9 6.9 0 9.3 3.3 0.7 5.3 3.6 1.0 0.1 8.2 33.4 
California 26.1 3.1 0.4 48 10 13.9 3.9 0.5 2.7 2.2 15 18 6.3 31.8 
“PacificCoat 219 53 13 52 10 132 39 O89 34 26 16 16 62 319 
~~ Montana ee 201 = 142— . 24 81 09 119 8.8 19 49 2.3 2.1 13 et) 140 
Idaho 184 169 46 102 0.5 9.8 3.9 17 5.2 12 1.5 0.3 76 182 
Wyoming 22.6 9.9 0.9 43 0.9 5.9 9.5 14 3.2 2.4 42 17 70 26.1 
Colorado 23.7 9.6 17 7.0 44 7.6 8.4 13 1.6 2.5 1.6 0.6 56 244 
New Mexico 23.6 9.1 0.6 8.1 28 11.0 15.7 17 1.1 0.9 0.3 25.1 
Arizona 24.9 3.4 10 5.1 9.6 9.4 5.5 0.6 0.9 0.9 1.0 0.5 52 310 
Utah 145 10.6 2.8 9.4 14 8.0 49 13 3.3 3.5 0.9 0.3 54 33.2 
Nevada 16.6 12.9 5.0 10.0 3.4 162 2.4 5.5 8.8 6.3 2.7 10.2 
Intermountain 18.8 | 98 22 14 3.3 84 59 12 27 22 WW : 04 a Te 30.9 
11 Western States 21.2 
Hawaii 30.8 23.9 8.0 6.4 0.9 7.2 3.4 0.7 2.2 2.8 2.5 1. 45 5.5 
Alaska 16.2 186 10.6 5.4 0 15.1 10.1 2.4 9.9 47 5.3 1.7 0 
British Columbia 42.8 9.1 2.9 8.1 0.2 2.8 77 0.4 1.0 5.2 0.6 0.3 9.6 9.3 





“Includes both refrigerative and evaporative units 
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Eleven Western States, British Columbia, Hawaii & Alaska 





general 
(he Idaho Power Co. plans limited 
“employee specials”. Franklin County 


Refrig- Water Condi cae a oane Clothes Vacuum Dish Waste Tele- 

erator Range Heater Freezer tioner Cooler Washer Washer Ironer Dryer Cleaner Washer Unit Radio vision 
Washington 84 71 66 ll 1— 26 25 63 ll 12 78 4 2 iv 13 
Oregon 88 63 57 12 0 0 19 72 10 17 61 6 4 97 
California 8 25 12 12 ~=«5 17 330 3s i 5 82 5 5 96 49 
Montana 90 45 13 
Idaho 90 68 65 18 6 ll 37 63 20 11 68 7 2 98 7 
Wyoming 94 47 7 17 2 1 31 85 14 16 87 7 6 i115 15 
Colorado 81 45 15 15 8 13 12 78 21 7 85 9 7 94 27 
New Mexico 91 23 4 17 27 76 7 2 57 2 2 90 46 
Arizona 3S BR 7 4 86 23 60 7 5 50 6 6 9 2 
Utah 91 50 33 9 2 3 15 81 13 10 87 3 3 102 70 
Nevada 90 63 61 10 0 25 25 75 10 5 85 5 90 
Hawaii* 61 30 19 27 0 0 27 55 15 13 42 36 26 95 l 
British Columbia 66 34 17 4 0 7 77 4 l— 82 1—_ l— 100 5 
Alaska 90 70 25 10 0 10 70 5 10 90 5 5 100 0 
*Figures from the islands of Maui and Hawaii 

dryers, while several utilities promise water heaters and freezers. The Brit- of interest as showing the changing 


aid in dealer promotions. ish Columbia utilities both plan to 


promote ranges and water heaters 
while the B. C. Electric of Vancouver 


trend of appliance ownership in var- 
ious areas, as well as current acceptance 


figures for the different appliances. 


P.U.D. of Washington plans a cam- 


adds clothes dryers, freezers and prob 


In many cases they are quite accurate, 


paign to change 2-wire to 3-wire in- ibly dishwashers to its program. No __ being based on actual surveys —in 
stallations, subsidizing range and wa- plans for promotions are contem- others, it is obvious, they are esti- 


ter heater wiring. Hawaii companies 
will do no promoting of room con- 
ditioners, but the Oahu and Hilo 
companies plan promotions of all 
other items mentioned, while the 
Maui company will promote ranges, 


1954 


plated by the Alaska companies re- 
porting. 


Saturation Averages 


Saturation figures, of course, are 
closely allied to kw.-hr. use. They are 


mates based on the practical knowl- 
edge of those best informed. A com- 
parison of saturation and sales figures 
for the same areas indicates, that al- 
though conventional type washers far 
(Continued on page 274) 
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Water Pump and 
Two-way Valve Solenoid 


Hot and Cold 
Water Solenoid 


You'll eliminate costly, reputation-ruining service call-backs . . 
and assure years of customer satisfaction if you use these genuine 
Whirlpool Automatic Washer solenoids. They're engineered and 
built to the same high standards of quality as the solenoids origi- 
nally installed in a Whirlpool. They're designed with more wire 
turns and heavier insulation to meet every requirement . . . and 
to last. No other solenoids . . . even though they look the same... 
will give the same dependable, on-the-job performance. 

You're money ahead and time ahead . . 


. your reputation is safe 

. when you buy and install genuine Whirlpool parts. See your 
local Whirlpool dealer, distributor or A.P.J.A. parts jobber for 
quality Whirlpool parts... quickly available. 


AMERICA’S MOST COMPLETE SELECTION OF HOME LAUNDRY APPLIANCES 


—— ~— =") —_ 


- es - - — — 


—_—_ ———— \ eee —; ‘ 6 


service division 
WHIRLPOOL CORPORATION « St. Joseph, Michigan 


Clyde, Ohio e LaPorte, Indiana 
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outnumber automatics now owned in 
the homes of the West, in all but one 
or two areas the automatic washer is 
fast taking over. Electric dryer, dish- 
washer and food waste unit satura- 
tions have increased practically every- 
where, while television has sprung 
from nothing at all to relatively high 
levels within a single year. High satu- 
ration for electric ranges and water 
heaters is reported by Washington, 
with 71 out of every 100 homes 
cooking electrically and 68 heating 
their water by wire also. Idaho re- 
ports a 65 percent ownership of elec- 
tric ranges and 65 percent for water 
heaters. Oregon figures are 63 and 57- 
percent respectively. Low for range 
ownership is Arizona, with 12 pet 
cent. ‘This state, on the other hand, 
has the high figure of 92.7 percent 
ownership of electric refrigerators and, 
uniquely, $6 percent saturation for 
evaporative coolers. 

Other states which have a number 
ot evaporative coolers in use ar 
Washington, California, Idaho, Col 
orado and Nevada. It is apparent 
from the figures that in the past evap 
orative coolers have outsold room 
conditioners wherever the climate per 
mits, although almost all of these 
states also report a substantial num- 
ber of room conditioners owned. 

The electric ironer still outranks 
the clothes drver slightly in saturation 
figures, although the sales reported 
show that drvers this year considerably 
outsold ironers. Three appliances— 
refrigerators, washing machines and 
radios are near the 100 percent satu- 
ration figure, with vacuum cleaners 
not far behind. At the same time 
sales of refrigerators represent 21 per- 
cent of all business done in major 
appliances, while washers comprise 
better than 16 percent and radio 
well over 6 percent of the dealer’s 
total. 


Dealers Average Higher Sales 


About the same number of dealers 
as last vear served the 11 western 
states. The number was slightly less 
in the Pacific Coast area, slightly up 
in the Intermountain, with a loss of 
0.38 percent in the West as a whole. 
This contrasts with an increase of 4.8 
percent reported during 1952. As 
there have undoubtedly been a num- 
ber of specialty television outlets op- 
ened in new telecasting areas, the loss 
of stores carrying appliances is prob- 
ably somewhat greater. The number 
of dealers serving the islands of Hawaii 
and Maui was up | percent this year, 
while British Columbia reports a 3.5 
percent drop. 

It has been the custom in this re- 
port to give the number of utility 
customers per dealer reported for the 
various states and this will be followed 
here, although figures are of interest 
chiefly to serve as a check on other 
figures involving dealers. There are 
numerous tvpes of dealers: (1) the 
predominantly electrical store, (2) the 
electrical dealer and contractor, (3) 
the exclusive radio and/or television 
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dealer, (4) the specialty dealer in 
other appliances, such as laundry 
equipment, air conditioning, etc., (5) 
the business handling major appli- 
ances as a sidcline and (6) the dealer 
handling small appliances only as a 
sideline. For the most part this last 
classification has not been included 
in reporting the number of dealers, 
but it is not always clear what has 
been the basis upon which the various 
utility reports have been made, and as 
a consequence COMPa4Lisons ire of 
doubtful value. For what thev are 
worth, the number of wired homes 
domestic customers) per dealer bv 
states include: Washington, 288; 
Oregon, 437; California, 70S; Mon- 
tana, 159; Idaho, 233; Wyoming, 374; 
Colorado, 440; New Mexico, 773; 
Arizona, 384; Utah, 227; Nevada, 
215; Hawaii, 469; British Columbia, 
455; Alaska, 484. (Note: Both Mon- 
tana and Nevada figures involve one 
factor as of Jan. 1, 1953.) 


Five Percent Increase 


Except for Washington, Nevada 
and Hawaii, every state reports total 
sales per dealer considerably above 
those of last year. This figure is up 3 
percent for the Pacific Coast, up 40 
percent for the Intermountain area 
and up 5 percent for the 11 western 
states. British Columbia figures are 
up 14.3 percent, Hawaii down 5 per- 
cent. Total sales figures per average 
dealer by states: Washington, $49,- 
130: Oregon, $64,695: California, 
$68,595: Montana, $15,305; Idaho, 
$35,055; Wyoming, $55,495; Colo- 
rado, $96,705: New Mexico, $62,290: 
Arizona, $36,380; Utah, $28,495; Ne 
vada, $9,950; (based on records of one 
small company); British Columbia, 
$48,315; Hawaii, $21,820; Alaska, 
$19,310. Totaled figures by regions 
are more valid, as numbers iron out 
some of the inequalities. These show 
that the average dealer on the Pacific 
Coast served 549 wired homes, and 
did a business amounting to $62,600 
during 1953. He sold 51 refrigerators, 
14 electric ranges, 7 electric water 
heaters, 13 freezers, 2 room condi- 
tioners, 4 evaporative coolers, 27 
automatic and 11 conventional wash- 
ers, 3 ironers, 10 dryers, 23 vacuum 
cleaners, 4 dishwashers and 9 food 
waste units, 52 radios and 72 TV. 

It should be noted that a number 
of major items, such as air heaters, 
and all traffic appliances are omitted 
from this report. Also that there is 
of course, no “average dealer’—and 
the volume of business done by the 
individual store must varv widelv, de 
pending upon whether the electrical 
items sold are a maior or minor part 
of the store’s entire business. 


“Average Dealer” In Intermountain Area 


The mythical ‘‘average dealer’ in 
the Intermountain area served 313 
wired homes and sold $31,040 worth 
of major appliances, radio and _tele- 
vision. These included: 20 refriger- 
ators, 11 ranges, 6 water heaters, 9 

(Continued on page 276 
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THE LEADING LINE OF 
ATTIC AND EXHAUST FANS 


Horozontal and vertical—eleven 


right sized models—well known 
and accepted the country over. 
4500 cfm to 23500 cfm. 


-_ “a 
Gest FOR POPULAR DEMANDS 
Casement windows—sash windows—floor fans—portables 
—intake or exhaust—two speeds—reversible models—con- 


venience and good looks. 


a 

Oest FOR YOUR VOLUME AND PROFITS 
Fresh-Air Makers are offered to you with full confidence that 
they will please your customers and make you money. They 


are available in a generous array of sizes, all priced right. 












@ TO STIMULATE VOLUME 
@ FOR TIME BUYING 
e FOR TIME SERVICING 


Appliance 
Timer 


The most compact 
coin controlled timer 
ever built... 


A.B.T. COIN PAY METER 





j @ Completely Automatic 
f @ Neon Indicator Light 
P DAY-METER @ When in Operation 
Ces Gcas mpar @ Rugged Construction 
ey — @ Capacity $25.00 in Quarters 
mab by rages -tt @ Accepts Quarters Only 
0 6 ARE AOE. CheGaee Me, Ht @ Throws out small coins and small 
slugs 
@ Size: 25¢x459x55¢ 
@ Time: 15 min., 30 min., 1 hour, 


Midget Model #8200 2 hours, up to 24 hours. 


SELL AND OPERATE: 


Refrigerators, Washing Machines, lroners, Dryers, Television, Radios, Dishwashers, 
Vacuum Cleaners, Deep Freeze Units, anything electrical with the PAY METER. 

Your merchandise does not have to be electrical to be sold through an A.B.T. 
PAY METER 


Free-View 
Television Meter 


For 25¢ Coin Operation 


The 3 min. Free-View Meter is especially 
designed for the operation of coin con- 
trolled television sets in public places, 
such as hotels, motels, hospitals, bus 
depots, and many others. 

The 3 min. Free-View Cycle, designed 
to attract attention and to create viewer 
interest, can be furnished as an auto- 
matic feature, turning on the television 
set for 3 minutes of Free-Viewing every 
half hour. 


@ Cash Box Capacity: Over $100.00 
@ Finish: Brown or Black Velvet Crackle 


@ Dimensions ABT Model #7300 12” 
high—7'2" wide—334" deep. Net 
weight—9'2 pounds 


Let us show you how... 
Write for details and 


A few choice territories still available 
quantity prices 


for experienced representation . . . WRIT 
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freezers, 2 room conditioners, 9 evapo- 
rative coolers, 12 each of automatic 
and conventional washers, 3 ironers, 
+ dryers, 9 vacuum cleaners, 1 each 
of dishwashers and food waste units, 
21 radios and 33 television sets. ‘The 
average for the 11 western states was 
501 wired homes per dealer, with a 
total business in the appliances re 
ported of $53,075. 


Television Changes Sales Pattern 


When the dollar value of appli 
inces sold is reduced to percentage of 
total sales, the sales pattern of the 
various areas is revealed. Most im- 
portant change from last vear is a 
shifting toward television. ‘Television 
comparisons by percentages are not 
wholly accurate, as early figures were 
based only on the areas served and 
because other areas were omitted, the 
impression was given that the high 
figure applied to an entire state. The 
reas served have now been widely 
extended and more nearly approach 
statewide proportions, although there 
are still gaps of important areas. The 
result is that in some. states this 
vear’s figures actually appear lower 
than last vear, although numerically 
sales have been considerably higher. 
Another interesting shift in the sales 
pattern is the returning importance 
of refrigerators in California, where 
the sale this year was far above a 
year ago. Freezers have dropped 
slightly in importance in California, 
risen in the Intermountain area. 


Sales Go Up 


The general impression gained by 
ficld contacts with electrical dealers 
throughout the vear has been one of 
a moderately fair selling year, with 
more areas of gloom than excessively 
cheerful spots. Reports from power 
companies on actual dealer sales, 
however, indicate that the picture 
should have been painted several 
shades brighter. With the exception 
only of Washington, Nevada and 
Hawaii, which report sales lower than 
those of the previous year, the rest 
of the West was uniformly above 
1952. This figure, based on expendi- 
tures per wired home, was up 3.5 per- 
cent for the Pacific Coast as a whole, 
up 13 percent for the eleven western 
states. British Columbia showed a 
14.3 percent increase in dollar sales 
per home, Hawaii a 5 percent drop. 
The main Island of Oahu, where tele- 
vision sales probably played a larger 
part in the television picture, was not 
included in the report. In making 
these comparisons, no attention has 
been paid to possible changes in 
price, which would be difficult to 
evaluate. 


Television Not Sole Factor 


Nor is television the only factor in 
the increase. In California, where 
television sales are reported as slightly 
lower than last year, the drop is more 
than made up by an increase in re- 
frigerator, dryer, vacuum cleaner, dish- 
washer and food waste unit sales. If 
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television sales were entirely omitted 
from the comparison, the only addi- 
tional state which would fall into the 
minus column on other appliances 
would be Oregon. Sales of appliances 
per 1,000 domestic customers are 
given elsewhere by states in the na- 
tional tabulation. Of interest is the 
marked come-back of refrigerators in 
California, Arizona and Colorado, as 
well as British Columbia. Vacuum 
cleaners also are up. Other increases 
ire mostly among the newer appli- 


mces. Television increases, which are 
large, are dificult to reduce to per- 
centages because in many cases the 
base was zero or near it. 


Refrigerator Comeback 


(An outstanding comeback in the 
sale of refrigerators in California, Ari- 
zona and Colorado resulted in an 
increase of 12 percent in 1953 sales 
of this appliance in the eleven western 
states as compared with 1952, in spite 
of the fact that sales continued low 
in other states of the West. British 
Columbia showed a 27 percent in 
crease over sales which were high last 
vear. In all about $156,000,000 was 
spent on refrigerators in the West 
plus British Columbia, Alaska and 
Hawaii. Of this the Intermountain 
area took care of $23,000,000, the 
Pacific Coast states of $120.000,000. 
California alone accounted for $90,- 
500,000 of this amount. Inasmuch 
as saturations varv between 79 and 94 
percent, it is obvious that most of the 
purchases were made by homes. al- 
ready possessing a refrigerator. Re 
frigerators last vear accounted for 
better than one fifth of the average 
western dealer's income from the 
appliances covered in this survey. 


40 Million for Electric Ranges 


About $40.000.000 was spent for 
electric ranges by the customers of 
the companies reporting in the eleven 
western states, or $7.15 per wired 
home. The states of Washington, 
Oregon and Idaho accounted for 
about $18,400,000 of this amount. 
Here again it is the areas of high 
saturation which provide the largest 
market, both because the same factors 
which led to the original purchase are 
still in operation, and because accept- 
ance of electric cooking by friends and 
neighbors encourages purchase of elec- 
tric equipment for a new home. Com- 
petition of cheap natural gas is the 
greatest factor inhibiting widespread 
use of electricity for cooking and 
water heating. Electric ranges account 
for 6 percent of the average western 
dealer’s sales, but the figure goes as 
high as 16.9 percent in Idaho. Sales 
of electric ranges were under those 
of 1952 in the Pacific Coast states, 
and in Idaho, Wyoming and New 
Mexico in the Intermountain area. 
British Columbia sales were down 5 
percent, those in Hawaii up by the 
same amount. Overall sales in eleven 
western states were off 4 percent, 
figured on a_ per customer basis. 

(Continued on page 278) 
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with all the features listed below! Other models in the full line offer outstanding values ; e 
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Automatic thermostat control. Heating system for year-round comfort. Push-button control 
panel. Special control for night operation. Special humidity control. Air exhaust and 
ventilation. Easily replaced filter. Beautifully styled with choice of two grille colors: ivory 
or mahogany. Extra Installation Features, too: Narrower size to fit almost any window. 
Less outside projection. Quick-change electrical cords for easy conversion to local elec- 
trical requirements. 


Chicago Furniture Mart 
*BE SURE TO COME IN FOR 


Ket 


If you don’t plan to get to our market, contact your Welbilt representative, or write Welbilt Stove Company, Inc., Maspeth 78, New York 
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ROTARY POWER MOWER 





Stays Sold... 
ys old... 





Sells more GOODALLS for you! 


You’ve probably found yourself having to sell certain 
mowers twice—when the customer first bought, 

and a second time when he brought the mower back. 
But you'll never have to sell a Goodall over again. 
Instead of coming back to complain, your customer 
brings his neighbors in to help you sell more 
Goodalls! Here’s why: 





1) Exclusive Goodall-Lauson Engine 
It’s the heart of Goodall Heavy Duty 
Mowers. Features three precision 
ball bearings and built-in oil pump for 
longer engine life! 


vi World's First Direct Drive — Blade 

attaches directly on to crankshaft for 
more cutting power, easier starting, and 
fewer moving parts. No belts, pulleys, 
or friction drives to cause trouble. 





&> No Service Problems — Goodall 

Mowers last longer... practically never 
come back for service. They’re quality 
built with the craftsmanship and exper- 
ence that have made Goodall the 
leader in rotary mowers for 16 years! 


Q You Sell Him—We Keep Him Sold! 

— Goodall national advertising, local 
cooperative newspaper advertising, 
point of sale materials, displays, home 
demonstrations convince the customer 
he’s right when he chooses Goodall — 
keep him sold on Goodall, too! 





there’s a GOODALL MOWER 
( for every budget... every lawn! 
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eae HEAVY DUTY STANDARD 
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PROPELLED 





Ss 





j 











— 
@ 18-INCH @ 17-INCH @ 21-INCH SELF- @ 10-INCH 
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FREE Home Trial 
Doubles Sales 


Last year dealers reported Goodall’s 

Free Home Trial Plan actually 

doubled their sales in many cases. ~ \ 
} 





Learn how we can make it possible 






for you to offer this amazing mower- 
selling demonstration, too. See 


your Goodall distributor 


MANUFACTURING CORPORATION or write us now. 
411 St. Anthony Bivd Minneapolis 18, Minn 
Factory: Warrensburg, Mo 
ATTENTION: A few Goodall Distributorships are open. Write us. 





PAGE 278 





1953 In The Far West 





Water Heaters Remain Even 


About the same number of cus- 
tomers proportional to the total do- 
mestic customers of all companies 
reporting in the 11 western states pur- 
chased water heaters this year as last 
and spent over $9,000,000 in doing 
so. Best job of selling this appliance 
in the past has been done by Wash- 
ington, with high saturations also re- 
ported for Idaho, Nevada and Ore- 
gon. Best job of selling last year was 
in Washington also, where $6.75 per 
domestic customer home was spent 
for water heaters, followed by Idaho 
and Oregon, where the figures were 
$6.37 and $6.13 respectively. Nevada 
homes owned about as many water 
heaters as ranges and last year sold 
one water heater for every 1.1 range 
sold. Washington has almost as high 
a saturation ratio and sold one water 
heater for every 1.6 ranges. In the 
West as a whole two ranges were sold 
to every one water heater. In the 
territory of the one company in 
Alaska reporting, more electric water 
heaters were sold than electric ranges. 

Sales of water heaters per 1,000 
domestic customers were up in Wash- 
ington, Montana, Colorado, Arizona, 
Nevada and British Columbia, down 
as compared with last vear in Oregon, 
Idaho, Wyoming, Utah and Hawaii. 
They accounted for about 1.4 percent 
of the average western dealer’s busi- 
ness, for 8 percent in Hawaii and 
10.6 percent in Alaska. 


Freezer Sales Drop Slightly 


With the quiet abandonment of 
most food-plan selling, the flurry of 
freezer booms which characterized 
1952 faded away, with the result that 
freezer sales dropped markedly in 
California, bringing the Pacific Coast 
figures to an 18 percent loss, in spite 
of increases reported from Washing- 
ton. Arizona and Nevada sales were 
also down, but other Intermountain 
states matched or surpassed last vear’s 
sales, bringing the record for that re- 
gion to 6 percent above that of last 
vear. For the West as a whole the 
total sales per 1,000 domestic cus- 
tomers was 16 percent below that 
reported for 1952. Hawaii freezer 
sales were down, but British Colum- 
bia reported a 230 percent increase. 


Washers—Automatic and Conventional 


Taken together, automatic and con 
ventional-type washers are to be found 
in from 80 to 100 percent of the 
homes of the West. Nevertheless the 
sale of these two appliances last vear 
continued to account for about 16.6 
percent of the western dealer’s in- 
come, and for as high as 26.7 percent 
in New Mexico. Sales of conventional 
type washers were up in the Inter- 
mountain area, but sufficiently down 
on the Pacific Coast to bring the 
vear’s sales for the 11 western states 
into the minus column for 1953. 
Automatics were 20 percent up. About 
$84,372,000 was spent on automatic 
washers in the entire area covered, 
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$30,050,000 for conventional type 
washers. Saturation figures show a 
much higher ownership of wringer- 
type washers than automatic, but 
sales in most areas now favor auto- 
matics. Wyoming, Colorado, New 
Mexico and British Columbia still 
favor the conventional type, Alaska 
and Montana bought as many of one 
as the other. Everywhere else the 
automatic won out—in California, for 
instance, better than 2 to 1. Cus- 
tomers of the companies reporting in 
this state spent more than $68,000,- 
000 for these two appliances during 
1953. 


lroners Hold Their Own 


Ironer sales held their own during 
the past year. Sales were off in Cali- 
fornia, Oregon, Wyoming and Ne- 
vada, exactly balancing the increases 
reported from the other western states 
to bring the sales record out even 
with that of last year. They lost 
ground in Hawaii~—stayed at the same 
level in British Columbia. Slightly 
under $5,000,000 was spent for them 
in the Pacific Coast states, and about 
$1,500,000 in the Intermountain 
area. The figure for the entire terri- 
torv, including Hawaii, Alaska and 
British Columbia, was $6,837,000 
Highest saturation figures for ironers 
were reported from Colorado and 
Idaho. Hawaii, Wvoming, Utah and 
the three Pacific Coast states were all 
among the high users of this appli- 
ance. Best sales record for ironers 
during the vear comes from the one 
Nevada company reporting, with 
Idaho, Utah and Montana following 
in that order. 


Clothes Dryers 


Among the new appliances which 
have shown a continuing upgrade in 
sales was the clothes drver. This ap- 
pliance has gained steadily in the last 
few years and now shows saturation 
figures which in many states are as 
high or higher than those of ironers. 
For the average dealer of the eleven 
western states the monetary value of 
dryer sales was 3.2 percent of his total. 
Oregon reports much the highest ex- 
penditure per customer for this appli- 
ance, with Washington next. Hawaii 
was the only territory showing a drop 
in sales during 1953, the increase on 
the western mainland averaging 60 
percent. In the entire area $21,769.- 
000 was spent for dryers during 1953, 
nearly $19,000,000 of this in the 
Pacific Coast states. California ac- 
counted for about $10,000,000 of the 
total. 


Vacuum Cleaner Sales Increase 


Vacuum cleaner sales per 1,000 
domestic customers showed a 42 per- 
cent increase in the eleven western 
states, most of it on the Pacific Coast. 
The Intermountain area just about 
held its own compared with last year. 
Sales dropped in British Columbia, 
were higher in Hawaii. In all about 

(Continued on page 280) 
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gas range with the 
Seneeene 












in a choice of radiant gas or electric 
with the New Top-of-Stove Sizzl-Griddle! 





Allie — sill, os 









2-in-1 rotisserie plus family size plus equi-thermal Deluxe 54970 — witt ——— 


it barbecues!...:t broils! gas broiler even-heat oven New! 54960 — Radiant Gos Barbecue Pit 


Easier ff (1) Sell: f — America’s Biggest Range Value for the Mass Market! 


See the New Welbilt - -_ 






Anniversary Values 







“FF FL H “— > 

ully Automatic” Electric aa a 

7 ——— Space 520 

Welbilt enables you fo offer your {= ee Chicago Furniture Mart 

' if V4 

customer the nation’s sensational =. SG 

barbecue pit range in a complete RSELF 
; 3 ' ee 

deluxe electric at a price much lower Sens, 

than most standard feature models. ee 





: 
ee eT 
rd 


Deluxe Anniversary Mode! 54160 
2-way Barbecue Pit — Broiler 








If you don’t plan to get to our market, contact your Welbilt representative, or write Welbilt Stove Company, Inc., Maspeth 78, New York 
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Sell the lady what she wants 
and help yourself to more profit per unit! 


—\ V 


rar Lac 






It’s America’s most beautiful, most versatile vacuum 
. Engineered to today’s home cleaning problems 
styled to melt customer sales resist- 
ance packed with features that mean 


extra prolit i 


ir you. 


Model 838 
with complete 
Set Of attach. 

Ments in sturd 

Cre 4 

Retails 


$79.95 








Coulyludillse Ura ltl Tear SiloeSpeducing haltivec 


e SWIVEL TOP e MOTOR MOUNTED 

e EXCLUSIVE 2-SPEED CONTROL IN RUBBER 
Reduces vibration 

e DISPOSABLE DUST BAG and noise 

e “FLOATING BRUSH” FLOOR NOZZLE , wo-LEAK 

e OVERSIZE MOTOR —POWERFUL PICKUP FILTER SYSTEM 

e REACHES EVERYWHERE — e LIGHT WEIGHT 


FROM FLOOR TO CEILING 
e BEAUTIFUL 2-TONE GREEN FINISH 


See Cadillac Quik-Vak 
in action at 


BOOTH 1768 


American Furniture Mart 
Chicago, Ill. 


Jan. 4— Jan. 15, 1954 


Easy to carry 


NATIONAL ADVERTISING 
IN LEADING CONSUMER 
MAGAZINES WILL PRE-SELi 
HOMEMAKERS EVER YWHERE 





Write for complete information about the ‘‘888’’ canister model now ! 


CLEMENTS MFG. CO. oi ciciaccicrs ong 


Dept. A., 6650 S. Narragansett Ave., Chicago 38, Ill. distributors 
NSERC RE I Ss EL TES TOG SS RES 


For more than 44 years, sold 
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1953 In The Far West 





515,450,000 was spent for cleaners by 
the customers of all companies report 
ing, $14,474,000 on the Pacific Coast 
and $2,784,000 in the Intermountain 
irea. Saturations reported vary from 
50 to 90 percent, highest fgure com 
ing from Alaska, lowest from Arizona. 
Vacuum cleaner sales account for 
ibout 2.5 percent of the average west- 
ern dealer's income. Highest record 
of money spent per customer for this 


ipphiance comes from Oregon. 


Dishwashers and Food Waste Units 


Dishwashers and food waste units 
were two other relatively new appli- 
inces whose increased sales helped 
keep up the level of dealer business 
in the West during the past year. 
Better than $11,000,000 was spent 
tor food waste units and more than 
$15,500,000 for dishwashers by the 
customers of the reporting Companies 
in the 11 western states, Hawaii, 
Alaska and British Columbia during 
the past year. Sales per 1,000 cus- 
tomers were up by 16 and 26 percent 
respectively for the two appliances in 
the West as a whole, although Orc 
gon, Idaho, Arizona and Hawaii re- 
ported a drop in the sale of both 
appliances, and New Mexico sold 
fewer dishwashers than the vear be 
fore. Highest expenditure per home 
for dishwashers comes from Wyo 
ming, with Nevada, Washington and 
Oregon ranking next. Reported satu- 
rations were about the same for the 
two items in most sections, perhaps 
slightly higher for dishwashers. Hawaii 
saturation tops the list with Colorado 
second 


Television Tops the List 


Wonder child of the electrical in- 
dustry wherever programs were avail 
able was television. There still are 
areas in the West where programs do 
not reach and hence where no sets 
are sold, but the unfreezing of chan- 
nels and the opening of stations in 
almost every part of the West has 
been the outstanding event of the 
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electrical year. From nothing at all, 
sales of television sets in these area 
have sprung to a volume which last 
year represented about 30.9 percent of 
the average western 
Saturation and_ sales 
ported spotwise, and it is impossibk 
to savy where they are safely to be ex 
panded to statewide proportions. It 
is safe to say, at any rate, that they 
more nearly represent the entire sales 
area than previous figures which cen- 
tered about individual stations. Cali 
fornia saturations are averaged at 48.9 
percent (85 percent in the Los An 
geles area), Arizona averages are 27.7 
percent. ‘The Utah figure is given at 
70, which probably represents th 
Salt Lake reception area rather than 
the entire state. Purchases of televi 
sion sets by customers of the 72 com- 
panies reporting from the 11 western 
states amounted to $215,240.000 dur- 
ing the past year, or a little less than 
one-third of all money spent for major 
appliances, radio and television put 
together. Pacific Coast TV expendi- 
tures amounted to $175,672,000 of 
that, Intermountain to $37,479,000. 
British Columbia sales at nearly $10,- 
000.000 and a modest beginning re 
ported from Hawaii (the main island 
of Oahu sent no report) brought the 
total to nearly $225,252,000. There 
is no question but that the addition 
of television to his stock saved many 
1 dealer from losing out during the 
past vear. It is encouraging to note, 
however, that in most regions sale of 
other appliances remained _ high 
enough to keep the dealer on an up- 
grade 


dealer’s — sales 
figures are re 


A Good Year Ahead 


In other words, the year of 1953 
was on the whole a good one for the 
average dealer in the Pacific Coast and 
Intermountain areas. A recent con- 
ference of business experts in this 
region predicts that 1954 is to remain 
prosperous, with a steady growth of 
population and home building, and 
with good profits obtainable. End 





“I'D LOVE TO DORIS, BUT I'VE SO MUCH WASHING” 
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WINDOW FAN 
Only #6995" 


@ FULLY AUTOMATIC! @ REVERSIBLE! 


Fan turns itself on and off as Maximum efficiency for either 








temperature rises or drops. exhaust or intake. 


; ® PORTABLE! @ FROST-GRAY! 


Carry from room to room... Beautiful neutral color blends 
use as a room circulator. with the décor of any room. 


Two versatile sets of keyhole slots permit 
panel to be installed close to sash in windows 
up to 39 inches, or flush on outer frame of 
narrow windows. Mounting panel—easily in- 
stalled and removed—assures snug fit. Fan 
Low-cost, automatic, multi-room cooling! lifts easily off mounting panel. 
Set thermostat dial for comfort you like best—fan does the rest! 
Moves enough air to cool several rooms. Rubber mounted blades 
and cushioned panel make fan extra-quiet. Safety-designed grill 
guards front and back. Narrow-depth cabinet enhances room appear- 
ance. 3-speed switch. 


* Manufacturer's recommended retail or Fair Trade 
price. General Electric Company, Small Appliances 
Division, Bridgeport 2, Connecticut. 





G-E FANS sell out first... short line... low inventory... faster turnover... greater profits! 











10" Home Fan—$17.95* 16" De Luxe Home & Office Fan (Osc.)—$53.95* Floor Circulator—$64.95* 
12" Home & Office Fan (Osc.)—$29.95* All-Purpose Fan—$34.95* Twin-Fan Ventilator—$74.95" 


See your distributor's gala merchandising and display package. Order your full 1954 line NOW! 


GENERAL @@) ELECTRI 
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KitchenAid’ done something about 


Ev 


iad | ah 


is KitchenAid’s effective answer to the question of 


‘thow clean is clean?”’ 


Will an automatic dishwasher really wash dishes 
clean? That is an important question in the minds of 
many women. And that question is amplified by the 
many conflicting ‘‘claims’’ of washing efficiency. 
“Double wash”... “pre-rinse action” and many other 
statements serve to confuse prospects. 
How clean is clean? What washing action is best? 
That's where Kitchen Aid furnishes an effective answer. 
The famous Hobart revolving wash action is the only 
action that has been proved in more than 50 years of 
service in commercial dishwashers for hospitals, 
hotels, institutions and restaurants...the exclusive 
action that gets dishes really clean the first time... 
requires no water or detergent-wasting second wash. 
No other home dishwasher works like KitchenAid 
...no other dishwasher washes, rinses and dries so 
effectively, leaving dishes completely clean...spot- Bs . , 4 
lessly dry. No other dishwasher keeps users so com- 
pletely satisfied. PROOF! Check any Kitchen Aid owner. 
AND, no other dishwasher offers the distributor and 
dealer the many exclusive selling advantages that 
KitchenAid does. 
Model KD-20 shown 
KD-10 Undercounter 
KD-30 Combination Dishwasher-sink 


only KitelhemsLicl offer’s all these plus features 


HOME DISHWASHER 





Greatest Capacity...the first 
dishwasher with two inde- 
pendently sliding racks and 
adjustable upper rack to 
accommodate tallest glasses 
...larger pots and pans. 
Holds a complete dinner 
service, including pots and 








| pans, for 8 or more. And 

Hobart Revolving Wash and Rinse...so EXCLUSIVE Dual Strainer Exclusive Drying System...the only -sichen Aid’ . . 

| much better than splasher or deflector System...effectively filters wash dishwasher with separately powered KitchenAid’s convenient 

type sprays. So effective, it requires only and rinse water... prevents blower fan that forces electrically racks and front-opening I 

| one wash cycle...removes lipstick, egg any food waste being sprayed heated air over all tableware...as- door assure easiest loading. f 
yolk, dried milk, stubborn grease. back on tableware. sures most effective drying. 


DEALERS: Write Dept. KEM, KitchenAid Home Dishwasher Division of 
The Hobart Manufacturing Co., Troy, Ohio. In Canada: 175 George 
St., Toronto 1. 





TRADE ® MARK 


World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 
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Everybody likes it when they see 





it, of course, is the exclusive ‘‘round-the-bowl’’ mixing action 


of Food Preparers. 


It’s the secret of having something different in 
mixers...out of the ordinary...something that you 
can demonstrate. 


It has to be seen...not described. Turn it on. Let 
your customers see for themselves. Let them see how 
the single beater travels completely around the in- 
side surfaces of the Pyrex or special all-aluminum 
bowl, rotating as it travels. No dead spots...no 
partial mixing with a KitchenAid Food Preparer! 
It’s a visual sales appeal that no other food mixer 
can give you. 


Then demonstrate the convenience of the up-front 
mixing guide...tell them about the plus power 
that’s built into every KitchenAid Food Preparer... 
power aplenty to handle the wide range of practical 
attachments without the need for power adapters. 


Speaking of attachments, you’ve got a made-to- 
order repeat business when you sell KitchenAid by 
Hobart. You'll find your customers coming back 
for the useful attachments on special gift occasions. 
Be sure to tell about and demonstrate them. Point 
out, for example, the size of the food grinder...a 
big, powerful unit that really grinds meat...doesn’t 
just tear it! 





Demonstrate KitchenAid. You'll find it pays with 
more and happier customers! 


‘ 
% 
5 
Special Can Opener Vegetable Slicer Colander and Sieve 
i All-Aluminum Bowl Food Chopper 








KitchenAid Electric Housewares Division of 
The Hobart Manufacturing Co., Troy, Ohio. 





The Finest Made... by 


World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 
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’ 
BY THE ORIGINATORS 
OF THE FAMOUS 


| Fl 'Add-A-Unit 


MASTER TV SYSTEM 
4 for UHF and VHF é 
“6 » 


ae en) 


eR 





THE ALL CHANNEL UHF CONVERTER 
THAT OFFERS YOU sJerything 







PRICE 
PERFORMANCE 
SALES APPEAL 
EXCLUSIVE FEATURES 


and GREATER 
PROFIT MARGIN 


Wii gyelel 


$ 39° 
LIST PRICE IS ONLY 
High Gain with Lowest Noise Factor 
Makes ANY TV Set a Modern 82 Channel Receiver 


Rapid Dual-Speed Tuning Controls 


Rugged Construction, Attractive Styling, and Rubber Protective Feet 
Exclusively Designed 3-Section B-T Ultratuner 


Better Discounts for Greater Profits. 





« 
¥ 
v 
¥ 
d Has No Power-Switch—‘On-Off’ Automatically Controlled by TV Set 
d 
V 
v 
x 





Supported By Hard Hitting Sales Promotion 


A iE El 
ig | 


4 Vv National Advertising in Consumer, Dealer, and 
Service Publications 


4 


Cooperative Newspaper Advertising 
FREE Attention Getting SalesDisplays for Dealers 
Jv Catalog Sheets, Service Data, other Sales Aids 


i's Ana powerrut ... 1's ra verenvaste 


For complete details, write to Dept OA-I] 


BLONDER-TONGUE LABORATORIES 


WESTFIELD, N. J. 


Manufacturers of TELEVISION AMPLIFIERS, UHF CONVERTERS, 
MIXERS, DISTRIBUTION UNITS and TV ACCESSORIES 
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The Lighting Market 





Light conditioning recipes, for ex- 
ample, have helped meet several of 
these handicaps. ‘They provide easy 
to apply formulas which cover every 
ordinary household seeing task. The 
public reception accorded these recipes 
has given impetus to efforts to put 
them to work. Over four million copies 
of the booklet have been 
distributed and one survey shows that 
three out of every four persons re 
questing the booklet have carried out 
more than three lighting recipes each. 

Which leaves distribution the only 
problem still to be overcome. ‘The 
inswer to this problem is of special 
importance to the appliance trade for 
there scems to be some reason to be 
lieve that appliance retailers can fit 
into the distribution pattern which 
must be created for the residential 
lighting market. If so, the benefits 
would be mutual. The lighting peo 
ple would get the tvpe of retailer thes 
need to handle the merchandising of 
certain types of fixtures. The dealer, 
in turn, may at last find his place 
in the lighting picture—a place which 
up to now has been very indefinite 
ind uncertain. 


rec Ipe 


lll. RESIDENTIAL LIGHTING: THE 
DEALER’S ROLE 


Unfortunately, there are no indica- 
tions at present that the appliance 
dealer is getting any bigger share of 
the increasing market developing for 
residential lighting. On the contrary, 
it is possible that he is not even hold 
ing his own in this market. Consider 
that: 

On the ordinary incandescent bulb, 
the appliance dealer is meeting more 
and more competition from outlets 





ee Re 
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like groceries and food stores. There 
are no definite figures on the share of 
the market taken by each type of out- 
let but the gencral conclusion seems 
to be that grocery outlets are getting 
an increasingly big share of the 
market. 

On fluorescents, the appliance dealer 
gets a bigger share of the market than 
he does on incandescent. There is 
little competition from grocery stores 
and other chains. But this market is 
still relatively small. When residential 
fluorescent applications are expanded 
and this particular business acquires 
some stature it seems reasonable to 
issume that high traffic outlets like 
the grocery store will move in on it. 


l'‘odav there is a sizable fluorescent 
market among neighborhood shop 
keepers. But sources other than ap- 


peddlers” 
1 

Ss) mav weli 
use of the 
ppl ach to 


pliance dealers (including 
handling private-brand tubs 
take over this business bs 
dealer’s non-aggressi 
this market. 


} 


On specialty bulbs, the appliance 
dealer has a natural advantage. The 
grocery and drug outlets can’t and 
von't apply specialty selling to these 
specialty items. But there are no very 
clear cut indications that the appliance 
dealer is exploiting this opportunity. 
People in search of reflector floods or 

t instance, arc 


spots, ror probably get- 
going to a hardware or 


ing used to g 
than to 


electrical supply store rathe 
the appliance deak 
On accessories and fixtures, much 
the same is true. The dealer isn’t 
ikely to meet competition from super- 
] i 
markets in this ficld—but he is doing 
little to capitalize on the opportunity. 
f d 
‘onfining the discussion to lamps 
Cont tl to lamp 
Continued on 


page 2S8¢ 


UTILITY APPROACH: Recognizing that home lighting is a vital part of the 
company’s residential development program, Florida Power Corp. has built a 
novel lighting demonstration room in its main office in St. Petersburg. Prior to 
opening of new lighting center the company’s representatives had experienced 
difficulty in explaining and demonstrating many techniques of light conditioning. 
Now, through use of a master remote control switchboard, the beauty and 
efficiency of modern lighting can be quickly and effectively demonstrated. 
Picture above shows Mrs. Amy Thompson, home service director, in the section 
of the demonstration room which demonstrates cornice lighting and the correct 


placement of a certified table lamp. 
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THE ALL NEW 





Frojecte only 102 inches 
into most rooms ! 


You can’t beat it... 


but you can sell it! The a// new usAIRCo room 


conditioner for "54! No other unit has hit the market with the eye 
catching beauty of the UsAIRconditioner. Beauty that sells because it 
eliminates unsightly bulky cabinets and decorating problems. 


GIVES YOU MORE FEATURES THAN ANY OTHER 


UNIT... AT 


SMART DESIGN— beige Fiberglas cabi- 
net and smooth design of front cabinet 
by one of the nation’s leading designers 
make the UsAIRconditioner ideal with 
traditional or contemporary decor. 
ADJUSTABLE DISCHARGE LOUVERS — 
allows choice of direction of the dis- 
charged air. 

QUIET OPERATION—2-speed fan for 
cooling or ventilating gives quieter 
operation when desired and sound ab- 
sorbing Fiberglas decreases operating 
sounds, too. 

COMPACT —fits into the smallest, 
standard size, double-hung windows. 
THERMOSTATIC CONTROL — Unit goes 
on and off automatically to maintain 
the room temperature desired. 





30 YEARS OF AIR CONDITIONING 


ANY PRICE! 


REMOVABLE FILTER —eliminates dust, 
pollens, etc. 

INCREASED DEHUMIDIFICATION — on 
very humid days “COOL-LOW” push- 
button insures “‘extra’’ removal of 
moisture from the air. 

FRESH AIR AND EXHAUST OF ROOM 
AiR — adds comfort when cooling or 
ventilating. 

SMART OUTSIDE APPEARANCE — does 
not mar the beauty of home or office 
because of its smooth lines and beau- 
tiful Fiberglas cabinet. 

EASILY SERVICED— Inside chassis slides 
out on channel rails from inside the 
room—outside cabinet and window 
block-offs remain in place. 

MATCHING FIBERGLAS WINDOW WINGS 


usAlRca UNITED STATES Al 


Lpcilitgly Froaiilifell 


aos _ USAR 








Room 
Air 
Conditioner 









, 
EEN OOM ARTY PRI: 6 
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FABULOU wa 


Forever ends cabinet RUST! 
Permanent colors that resist i 
stains... won't chip, dent, 
warp, crack or splinter! Strong 
as steel... 24 lighter. 


2S ae ee SS a 


pelo nched eee nnd 





3 SIZES 


A size for every room. 
4 hp, 4 hp and 1 hp. 


Pee == 


5 
usAlRcontxol | Wareauty 


panel -}-————---4 


Easy to operate. The front 
panel of the unit flips down, Cools 
and Heats 


giving full view of the smart, 

easy to operate usAIRcontrol 

panel. Push a button and the 

usAIRconditioner cools, heats This versatile unit comes 
equipped with resistance 
heater or reverse cycle 

heat pump. 


PUSHBUTTON 


ventilates, cleans, dehumidifies 
and exhausts room air or brings 
in fresh air. 


fas cee cams cone come 


ee ee a 


Write Dept. EM 14. 


R CONDITIONING CORPORATION 


MINNEAPOLIS 14, MINNESOTA 
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GREATEST 
can opener 
promotion ever! 








buy 3 each of these 


607R-W-Y MAGNETIC 
CAN OPENER 
BAKED ENAMEL FINISH 
RETAIL $3 98 


507 CAN OPENER 
CADMIUM FINISH 
RETAIL $2.49 


607 MAGNETIC 
CAN OPENER 
CADMIUM FINISH 
RETAIL $3 49 


1409RM-WM-YM 
AUTOMATIC —MAGNE TIC 
BAKED ENAMEL 
RETAIL $4.98 


t 


‘aa 


A707 
4tiiig 
a 


sy 


make an extra 


6.95 profit 


YOUR DISCOUNT...OVER 48% 


and you get 
| \ 
ice crusher 
FREE! 











This extra special ‘dealer bonus’ offer begins 
February 1 and ends March 31. You buy 3 each of our 
4 most popular Can Openers, and you get a $6.95 
SWING -A-WAY Ice Crusher absolutely free. The 
retail value of this offer is $51.77. Your cost is only 
$26.89. Your discount... over 48%. If your store is 
not featuring SWING-A-WAY, why not start now? 
Get the satisfaction of knowing you sell the best. 





ar CALL YOUR JOBBER OR WRITE: 
===) §WING-A-WAY MFG. CO. 


4100 BECK AVENUE «© ST. 






LOUIS 16, MISSOURI 
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The Lighting Market 





for the moment, there can be no 
ducking the fact that the appliance 
dealer faces very real obstacles in try 
ing to sell replacement bulbs against 
grocery and drug store competition. 
Bulbs are an impulse item and depend 
on high traffic for heavy volume. ‘The 
grocery store here enjoys a tremendous 
advantage of the appliance dealer. 
Dealer advertising to build lamp bulb 
business is impractical because of the 
low unit of sale and because co-op 
money is not available. 

Still, the dealer can take some ac- 
tion to meet grocery competition. 
There are two solutions. One is to 
broaden the lamp and lighting stocks 
offered. The second is to continue 
carrying only lamps and to try to step 
up lamp business by applying specialty 
selling and promotional techniques in 
keeping with the potential return on 
the new business. 

Consider this latter alternative for 
a moment. Assuming that the appli- 
ance dealer has a location which pro- 
duces reasonably heavy traffic, it seems 
probable that he could step up his 
lamp volume without heavy promo- 
tional expenditures. Prominent dis- 
play (in the window or up front in 
the store) and effective use of the pro- 
motional material offered by lamp 
makers should serve to identify his 
store as a source of lamp bulbs to 
passersby. If it is out of the question 
for the individual dealer to advertise 
throughout the community as a lamp 
headquarters, it is still reasonable to 
expect him to identify himself as such 
to the customers who will be passing 
by or shopping in his store. 

In this connection, many retailers 
fail to make use of the promotional 
material offered them by manufac 
turers. Merchandising campaigns car- 


BBB BID PDP PP PPP PPP PPP 


Inflation wouldn’t be so bad—if it 
wasn’t for the price of everything. 


BBB BBB PP PF III DID ID PPP 


tied out by lamp makers consistently 
seem to draw better response from 
drug and grocery outlets. But it seems 
probable that better tie-ins with these 
promotions and a more ambitious dis- 
play program could fatten a dealer’s 
lamp business without involving any 
additional expenditures. 


Solution to Sales 


Many people in the lamp business 
feel that appliance dealers do a poor 
job in lighting because the unit vol- 
ume of sale is so small. A dealer ac- 
customed to selling a $40 mixer, an 
$80 cleaner or a $300 refrigerator isn’t 
going to pay much attention to a 
twenty cent lamp bulb. If this is so, 
the logical way to overcome the deal- 
er’s apathy is to offer him bigger ticket 
business. Almost of necessity this in- 
volves expanding beyond the lamp 
business into fixtures and accessories. 

Addition of non-appliance lines is 
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not as radical a suggestion today as it 
might have been five or six years ago. 
l'oday, many dealers have taken on 
sidelines as traffic builders or for the 
supplementary income they provide. 
A limited line of fixtures and lighting 
iccessories falls logically into the mer- 
chandise an appliance dealer might 
handle since it remains within the 
electrical field. 

The principle drawback as far as 
appliance retailers are concerned is 
centered in the suspicion that such 
fashionable merchandise as fixtures 


OBB DDD DPD PP PP PPP PDD DDD 


Be wary of an electrical appliance 
dealer who goes into politics—he’ll 
do other foolish things, too. 
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and portable lamps would involve 
heavy inventories and would create 
more problems than the average dealer 
would care to suffer with “sideline” 
merchandise. As has been indicated 
in previous articles in ELECTRICAL 
MERCHANDISING’S study of the lighting 
business (January 1951, 1952 and 
1953 issues) some solution to this 
drawback can be found in the light 
conditioning recipes. Dealers could 
easily confine their fixture stock to 
those which meet the lighting recipes 
for kitchen, laundry and other utilit 
areas. Lines limited in this way would 
offer two advantages: first, since these 
fixtures are purchased more for their 
itilitv than for stvle, inventories could 
be limited. Second, these fixtures are 
used in rooms that house other prod- 
ucts the dealer sells and they con- 
stitute a related, possibly even a tie-in 
sale with appliance purchases. 

Portable lamps are another matter 
Many appliance dealers may prefer to 
let this business remain in the hands 
of the furniture and department stores 
now handling it. Stvle is a dominant 
factor in this phase of the lighting 
business and it is more difficult to 
limit stocks, thus posing a possible in- 
ventory headache. A start has been 
made in this direction, however, with 
the development of “Lamp Fashion 
Festivals” by G-E’s lamp division 
and the Lamp and Shade Institute of 
America. The Festival is basically 
consumer show (sponsored by utilities 
and retailers) which presents floor and 
table lamps in varied stvles and price 
brackets. The lamps are displaved and 
offered in coordinated groups (“room- 
fuls” and “housefuls’”) making it 
possible for the homemaker to buy a 
coordinated group of lamps in a single 
purchase. 

Would the addition of fixtures (and 
possibly portable lamps) pav off for 
the appliance dealer? On paper the 
answer is yes, particularly with fix- 
tures. In many cases the dealer could 
sell a fixture along with kitchen or 
laundry appliances. In installing and 
servicing appliances the dealer is given 

(Continued on page 288) 
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Dept. M-1, Middleville, Michigan 
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The Lighting Market 





i unique opportunity to examine the 
ustomers present lighting and_ to 
suggest unprovements. Utility fixtures 
would complement the dealer’s pres- 
ent merchandise and involve no seri 
ous inventory headaches 

That's how it looks on paper. It’s 
considerably more difficult to say how 
it would work in actual practice for the 
simple almost im 
possible to pinpoint any dealer who 
has tried the plan out. About the 
losest you can come is the case of 
Service Electric in Chicago. This store 
can’t be called an average appliance 
tore since it has always done a good 
susiness with builders. Nevertheless 
the firm does sell appliances at retail 
to off the street traffic and its new 
showroom, opened early in 1953, has 
been called the world’s first dealer 
light conditioned display room. The 
remodeled store attempts to identify 
the store as a light conditioning 
enter, to give the customer a quick 
ose of the “See Better—Live Better’ 
philosophy, to demonstrate the light- 
ing recipes and to simplifv the choicc 
f fixtures and other equipment 

Vithin a few months after the 


reason that it’s 


] 
} 


( 
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howroom was opencd, Service had 
doubled its business, had expanded 
its merchandising facilities, had added 
new builders to its clientele and had 
ubstantially increased its sales to off 
treet customers. 

Whether other, more typical appli 
ince Outlets could duplicate the Serv- 

Electric success story is still to be 
discovered. The conditions which sug 

that there is a profitable spot in 
the lighting picture for more a 
ince dealers also serve as a good sum 
mary of the arguments fi more 
dealer interest in the field. 

They amount to just this: In the 
next half dozen vears residential light- 
ing is going to make some gigantic 
strides, having already overcome a 
number of barriers which have here- 
tofore slowed its growth. Among the 
problems still to be solved completelv 

that of adequate distribution of 
well-designed fixtures. It stands to 
reason that a dealer ready to move 
into this distribution opportunity will 
be in a dominant position to capitalize 
on the expanding business which the 

sidential lighting f field is almost cer- 
tain to enjov. End 





LIGHTING LOOKS AHEAD 


To the average consumer a lamp bulb is a lamp bulb is a lamp bulb 


. and there's little need for basic improvements in the product. 


That's not the way lighting engineers look at the problem. Because 
they're dissatisfied with today's lighting sources and because they have 
a vision of what can be done, they're hard at work developing new and 


more efficient lamp sources. 


One way to look at what's been done and what is still to be done is 
to measure light sources in terms of lumens per watt. In 25 years after 
Edison completed his first practical lamp, lumen output ranged be- 
tween 1.4 and 4. Today's 500 watt incandescent produces 20 lumens per 
watt. The electric discharge lamp produces up to 52 lumens per watt 
and today’s eight foot slimline fluorescent produces 69 lumens per watt. 


That's considerable improvement — but only a start when you realize 
that the theoretical efficiency for producing white light is 220 lumens 


per watt. 


What's being done? In the incandescent field, engineers are investi- 


gating new alloys (some of them developed in the 


manufacture of jet 


engines) which withstand fantastic temperatures. It’s possible that one 
of these new materials will displace tungsten and produce a more eff- 


cient incandescent lamp. 


In the fluorescent field, development of the deluxe lamps has drawn 
considerable attention in recent years but a considerably more drastic 
development is almost at hand. It’s high frequency operation of fluores- 
cent lamps. With 360 cycles and a square wave shape it’s possible to get 
77 lumens per watt with today’s fluorescent tube —a 12 percent increase. 
There are other advantages to high frequency operation: simplified 
wiring, lightweight fixtures, reduced heating in lighted areas, silent 
lighting operation and the opportunity of regulating current output. 


In other developmental work considerable attention is being paid to 
electroluminesence. Today's luminous panels have disadvantages (low 
brightness and erratic life are two) but they may one day have wide- 


spread application. 


What does this all mean to the appliance dealer — or to any dealer 
selling today’s lighting? Just this: The work being done on these projects 
(and many more) give promise that lighting will never become a satu- 
rated market, that once we have sold “good” lighting something better 
will almost certainly be ready for the market. 
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You'll sell more Holliwood in °54 because Holliwood gives 
you more to sell! Yes, the new GOURMET Rotisseries 
and King Size Cooker-Fryer have all the features you have 
always wanted, PLUS some mighty important extras! And 
for outstanding good looks, Holliwood is in a class by it- 
self! All this adds up to the biggest sales-profit year you’ve 
EVER had with ANY line of traffic appliances! 


Mr. Dealer, to show the new Holliwood line is to sell it, 
because Holliwood has what it takes in eye-buy appeal... 
PLUS the good-will, acceptance and preference of Mrs. 
America for the name Holliwood, which has meant quality 
and satisfaction thru the years! 
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MODEL 870—GOURMET ROTISSERIE ' 
@ PILOT LITE @ 2 HOUR TIMER @ PUSH 
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$ 59% 
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BROILER-GRILL 
A jumbo size broiler-grill as 
new as tomorrow! Does every- 
thing: broils—grills—fries—toasts 
—warms. Cooks an entire meal 
at one time... quickly! Infra- 
red element for scientific, zest- 
ful cooking. Gleaming chrome 


inish inside and out. 
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LYON KITCHEN 


Dealer Franchise 


THE BURDEN OF PROOF 
IS ON US. MAIL THE COUPON 
OR WIRE US COLLECT 
FOR THE COMPLETE STORY 


LYON 


A PARTIAL LIST OF LYON STANDARD PRODUCTS 


Shelving Kitchen Cabinets © Tool Boxes 


METAL PRODUCTS, INCORPORATED 
General Offices: 121 Monroe Avenue, Aurora, Illinois 
Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 
Sold Nationally through Direct Factory Dealers 








. ® Toolroom Equipment e Revolving Bins ee 
lockers @ Cabinet Benches © Economy © New Freedom ® Wood Working © Bench Drawers © Hopper Bins 
Stools ® Storage Cabinets Locker Rocks Kitchens Benches ®@ Service Carts © Shop Boxes 
Bin Units © Drawing Tables © Ports Cases © Display Equipment © Hanging Cabinets © Sorting Files ® Tool Trays 
Bar Rocks @ Tool Toters @ Filing Cabinets © Flot Drower Files © Folding Chairs © Drawer Units © Shop Desks 
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The Outlook for Housing 





homes, as many have done in recent 
Many could even move to less 
idequate quarters without suffering 
undue hardship, if their income loss 
became really serious. So any slow- 
down in the rate of income growth 
will probably lead to some postpone- 
ment of “upgrading” in housing ac- 
commodations, and an actual drop in 
consumer income of several percent 
might make “downgrading” a prob 
lem. Either of these would reduce 
the amount of new housing that could 
be sold. 

Lower income and reduced oppor- 
tunities for employment would also 
reduce the number of people who 
leave their families and form separate 
houscholds just because they want to. 
In recent high income and 
ready availability of jobs have made it 
easy for older people to live separately 
from their married children, and for 
voung people just out of school to live 
lone or with friends rather than with 
their parents. It will not be so easy 
if employment becomes harder to find 
ind incomes decline. 

Lower economic activity generally 
may also be expected to contribute to 
the other potential sources of trouble 
in private homebuilding—lower family 
formation, slower migration and de- 
clining prices for homes 

Family formation is the largest 
source of new demand for housing. 
When it declines, it is hard to 
imagine homebuilding activity resist- 
ing the trend for long. And family 
formation is declining. It will fall 
farther in the next few vears. The rea- 
sons are simple: The abnormal rate of 
formation of new families in the early 
postwar vears—which could not pos- 
sibly be maintained—and the fact that 
there just won’t be enough young, 
unmarried people around to keep the 
marriage rate up much longer. 


Vca’rs. 


vears, 


How Many New Families? 


Assuming the most favorable eco 
nomic and social conditions, the Cen 
sus Bureau expects family formation 
to drop from its present level of 
around 750,000-800,000 a vear to 
about 650,000 a vear in the second 
half of this decade. But if economic 
conditions are not close to perfect 
is thev have been recently) the rate 
is expected to fall sooner and faster. 
If it dropped to the “medium” level 
projected by the Bureau of the Census 
for the vears 1952-55, that would mean 
a loss of about 200,000 new families 
a vear. 

It should be stressed that no one 
knows what will actually happen to 
family formation. Marriages are the 
result of a lot of influences most of 
which have verv little to do with eco- 
nomics. But economics conditions 
have influenced family formation in 
the past, and it is reasonable to assume 
that they will in the future. 

Migration is another factor that is 
affected by economic conditions. 
Civilian migration to the West Coast 
and to industrial cities throughout the 
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nation has been a big factor in the 
housing market since the war. Much 
of this migration was by rural people 
attracted to the cities by opportum 
ties for employment at high wages in 
factories and offices. Any decline in 
employment opportunities such as is 
envisaged for next year would make 
migration a much less attractive propo- 
sition. And a slowdown in migration 
would reduce the need for new hous 
ing in industrial cities and towns. 

Movement to the suburbs has been 
another major migration factor in the 
postwar housing boom. (Population 
in the outlying parts of 168 major 
metropolitan areas in the U.S. grew 
two and one half times as fast as total 
population between 1940 and 1950) 
Phis, too, had its roots in rapid in- 
come growth, which moved millions 
of families into the middle class over 
the past few years. A slowdown in 
income growth would mean a smaller 
annual addition to the middle class 
group which most typically leaves the 
cities for the suburbs, and there would 
be a consequent drop in demand for 
suburban housing. 


New Homes for Old 


The price trend of existing homes 
is important in the market for new 
housing, because people who want 
to buv new houses often must first 
sell their old ones. In most of the 
postwar period, old houses could be 
sold for far more than their original 
sales prices. But recently, older houses 
have been slipping in value. Their 
value will drop further—and the value 
of more recently erected homes will 
also slip—if incomes decline. A de 
cline in housing values, coupled with 
lower incomes, would have two un 
fortunate effects on sales on 
homes. 


new 


1. People who already own a home 
but want to upgrade their accommo- 
dations would find it hard to get rid 
of their older house without taking 
a loss. And many home owners today 
cannot take a loss on their present 
homes without taking cash out of their 
pockets. The Federal Reserve Board 
estimates that about one third of 
owner occupied homes were purchased 
since 1948 Many of these were 
bought almost entirely with borrowed 
money. Even after several years, the 
owners have little of their own money 
invested in their homes. So even a 
slight decline in the value of their 
houses would force them to make up 
the difference between sales price and 
present mortgage if they want to sell. 
Some of these people would prefer 
staving where they are to taking a loss 
And, in fact, many of them could 
not afford to take the loss. 


2. The problem of value of existing 
houses is especially severe for people 
who have to move, either because thev 
take a new job or because their in- 
come declines. If their equity in a 
house will not cover its loss in value, 

(Continued on page 292) 
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America’s No. 1 home floor polisher — including new attachment 


for professional rug cleaning at home. 








Don't miss ‘em at the 
HOUSEWARES SHOW 
Navy Pier 
January 14-21 
Space Nos. 428-430-432 


REGINA LUUKbiyom. 


Lightest, fastest, easiest-to-use vacuum cleaner ever 


invented — now with new swivel-action nozzle. 


There's danger in 
dust and dirt’ 
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Big enough for heavy-duty, large floor cleaning. 


Light enough to operate easily, carry comfortably 
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The Outlook for Housing 





they cither must make good out of 
savings or lose the house. In this 
connection, it is worth noting that 
foreclosures in the second quarter of 
this year were higher than for any 
quarter since the war, excepting only 
the second quarter of 1950. 

Distress selling of this sort will 
probably not become widespread 
enough to create a major problem for 
creditors or for the government, which 
has guaranteed many of today’s mort- 
But it could discourage many 
potential home buvers by pointing up 
the dangers in owning an inadequately 
financed home—dangers which rising 
income and employment, plus steady 
inflation in housing values, have kept 
in the background for many years. 


ge 
gages. 


Public Housing 


Ihe amount of public housing is 
also declining, partly because of the 
pressure to reduce the Federal budget. 
Public housing starts numbered 7], 
000 units at their peak in 1951, and 
will be about 35,000 this year. Next 
vear, public starts mav be 25,000. 
Ihe present political administration, 
vith its preference for private action 
in housing as in other economic ac 
tivity, probably will not increase Fed 
ral contributions as long as private 
housing remains at reasonably high 
levels. 

Puken together, the factors listed 
ibove indicate that the present rate of 
housing starts is not likely to last for 
long. Housing starts are now running 
it a rate of about one million a year. 
If incomes decline in early 1954, this 
rate is likely to start down. Builders 
may start about 925,000 housing units 
in 1954, compared with about 1,075,- 
000 this vear. 

This number of starts—925,000 
counting public housing—will prob- 
ibly seem like a depression level to 
some of today’s builders. But noth- 
ing could be further from the truth. 
This is more homes than builders 
built in any year before 1948, except- 
ing only 1925. ‘This does not mean 
that some builders, workers and mate- 
rials suppliers will not be hurt. But 
an adjustment from super-boom to a 
level just below the prewar, alltime 
record is not, of itself, a disaster. 


The Fix-Up Market 


Furthermore, the total amount 
spent on housing is not likely to de- 
cline by as much as the number of 
new housing starts. Spending for 
what is sometimes called the “Fix- 
Up Market” 1s expected to increase 
in any situation short of a real de- 
pression. And the fix-up business now 
amounts to more than a third of all 
expenditures on homebuilding and 
maintenance. Fix-up, including main- 
tenance, repair, additions and altera- 
tions, has been estimated at $6.5 
billion a vear for residential buildings. 

This type of spending may rise 
rapidly if people are forced to remain 
in quarters which they regard as in- 
adequate. It will also rise if people 
have to improve their present homes 
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in order to make them more attractive 
to buyers in 2 period when house 
prices are falling. Fix-up will prob- 
ably not rise enough in one year to 
offset a drop of 150,000 in new hous- 
ing starts. But it will help. 

In addition, new houses are getting 
larger and more expensive, to ac- 
commodate the large number of grow- 
ing families in the population. Fur- 
ther increase in the size of homes is 
expected next year—and that means 
more materials and labor. Together, 
these two factors may offset a large 
part of the expected drop in new 
housing starts in 1954. 


In the Long Run 


Private housing may decline far- 
ther, perhaps by another 100,000 
units, in 1955, unless the course of 
the economy is very sharply reversed. 
And some of the factors causing the 
decline—notably family formation 
may operate to keep housing lower 
than its recent boom level for several 
vears thereafter, even if incomes do 
recover. But in the long run, there 
are a number of positive factors which 
should bring housing back to high 
le VC ls. 

Political pressures are one positive 
factor. Both parties are committed 
to maintenance of a high level of 
homebuilding, although thev may 
differ on methods. Furthermore, hous 
ing is one of the areas in which the 
government cen most easily act to 
improve economic conditions when 
the economy is declining. The pres- 
ent Administration mav be somewhat 
reluctant to act in the homebuilding 
field, but action is sure if a decline is 
cither severe or prolonged. 

Population pressures will also sup- 
port a high level of housing activity in 
the long run. The record number of 
children now growing up in the Uni- 
ted States will crowd many families 
out of their present quarters as soon 
as they can afford to move. Since 
most postwar houses are small, that 
means a need to build many more 
larger houses over the next decade. 

Older people, particularly older 
women, will have a special demand for 
housing. Women typically outlive 
their husbands. Consequently, the 
number of one person households is 
expected to increase rapidly as our 
population ages—which means that 
the need for dwelling units will in- 
crease faster than the figures on family 
formation might imply. 

The present income distribution is 
undoubtedly a positive force behind 
future growth in homebuilding. The 
number of people in the middle in- 
come brackets has increased sharply 
over the past twenty years. The nu- 
merical importance of the middle class 
may have a great impact on social 
values and desires. “Middle class’’ 
people typically want pleasant homes 
in good neighborhoods with good 
schools. They can rarely find these 
in the citv—so they will resume their 
mass movements to the suburbs as 
soon as their incomes permit. End 
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A year ago, we thought the 1953 Toastmaster 
Water Heater program would be a whopper. 
Frankly, it was! More dealers sold more 


Toastmaster Water Heaters than ever before. 


And that’s nuthin’! If you missed the 


IOASTMASTER 


1954 





Toastmaster “gravy train” in 1953, you can 


be sure that 1954 will offer even greater 
potential: an even more complete line, greater 
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consumer acceptance . 
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Washing Machines 
——————— CONTINUED FROM PAGE 96 


It may be worthy of note that the 
54.5 percent of total sales involving 
trade-ins compares with 62.3 percent 
the year previous—the first downward 
trend. Similarly, the figure of 71.6 
percent of w isher business comprising 
replacement sales is down from the 
previous year’s 73 percent. It is doubt- 
ful, however, that business in the 
eal thead will see this downward 
trend continued. An increasing num 
ber of washer sales will have t 70 to 


resent owners of older machine 


Seasonal Sales Factors 
his magazine’s third annual 


vey of the movement of ippli nces at 


the retail level, derived from deal 
reports to local utility compani 
hows a fairly even division among the 
four quarters of the vear. The first 
quarter of 195 latest vear f hich 
figures are availabl iow 2] ) 


nt of washers sold; the second quar- 


ter accounted for 25.32 percent: th 
third for 27.19 percent and the fourt 
quarter for 25.83 percent. I wise 


manufacturer’s shipments follow 
fairly stable pattern throughout the 


i ie i iy i i ie i i i i a i i a a 

A lot of appliance salesmen couldn’t 
make a living these days if they were 
paid for just what they know. 


Here, 23.16 p t of washer 
lipped in the fi ter; 22.75 
it in tl 24.05 ) 
d U+ D 1 th th 
| the past t ] 
n tail |e ] <l th ra) 
; + rt if 
nf 


\Manufacturers’ shipment of wash 
r the past seven post-war vears 


in indication of the most im 


tant markets for ome laundry 
juipment. In order of their imp 


Ice they ire as follows 

East North Central, 21.56 percent; 
Middle Atlantic, 19.60 percent; South 
Atlantic, 12.32 percent; Pacific, 12.05 
percent; West North Central, 9.97 
percent; West South Central, 8.90 
percent; New England, 6.09 percent: 
Fast South Central, 6.08 percent and 
Mountain, 3.43 percent Figures for 


the first nine months of 1953 show no 


il 


marked variation from this seven 
ear pattern. They 
where in this issue under the title, 
“How the Appliance Market is D 
vided.” 


Another useful yardstick for meas 


re shown els¢ 


uring the relative importance of th 
various regions of the country is pro 
vided in our annual survey of utility 


) 
mpanies, also to be found elsewhere 
in this issue under the title, “Appliance 
Markets by Regions.” In this study, 
utilities report that 75 washing ma 
chines were sold per 1,000 residential 
ustomers—43 automatics and 32 con 
Continued on page 296 
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ng The preferred kitchen 

rd for the quality home 

6 

ng 

te 1 TOPS IN QUALITY. It is easy to see and feel the excellent 

" quality built into these fine steel cabinets. Every part of 

a every cabinet is formed over dies and Bonderized before two 

he coats of chip-proof enamel are applied. Door and drawer 

rd fronts are painted both inside and out. Wire shelves are 

m adjustable. Even the drawer fronts are removable. 

t( 

2 MOST EXTENSIVE LINE OF CABINET SIZES. GENEVA offers 

the most extensive variety of stock size wall and base cabi- 

nets in the industry. This permits beautifully tailoring a 

GENEVA kitchen to any room dimension without loss of 

ut time or materials and at prices competitive with conven- 
at tional kitchens. 

; 3 SPECIAL FEATURE CABINETS. The exclusive “Merry-Go- 

Pa Round” corner base cabinet . . .““Pop-Up” mixer cabinet 

= os . peninsula and quarter round cabinets are only a few 

a of the special feature cabinets available. 

il 

4 A COMPLETE LINE OF ACCESSORIES. Women today are 

+ vitally interested in these time and step saving accessories 

2 of the modern kitchen. In a GENEVA kitchen she has the 

. most extensive array to choose from. 

e 5 SINKS IN STAINLESS STEEL, PORCELAIN OR CUSTOM TOPS. 
GENEVA sinks are available in beautiful HEIRLOOM 

S stainless steel . .. porcelain . .. plastic, linoleum or viny] 

- tops. A complete range of sizes in single or double bowl 
from 36” to 96” widths. 

6 OTHER SPECIAL CABINETS. Built-in cooking equipment is 

’t j revolutionizing kitchen design and planning. GENEVA has 

re designed special cabinets to accommodate the units of the 
leading manufacturers of this type equipment. 

_ 7 COUNTER TOPS. Many architects and builders prefer order- 
ing their custom counter tops direct from the cabinet man- 
ufacturer. GENEVA is equipped to furnish counter tops in 

' any size or shape, i.e., angles, free form, cutouts, inside and 

7c outside radii, ete. 

hn 8 COMPLETE COOPERATION. Builders and architects appre- 

th ciate the close cooperation they receive from their GENEVA 

( representative in planning as well as with actual installa- 
tion. These men are thoroughly trained and fully experi- 

enced in all phases of the kitchen business and are available 
to you for consultation without cost or obligation. 

9 NATIONALLY ADVERTISED. Consistent advertising in such 

leading magazines as BETTER HOMES AND GARDENS, 

I | AMERICAN HOME, HOUSE BEAUTIFUL plus many 

I } more, has built consumer preference for GENEVA beauty 

n and fine quality. 

Y “CABINETS OF STEEL FOR LASTING APPEAL” 

is 

th 
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“4 | : GENEVA MODERN KITCHENS, Dept. EM-1-53 : 

| Geneva, Illinois i 

1 

R : Please send me complete information on GENEVA kitchens. t 

| 1 
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i 1 My business is 

O 1 1 

ty | NAME : 
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ne ; ADDRESS ! 
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4: STATS 
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Qnidrtos imortegt WINDOW VENTILATORS 
RO GY G9 Streamlined, shallow design that is unequalled in appearance 
:. SHIT shy ... trim and modern . . . beautifully finished in lustrous 
iy hte Ivory baked enamel. ELECTRICALLY REVERSIBLE — 
ys gre WITH TWO SPEEDS FOR BOTH EXHAUST AND 


INTAKE .. . to cool an entire small home or apartment. 
In 16-inch and 20-inch models at sales-making prices. 









Same handsome design available in 10-inch and one and 
two speed 12-inch manually reversible models . . . also 20- 


inch standard (exhaust only) model. 
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mot otrackiwe 
CIRCULATOR om any $00 


LOW COST Handsome styl- 
ing with rich Mahogany fin- 
ish combined with typical 
Air King quality and effi- 
ciency make this the easiest- 
to-sell Floor Circulator ever 
offered. 3 speeds. Safety de- 
sign. Rubber mounted legs. 
12-inch model at a price 
everyone can afford. 





DRI-AIRE Electric Dehumidifier 


Luxurious Mahogany finish with 
sparkling Chrome grill, bumper strip 
and handles to look “at home’”’ in 
any interior. Measures only 13” x 18" 
x 20"; extremely quiet operation. De- 
humidifies up to 10,000 cu. ft.; removes 
2 to 3 gals. every 24 hours. Remov- 
able drawer type container. Equipped 








) 


See cas 





apartment. or 
eds; races 16 
riced too er rea F value. 
Ask your jobber or write for fully 
illustrated catalog to - 


with non-marking rubber covered 
casters. Economically priced for 
easier sales 

Automatic Timer optional and ex- 
tra. Starts Dehumidifier once every 
24 hours . operates it for the num- 
ber of hours selected. 


BERNS MFG.CORPORATION 


3050 NORTH ROCKWELL ST. 
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Washing Machines 
CONTINUED FROM PAGE 294 


ventional machines. ‘I he Pacific states 
led the parade with 101 washer sales 
per 1,000 customers; the West South 
Central group were second with 99 per 
1,000; the Mountain states third with 
93; South Atlantic fourth with 8S 
and East South Central with 85. The 
remaining areas of the country fell 
below the national average of 75 sales 
per 1,000 customers. 


A Look at 1954 


During the year just passed manu- 
facturers continued to make news that 
may provide a clue to coming trends 
in the washer business. Bendix intro- 
duced the “Duomatic,” a combination 
washer-dryer; Easy, long the cham- 
pion of the wringer and spinner meth- 
ods of washing, brought out their 
long-awaited fully automatic machine. 
And the General Electric Co. an 
nounced late in the year that it was 
discontinuing the manufacture of 
wringer models. In addition, the Kel- 
vinator division of Nash-Kelvinator 
acquired the washing machine busi 
ness of one of the larger independents, 
Altorfer Bros. Co. Previously, Bendix 
had moved into the Avco-Crosley fold, 
so the trend towards full-line manu 
facturers moves On apace. Newcomer 
to the field was Hoover with a small 
unit imported from England. 

At the retail level, appliance stores 
continued to account for the largest 
share of sales, 49.2 percent in 1952 
compared to 51.8 percent in ’51 and 
53.0 percent in 1950. Department 
stores sales declined from 10.2 per- 
cent in 1950 to 8.0 percent in °52. 
Furniture stores showed a slight in- 
crease from 11.2 percent in ’50 to 12.8 
percent in *52. Hardware stores still 
account for 6.0 percent of the busi- 
ness, utilities for 3.2 percent, direct 
sales for 5.0 percent and miscellaneous 
types of outlets for 15.8 percent, up 
from 12.7 percent in 1950. 

Most of the washing machine man- 
ufacturers are anticipating some slight 
decline in the over-all business for 
1954, a decline in the region of 
5-10 percent. Our own estimate is 
that somewhere in the region of 3,- 
500,000 units will be sold. End 
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“SOUND... NO PICTURE! WHAT’S YOURS?” 
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The 
TARZIAN 
TUNER 


i¢ known 


er 


Yes, perfection in design . . . craftsmanship . . . 

That’s why you'll find most manufacturers of the best known receivers 
today are placing their confidence in the Tarzian Tuner. 

Leading manufacturers are specifying the Tarzian Tuner to be used 


in the sets they make because they can be sure of customer- 


satisfaction with the trouble-free Tarzian Tuner. 


You just can't beat the Tarzian Tuner for selectivity, 
stability and reception . . . especially in fringe areas. 


And, the Tarzian approach to UHF is recognized © 


as the sensible . . . all-channel . . . approach. Remember, Tarzian 
was first with UHF engineered into a VHF Tuner. 


(¥) SARKES TARZIAN, Ine. - Tuner Division 


Bloomington, Indiana 
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TERRIFIC NEW ’2 to 5” FLAVO-MATIC 
ANSWERS NEED FOR SMALL “AUTOMATIC” 


West Bend’s 2 to 5 cup Flavo-matic opens up a great big 


new market for you. You can sell this size to new “automatic” 
o customers and also to anyone who already has a larger coffee maker. 
This makes just the right amount for all those daily occasions 


YY when 2 to 5 cups of coffee are desired. 


if 
\ 










® 
= 
REASONABLY PRICED 
FOR ANY CUSTOMER 
S ~ 


ALSO AVAILABLE 
IN GLEAMING 
CHROME 
AND COLOR-GLO 
ALUMINUM 


P 


' 





*Prices include 
5 cord and 
excise tax 


YOUR COMPLETE LINE OF 


me : . ; 
sa es V4 


COFFEE MAKERS 


Refrigerators 











ag 
eo 6-8 CUP—Polished aluminum $12.75 retail 
“ Color-glo aluminum $14.50 retail 
*» 7 Gleaming chrome $18.95 retail 
‘ 2-5 CUP Polished aluminum $11.50 retail 
WEST BEND ALUMINUM CO. 
Dept. 181 WEST BEND, WISCONSIN 
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factory to distributing mediums. In 
1951, for instance, manufacturers 
shipped 39.6 percent of their refrig- 
erator production in the first quarter, 
29.05 percent in the second, 15.87 
percent in the third and 15.48 per- 
cent in the fourth quarter. In 1952, 
on the other hand, they shipped 25.0 
percent in the first quarter, 26 percent 
in the second, 26.2 percent in the 
third and 22.8 percent in the fourth 
quarter. At the retail level, the 1951 
study shows that dealers sold 29.95 
percent of their refrigerators in the 
first quarter, 23.87 percent in the sec- 
ond, 26.22 percent in the third and 
19.96 percent in the fourth quarter. 
\ marked change occurred in the 1952 
study. Here, dealers sold 19.14 per- 
cent in the first quarter, 29.53 per- 
cent in the second, 30.72 in the 
third and 20.61 percent in the fourth 
quarter. Spring business, it would 
scem, was poor and over 60 percent of 
1952’s business was between 
May and September. 


donc 


Geographic Distribution 


No study of the market for electric 
refrigerators would be complete with- 
out an examination of the relative im 
portance of various regions of the 
country. With only one or two ex- 
ceptions, the 1953 sales pattern fol 
lowed fairly closely the geographical 
averages for the past seven post war 
vears. In order of their importance, 
absorbed the follow 
ing percentages of the manufacturers’ 
total shipments in that period: 


those regions 


Middle Atlantic (N.Y., N.J., Pa.) 
20.82 percent (in 1953, 21.47 per- 
cent 


East North Central (O., Ind., IIl., 


Mich., Wis.) 19.64 percent (in 
1953, 20.56 percent) 
South Atlantic (Del., Md., D.C., 


Va., W. Va., N.C., S.C., Ga., Fla.) 


13.88 percent (in 1953, 15.29 per- 
cent ) 

West South Central (Ark., La., 
Okla., Tex.) 10.05 percent (in 


1953, 9.32 percent) 

Pacific (Wash., Ore., Cal.) 10,000 
percent (in 1953, 9.50 percent) 
West North Central (Minn., Ia., 
Mo., N.D., S.D., Neb., Kan.) 9.75 
percent (in 1953, 8.05 percent) 
East South Central (Ky., Tenn., 
Ala., Miss.) 6.63 percent (in 1953 
7.19 percent) 


New England (Me., N.H., Vt. 
Mass., R. I., Conn.) 6.00 percent 
in 1953, 5.68 percent) 

Mountain (Mont., Ida., Wyo., 


Col., N.M., Ariz., Utah, Nev.) 3.23 
percent (in 1953, 2.94 percent) 


Additional information on the sub- 
ject of the geographical distribution 
of refrigerator sales will be found in 
our annual utility company survey 
‘Appliance Markets by Regions”, also 
to be found elsewhere in this issue. 
rhe 1953 study reveals, among other 
things, that 79 refrigerators were sold 
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per 1,000 residential customers in 
the U.S., compared to 84 per 1,000 
customers the year previously. This 
study shows the South Atlantic re- 
gion leading the parade with sales of 
114 refrigerators per 1,000 customers, 
followed by the West South Central 
group with 99, the East South Cen- 
tral with 98, the Pacific with 87, the 
Mountain with 76, the West North 
Central with 70, the Middle Atlantic 
with 69, the East North Central with 
65, and New England with 58. Out- 
side the confines of the U'S., it is in- 
teresting to note that British Colum- 
bia sold 151 refrigerators per 1,000 


customers—far more than anv region 
Size, Price, Design Trends 


lor the first nine months of 1953, 
the 9 cu. ft. refrigerator surpassed the 
8 cu. ft. model in popularity; 27.20 
percent of sales were ‘‘9’s”. Second 
most popular classification was the 1] 
cu. ft. size with 18.84 percent of 
sales; next came the 7 cu. ft. size 
with 16.15 percent, the § cu. ft with 
14.77 percent, and the 10 cu. ft. with 
13.59 percent. Sizes of 6 cu. ft. and 
under accounted for . 4 percent 
and those of 12 cu. ind over for 
about 5 percent. The p Bese are from 
a statistical studv of NEMA. Two 
other studies by the same association 
reveal that department stores and fur 
niture stores made slight gains in the 
percentage of the business they took, 
while appliance stores remained rela- 
tively stable (32.9 percent in 1951 
ind 32.4 percent in 752). Direct sales 
by manufacturers to builders, apart- 
ment houses, etc. slipped slightly, but 
still accounted for 12.3 percent of the 
business. By size of town, the other 
NEMA studv shows that towns of 
1,000 to 10,000 did 29.7 percent of 
the business: towns of 10,000 to 
100,000 did 27.0 percent and cities 
of 100,000 to over 100,000,000 ac- 
counted for 43.3 percent—biggest 
percentage gain of any category. 

Design of refrigerators in 1953 
showed no. startling changes from 
the previous vear, with the possible 
exception of Servel’s ice-maker and 
G-F’s experimental “Model X’”’. Color 
was more lavishly used and the trend 
in this direction will probably con- 
tinue. 


Good Housekeeping’s Consumer 
Panel Report for 1953 revealed, 


mong other things, that 92 percent 
of their respondents own their own 
unit and that 93 percent of them are 
electric. Most of them owned boxes 
of 7 cu. ft. to 10 cu. ft. capacity and 
74 percent thought they were large 
enough for their present needs. Those 
wanting a larger box said they wanted 
more freezing space. Only 12 per- 
cent owned refrigerators with freezing 
compartments and only 14 percent 
had automatic defrosting. But 76 per- 
cent said they bought and _ stored 
frozen food in their refrigerators and 
indicated that if they bought a new 
refrigerator more freezer space (and 
other modern features) would influ- 
ence their choice. End 
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TS JUST WHAT 
THE PUBLIC anne 





When you've got a product that’s rea/ly good... with exclu- 
sive features galore... you've got a product that’s sure to sell! 


But first you have to tell the public about it. And that’s just 
what we’re going to do... the new Emerson-Electric DeLuxe 
Room Air Conditioner will be featured in America’s greatest 
national magazines during your selling season. Hard-selling 
ads will be telling your prospects about this fine new line of 
Room Conditioners. 




















Emerson-Electric 
DeLuxe Room Air Conditioners 


First for Comfort 


Look at just a few of the selling features! 

@ %-, %-, and l-ton sizes with BTU ratings of 6,000, 
8,600 and 11,500 per hour. 

@ Twin compressor unit (except ¥4-ton unit). Ultra-quiet, 
efficient, two-speed blower motor. 

@ Comfort Control Dial gives easily understood directions 
for any of 8 services. Thermostat equipped 


@ Perfected uniform air distribution louver, distinctly new, 


with 7 possible combinations of directional flow, finger- 
tip control : 
@ Beautifully designed all-steel cabinet finished in Antique 


Ivory which blends with all furnishings. 











Cash in on this big promotion. 
Room Conditioners .. 


.. stock Emerson-Electric 
. they’re just what the public ordered 
for a healthy summer business. 

For complete information on this complete line of Room 
Conditioners, write for Brochure No. RC27. 


THE EMERSON ELECTRIC MFG. CO, 
St. Louis 21, Mo. 


ROOM AIR =n re ae 
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Motor Repairman 
Says KLIXON Protectors 
Reduce Major Repairs 


KEENE, N. H.: F. A. Farrar, owner of the Farrar Electric 
Motors and Repairing Shop, knows from experience how 
KLIXON Inherent Overheat Protectors prevent motor 


burnouts. 


“It is our opinion that the motors equipped with Klixon 
Overload Protectors have reduced the major repair 


expenses to Our customers.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 







The KLIXON Protector, illustrated, is built 
into the motor by the motor manufacturer. In 
such equipment as refrigerators, oil burn- 
ers, washing machines, etc., they keep 
motors working by preventing burnouts. 
If you would like increased customer-prefer- 
ence, reduced service calls and minimized 
repairs and replacements, it will pay you 


well to ask for equipment with KLIXON 


Manual 
Reset 


Automatic 





Reset Protectors. 
SPENCER THERMOSTAT 
i IxO Division of Metals & Controls Corporation 
ae woah 2501 FOREST STREET, ATTLEBORO, MASS. 
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freezers 





usin. During that period, this one 
ection has accounted for 21.15 per 
cent of total freezer sales. Second 
most important region is the West 
North Central farm belt, comprising 
the states of Minnesota, Iowa, Mis 
souri, North and South Dakota, 
Nebraska and Kansas. These states 
did 14.37 percent of total freezer busi 
ness in the five-year period. ‘Third 
region in the freezer business, but 
usually first in other major appliances 
is the big three of the Mid-Atlantic 
New York, New Jersey and Pennsv] 
vania. Collectively, thev accounted 
for 13.75 percent. Following, in order 
of importance, are the West South 
Central group (12.25 percent); the 
South Atlantic (11.95 percent); the 
Pacific (11.67 percent); the East South 
Central (5.68 percent); the Mountain 
5.51 percent) and the New England 
states (3.64 percent). Better than a 
third of all freezers find their way to 
the great Middle West. Figures for 
nine months of °53 show little varia- 
tion 


Utility Company Survey 


\nother approach to the geographi 
cal distribution of freezers is provided 
in our annual utility company survey, 
published elsewhere in this issue en 
titled, “Appliance Markets by Re- 
gions.” A total of 157 utilities re 
ported on home freezer sales in theit 
ireas and, nationally, it was found that 
18 home freezers were sold per 1,000 
residential customers. Leading area, 
curiously enough, was the Mountain 
states where 33 freezers per 1,000 cus 
registered in 1953; sec 
ond was the West South Central 
group with 31 freezer sales per 1,000 
customers; third were the Pacific and 
West North Central states which were 
tied at 22 freezer sales per 1,000 cus 
tomers. Low man on the totem pole, 
is is true of sales of most major appli- 
ances, is New England with 8 sales of 
freezers per 1,000 customers. 


tomers was 


Price, Design, Size Trends 


Not only were more freezers sold in 
1953, but they were bigger than had 
ever been sold before. Back in 1948, 
the 7-9 cu. ft. models dominated the 
market with 26.64 percent of total 
sales. In addition, 29.74 percent were 
in the 5-7 cu. ft. range. In other 
words, sales of home freezers in 5-9 
cu. ft. area comprised 56.38 percent 
of the total business. What is the 
picture in 1953? Well, as of late 
1952, 23.59 percent were in the 11-13 
cu. ft. capacity, 32.79 percent were 
from 13-17 cu. ft. range, and 16.03 
percent were 17 to 21 cu. ft.—a total 
of 72.41 percent of total freezer sales 
in the 11 to 21 cu. ft. size. The 
figures, incidentally, are for NEMA 
member reporting companies only as 
ire the figures on the relative popu- 
larity of chest-type vs. upright models. 
The latter show that the growth of 
the upright is going on apace: 27 
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percent of the present home freezer 
business is in upright models. ‘The 
chest-type, with 73 percent, still dom- 
inates, but the picture could change 
rapidly, especially in view of the fact 
that many of the larger manufacturers 
of full-line major appliances are styling 
their upright freezers and refrigerators 
is twin pieces of equipment, thus fol 
lowing the tend started by the manu- 
facturers of automatic washers and 
clothes dryers. Prices during 1953, 
partially reflected in the trend towards 
bigger boxes, were substantially higher 
than in 1952—an average of $400 for 
1953, as against $370 for 1952. There 
being little reason to anticipate either 
lower prices for raw materials or labor 
in 1954 there is little likelihood that 
lower prices will prevail. Unless, one 
might add, they were the result of 
dealers’ unloading inventory or a gen- 
eral price war at the retail level. 
Some interesting highlights on the 
home freezer business, insofar as the 
home-owner is concerned, are con 
tained in the latest report of the Good 


Housekeeping Consumer Panel 
Briefly, the answers to questions may 
be summarized as follows 

\ total of 1,948 members of the 
panel answered the questionnaire of 
vhich 19 percent owned freezers, big 

t bunch being in towns of under 
2,500 and with incomes of $5,000 
per year and over. A total of 81 per- 


ent had owned their home freezer 
from one to five vears, the rest had 


older models. Thirteen percent owned 


uprights and most of those bought 
because they thought them more con- 
venient and took less floor space. Size 
preferred was the 11-13 cu. ft. model, 
followed by the 7-9 cu. ft. Interest- 
ingly, too, 54 percent of the people 
with freezers smaller than 7 cu. ft. 
thought them too small. Other infor- 
mation revealed that 44 percent of 
freezer owners keep them in the base- 
ment, 60 percent defrost only once a 
vear and do it by scraping, 81 percent 
feel they save money by owning a 
freezer and that the largest percent- 
ige rated a freezer’s value highest be- 
cause owners could freeze food from 
their own gardens. Only 12 percent 
of freezer owners rented space in 
locker plants. 


1954 Predictions 


\ vear ago in this space, we esti- 
mated that home freezer sales for 
1953 would be in the region of 1,250,- 
000 units. We ended up with 
1,200,000 units. With some declines 
expected in all branches of the con- 
sumer durables goods industries, we 
still see no reason to anticipate any 
great slump in home freezer sales. All 
the elements for successful selling— 
high incomes, high savings, increasing 
public acceptance—are all in evi- 
dence. Nor do we see much likeli- 
hood of any great increase over °53. 
We will stick to our prediction for 
1953 again for 1954—about 1,250, 
000 units. End 
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Sylvania Dealer Franchise 
Pays Off BIG 
in Volume and Profit! 








OUNTRYWIDE REPORTS from Sylvania Dealers tell an amaz- 
( 4A ing story. Everywhere. Sylvania TV has forged ahead with 
the highest volume and profits in their history. This is a story 
you should hear . . . proving that the Sylvania Dealer Fran- 
chise is a most solid basis for permanent, profitable business 
in television and radio. Superior merchandise, healthy dealer —— Makes ROR : 
relationship and dealer growth has accounted for Sylvania’s Ca aE eet | || 
































fabulous rise in the industry. Your Sylvania distributer will SM | al || 
show you why Sylvania products have won a firm and ever- 


increasing place in the consumer’s mind. Sylvania, today. is SS SS = 
America’s fastest-growing television. Grow with it! << 
The STRATFORD — a 


Beautiful 21” Mahogany Console with Hato- 
Licut. Also in Natural Blonde Korina. 


SYIVANIA 


pe 
~ 








TELEVISION 


Sylvania Electric Products Inc., 254 Rano Street, Buffalo 7, New York 
HALOLIGHT is a Sylvania Trademark RADIO « TELEVISION + LIGHTING + ELECTRONICS 
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ETL) Towers 


PROVED IN Const RUCTION, 
pEsiGn, 


ARE 


ROHN FOLD-OVER 


TOWER 
(Pat. Pending) 


Fold-Over Tower uses 
etandard tower sections 
pli 18 ar 
easy to-use | 
over” kit af 
answer to 

tower aod sen met 


inex pens 











a : , . Guy 
fp’ Full Line of Accessories: «: 
4 


f F Flat Roof mount 
for use with regu- 
lar towers on flat 
. surfaces. 


New Quick “Drive- 
n"’ Base for use with 
standard towers in 
place of concrete 
base, Permits instant 
tower erection. Not 
recommended under 
certain conditions, 
however. 


ty Bases for Rohn 
Telescoping 
Masts. 





House Brackets 
for added stabil- 
f ity. 


Peak roof mounts 
for use with stand- 
ardtower or No.5 


en 


Contact your ROHN distributor for 
FREE catalog and Prices or write: 


“Sell the 

ROHN line 
where Satisfaction 
and Quality 

are Assured.” 
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\as 


ROHN 





MASTS 


MANUFA 
COMP 





TELESCOPING 


USE & SALES 


/ 


; 

} 
= 
fa 
} 

| 


standard 
self-supporting : 
ROHN 
steel towers 


for your 
every need! 





NO. 5—A t ar d 
tows espe | 
needs. C " 0-f 
g or 8 An e 0 
Ca “ t towe "1 
be ¢ 4 " JHN Towers 















NO. 20 

sign 

. © communicatic 
r height is required 

s ROHN towers ir 
r easy erection and transportation, 


Uses a 14-in. triangular de- 
the heavy duty tower. Ideal 
ns and where greate 


1 10-ft. sectiong 


Come in 20, 30, 40 and 50 
ft. sizes. Easil 
heavy-duty 


y erec ted, 
seamless steel 






tubing throughout. 
ing Brac os 
Assembly yh 
quick, easy = \ 
C af r 
gJuying 
, towers jives 
true and per 
fect equilib- 


tum 


— Antenna 


Peak and Wall 





Mounts— 
Sizes: 3-in., 
8-in. and 10- 


in. clearance. 


Rohn TV Service Table 


Perfect answer 
to your servic- 
ing problems 

you'll never 
have to lift or 
move a TV set! 





When servicing is tinish- 
ed, it can be easily rolled out 
to truck! 30%%-in. high. Top 
measures 24-in. x 24-in 


DEPT. EM 

116 LIMESTONE 
BELLEVUE, 
PEORIA, ILLINOIS 











Electric Ranges 





t dealers, 


ores, plumbing and heating 


and miuscellaneous merchants. The 
gain in direct sales is not only the 
most substantial, it is also the most 
ignificant, since it reflects one of the 


main changes in the pattern of appli 
ince distribution. 


Replacement Sales 


\\ hen 
nut also get a lot of customers 
lot to do with the fact 
it in 1953 there very little in 
rcentage of 
who already 
he figures for 195 
ealed by ow 
l'rade-In Survey, are 
4.2 percent for the earlier year, 
percent for 1953. As a matter of f 
iccording to the 185 dealers givin 
nformation, the percentage of trad 
ins accepted fell from 30 in 1952 to 
27.8 in 1953 ye iting that 
ranges were sold without the 
of taking a tradk 
What dealers did 
iccepted shows 
from 1952 
built and 
more, St le 
1. He 


1 ~s 


through 1953 


vou get a sharp rise in sales 


new 
ll hi has l 
was 
case in the pe sales made 


to pcopk owned ranges 
ind 1953, as re 
Xeplacement and 
almost identical, 


+4.1 


ict, 


1 


dnnua 


more 
necessity 
with the trade-ins 
some interesting varia 
Thev junked a few 
resold a good mam 
and have fewer! 
re’s the picture for 1949 


tions 
more, I 
“AS-1S 


on hand 


Disposition of Range Trade-Ins 





Rebuilt 
& Resold On 
Junked Resold “As-ls’’ Hand 
1949 10.1% 24.7% 31.7% 33.5% 
1950 96.1 31.0 30.1 
1951 91.7 39.0 929.0 
19592 19 4.9 36.9 
1953 9s 39.3 9.2 
lhe two most interesting figures in 
this table are the number rebuilt and 
resold ind the number on hand. The 
first indicates a substantial increase in 
the used-appliance market and_ the 


ond leads to the supposition that 
dealers haven’t had nearly as much 
getting rid of used ranges in 
153 as in 1952 


Sales by Sizes 


Some of the increased volume in 
attributed to interest de 

veloped by product changes. There 
is, for example, Sears, Roebuck’s range 
with the infra red lamp surface units, 
ind Westinghouse’s range with the 
electronically controlled surface unit. 


1953 can be 


And then, and perhaps most im- 
portant, is the emphasis on smaller 
size units, for which two factors are 


least partly responsible: the trend 
to smaller homes and the lower price. 
During the first nine months of 
1953 about 26 percent of sales by 
NE MA members were ranges of over 


22 to 32 inches. During 1952, NEMA 
made no figures available which in 
cluded the 30-inch range, but one 


manufacturer estimated then that 30- 
inch units accounted for only eight 
percent of sales. If his estimate is 
iccurate, this type of range made tre- 
mendous strides in 1953 to reach the 

percent figure. During the same 
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first nme months) NEMA num- 


ber sales of other sizes divided up into 


percent apartment house ranges 

mider 22 inches), and 67.10 percent 
TO! inges Ove! 32 inches. 

he growth of the so-called 30-inch 


inge is, according to some industry 
spokesmen, likely to continue. As one 
manufacturer puts it, “I will predict 


that (in 1954) more trade-ins will be 
encouraged (gas for electric) and 
there will be more concentration on 
lower-priced ranges with less gim- 
nicks.” Lower priced ranges, of 
yurse, include the smaller units. 
What About 1954? 
In the year ahead electric ranges 
likely to stay healthy despite the 
fact that high-installation costs are 
till an unsolved obstacle and_ that 
utilities have, on the whole, done 
little to stimulate consumer accept- 


ince through wiring subsidies and the 


<e. The ten manufacturers who sub- 
nitted estimates of 1954 sales agree 
nore closely, in the aggregate, than 
did the nine who offered guesses for 
1953. Eight of the ten think 1954 
iles will fall somewhere between 
1,200,000 and 1,500,000 — units 

which is pretty close for such long 
inge guessing. They expect, in other 
vords, that 1954 sales will be close 


to 1953’s volume 

Whether sales will get more inten- 
sive effort at the dealer level is some- 
thing else again. According to one 
manufacturer the most successful 
methods in 1953 were the old 
tand-by, cooking schools, and offer- 
at installed prices. This last de- 
to some extent, on the size of 
stocks. If dealers have a lot 
of 1953 merchandise on their floors in 


ings 
pends, 
carrvover 


1954 it will be worthwhile for them 
to offer it at installed prices—which is 
somewhat subtler than an_ outright 
price cut 


REA‘s New Interest 


One factor which will help range 
sales in some areas is the increased 


interest of REA utilities. These com- 
faced with the necessity 

off some of the principal 
on government loans on which they 
were hitherto required only to pay 
interest, —_ need to build load. One 
way of doing it is to subsidize range 
installations. 

This alone won't be nearly enough. 
\s one manufacturer puts it, “There 
is no doubt that 1954 will be a very 
competitive year and electric range 
manufacturers will have to do a lot 
more than they are now doing if they 
are going to make appreciable inroads 
into gas competition.” 


pamni¢ 35 


of paying 


now 


Some new ammunition, which it 
properly exploited should be effective 
in fighting gas competition, particu- 
larly, L PG, has been obtained through 
the recent tests conducted by the De- 
partment of Agriculture which show 
that electric ranges are more efficient 
than bottled gas by a ratio of two to 


one. End 
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..-- One you can sell easily, 
with enthusiasm and confidence! 


MEARS. FORE TNO, APPS OR 









Compare the New 1954 
BEN-HUR 


244744: 
LINE 


You'll have SIX “Family Sized” 
Ben-Hur models for 1954 — 9, 13.2, 
16.8, and 20 cubic foot chest-type 





freezers, and 4.2 and 20 cubic foot 
uprights. Each is outstanding in modern 
design and beauty, two-toned color 
trim, and loaded with new features 
that sell! 


i tee  e  e E N: f e ee  Oeerel ; 


BEN-HUR is the largest i] 
organization today é 
specializing on home 

freezers — devoted to 
making ONE product well! 





[ 
| 


BEN-HUR — co. 


re of 2h os 
pe Aree metre ear os AA 





Water Heaters 


x 
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1950 to 4 


| ] 
But with this exception, all 


« 
5 


inh 


icuum clean along the line cities of 2,500 on up 
] r 
eporters noticed have increased their share of water 
T Ww ( { 
in retail adver heater s iles by comparison with ] 49 
where figures for that year are avail- 

ible 


What Sizes are Selling lhe 


AMERICA’S oni fic int changes in sales of t 
nou { 


sizes of water heaters are re- . 
NEMA member sales for 44 gallons, excluding table top models, 


NEWEST the “first nine months at 1953, as 100 gallons-and-over. And none of 


een in the figures reproduced in the _ these changes thus far have been large 
APPLIANCE following cha enough to be given particular signif- 


cance. 
FOR Water Heater Sales by Size of Tank 
What will happen to water heaters 
] 


9 mos. 
FAST n piper — — in 1954 will depend, fundamentally, 
3¢ ).62 pa — on what happens to the over-all econ- 
2.25 2.1¢ omy, and right now economists are 


SALES... sali ‘ ‘ —_ iy p) 15.72 15.95 15 = looking for some decline in disposable 


7¢ 
ay 44 4h 
a7 0.08 personal income. But partly balancing 


) 7 OR S 5 I i 


FASY 35-4 re ap let . ah anes po this prospé t is the recent trend to 


ward more water heater advertising 


only consistent gains over the 
hree-vear_ period shown were made 


yxy tanks in sizes of 8-20 gallons, 35- 


The Year Ahead 





ee table top) 34.76 35.10 38.06 and th promises of some manufac 

PROFITS! re ete nes oo oe peal turers that sales effort will be intensi 
Seabinie 739 30 One manufacturer makes no 

about it “Undoubtedly 
ghout 1954 we are going to have 
row the book at everybody,” he 
“We find that business is there 
if selling organization will only 
for the watcr heater’s so after it. . We feel there is a 
in big city markets is con erea in the water heater busi 
the NEMA figures on sales ss and are so confident of its future 
ugh 1952. For it we are doubling our production 

1,000,000 pop ciliti immediately. . Perhaps 

3.2 percent of our national advertising program will 

nt of 1952 remain approximately the same as for 

1.900.000 ac- . but considerably more money 

nt in 1950 and will be spent for promotional activi- 


ind cities of 





Sales by Markets 


New, exclusive stainless steel heated 


top cart rolls anywhere, serves complete 10 jumped from 7.4 f this kind of optimism and 
» 9.3 percent in ness is current throughout the 


meals on wheels for modern, easy dining = 1952. The only exception in the dustry as a whole 1954 can’t possib 


h 
larger markets is be a v bad vear for water heaters 


)f 250.000 to End 
This is HOT TOP...the exciting 
new appliance that’s like no other 
serving cart! In fact, experts say it’s 
the hottest item on the market today ! 





Think of it. Roll this sturdy, grace- 
ful serving cart anywhere... dining 
room or patio, plug the electric cord 
into the nearest electric outlet. 
Presto! The amazing heated top 
keeps complete meals warm and tasty 


down to the last forkful, automatically! 


Ladies can’t resist HOT TOP. Its 
efhicient practicality is complemented 


by the fashionable, stainless steel de- 





sign ...as bright and shining as finest 
sterling. That's why men buy them 


as gifts, too. 





Better stock profitable, fast-moving 
HOT TOP. Retails at $57.50. Also 
available without the heated top as 
EXTRA MAID...at $34.95. Write, 


wire or phone for more information. 


LAKESIDE MANUFACTURING COMPANY 


19 


SOUTH ALLIS STREET 
“HOW DO | KNOW WHAT IT’S GOING TO BE. 
IT ISN’T FINISHED!” 





MILWAUKEE 7, WISCONSIN 
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now for ’54....5 Queen gives you 











With competitive conditions stiffening . . . and net profits undergoing 
increasing pressure . . . there never was a more strategic time to take 
advantage of the tremendous sales promotional power and lower service 
costs of the full Speed Queen Line . . . to keep your net profits UP in 1954! 


Write, wire or contact your Speed Queen Divisional Manager. 


SPEED QUEEN CORPORATION © Ripon, Wisconsin 
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Lzke to bring a little 


Leeth chattering, knees shaking, nose turning blue 


faking down a wash that’s frozen stiff. Brrrerere 


Youre the man who ca 
in s lad fe. Show 
n ; } r witl 
syste Tl e of 
Warf! e ce s if 
ire cony S 
l Contr 

Dial | s f 
(Db Aut — f 


il 
Americas newest household blessing Dye 


(Remind every customer that she can get her wash done quickest with a wringer-washer and automatic dryer—and that the combination costs less than she thinks!) 





n bring some warmth 


r the advantages of 
mous Lovell drying 
nsaction might 

l Here 


Vacuum Drying System preheats air, has highest 
hourly drying rate, costs less to operate, reduces 


lint accumulation. 


New Extra-laree Infrared Element has three times 


more heating area, purifies clothes, dries them 
ore gently. 

Easy-to-unload Door is extra large, opens all the 

way. Gives full visibility. 


Air-cooled Cabinet allows easy access for cleaning. 


C. 
































warmth into her life ? 


. Lint Trap Safety By-pass prevents clogging if user 
fails to empty trap. 
8. Outdoor Humidity Vent is easily connected at rear. 


9. Handy Clean-out Duct to remove sand,small objects. 


The Lovell Drying System is = 
used in 15 leading makes of uo 
tumble-type dryers, both gas and if 
electric. Lovell Mfg. Co., Erie, Pa. 
Also makers of famous Lovell 


Pressure Cleansing Wringers. 


Drying System 


ELECTRIC and GAS 
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inev 
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incee 


tor ‘ 
elim 
igita 


W ast 





Ape 
Cle 


Mo 
Ro! 
Sel 
Fil 
its 

sal 

fas! 
eli 
cet 
fi iT 






ELECTRICAL 





LAUNDRY QUEEN Washer 


The Automatic Washer Co., 
Newton, lowa. 


Model: | ind 


Queen announces 


i ixe automatic washer No 
5 With 1] dri | ise aS a COM 
to tl Masterpiece auto 


Selling Features: Hydro-Poise bal 





nced tube reduces vibration to 
; ‘ 
] ll hn ven controls oft- 
1} 

ter loac permits installation on 

: 

ny type floor with no bolting; al 
] } 7. ; M y 
| t u f />U rpm im spinning 

1 } +] h } 

iC 1 p ucin thnorougn damp 
( in washing; 220 deg. arc 
ite yrovides upto 25% more 


it ge. } 
etfective agitation; full vaned agita- 


tor with triple zoned wash action 


iminates tangling and _ provides 
gitation et top and bottom of 
ishing npartment 





CI res include spray-a 
nsinz; Uni Matic single dial 
mtrol; fabric-protection spin dry 





BA a napemaae 
rn 
, | 
| 
_— 
ae ~ 
ema 
i 
x» 


APEX Dish-A-Matic 


Apex Electrical Mfg. Co., 
1070 E. 152nd St., 
Cleveland, 10, O. 


Model: Apex 1954 Dish-A-M 

Roll-A-W port ible dishwasher 

Selling Features: A built in 4-gal. 
l'iberglas water heater tank provides 
its own hot water supply; a univer 
sal inlet hose does not have to be 
fastened to faucet during cycle, 
eliminating need for permanent fau- 
cet connecting and freeing faucet 
for other use during cycle; requires 


ELECTRICAL 


APPLIANCE NEWS 


NEW PRODUCT 


no installation or special plumbing; 
when necessary it can heat its cold 
water to predetermined tempera- 
ture, making it ideal for summer 
cottages, trailers, camps and on 
boats 

Other features include a tempera 
ture controlled start; automatic lid 
opening; push-button starting; new 
spring-mounted, centrifugal water 
irculation pump; built-in safety fea- 
tures include a safety float switch 
which does not turn on 1250-watt 


> : 
immersion heater unless there is 














ater in tank; and a lid safety switcl 
which shuts off circulating pump if 
id open t any time pump 1 

nnin 

First t 165 deg. I 

nd it l 

Wa t l I it] 
5 motor-p ered hvdrojects 5 TO- 
iti igh-pressure nozzles water 

lishes front and bac k; capa 

ty I ( Fibs lool 

] 

U. 





NORGE Dryers 


Norge Div., 

Borg-Warner Corp., 
Merchandise Mart Plaza, 
Chicago, Ill. 


Device: Norge lime-Line drvers, 


AE-10 and AG-710 


Selling Features: All important fea- 
ures of Norge deluxe Time Line 
drver are on these new models ex 
ept 4-wav drving, which is exclu 





with deluxe model: automatic 
itic controls limit dryer 
to a safe 140 degs; all 
phases of diving cycle are registered 
cn Time-Line control panel which 
casures a 2-hr. drying period with 
min. groups, including damp 
and drv indications. 9-lbs. dry 
18-Ibs damp clothes capacity in 
29-in. cylinder; Epon-finished to 
revent linting and to permit dry- 
ing of starched pieces. Other fea- 
tures include an 180 deg. opening 
door with knee latch release; 5- 
way venting; automatic shut-off 
when drying is completed. Baked 
cnamel finish with porcelain top 
AG-710, gas model is ignited by 
manually-lit pilot 


t 
tcempel itures 
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WESTINGHOUSE 
Refrigerators 


Westinghouse Electric Corp., 
Mansfield, O. 
Models: Westinghouse 1954 refrig 
tor line includes 5 Frost-Free 
itomatic defrost models and 3 
nventionals. 
Selling Features: Top of Frost-Free 
freezer-refrigera 
tol IG 11 Yther models are 
DFG-123, DFG- 103, DFG 87 and 
i G-S4. ( onventional models are 
DG - DG 6 and HG-8 
Special food compartments, 
led food-files, kevnote the line. 
\ 2-lb. cheese file, equipped with 
pe ial tray for maintaining mois- 
ture, and a Snack file for candy and 
tidbits are in Food-File door of 
models Removable, 


} + 


modcis 1s i Z-GOOT 


Frost-Fre¢ 


overed egg keepers also included in 
p 3 models. Fruit Bins for spc 


ial storage of fruit are 4+ Frost- 
ree models, and all models feature 
bottle shelves in door 
Beverage Keepers, Meat Keepers, 
Butter Keepers to keep butter at 
spreading consistency are in 4 
l'rost-Free models; Humidrawers to 
keep vegetables fresh and moist fea 
tured in 7 models; roll-out shelves, 
emovable when loaded with food 
nd used as serving travs; all 
models have adjustable shelves. 
\n electrically operated door 
“Magic Opener” is featured 
Frost-Free models—DFG-1 


DFG-105 
All I st Free models have tem 
perature controls for the freezer and 
refrigerator compartments. A door 


dth, Artic Blue plastic band on 
exteriors; deluxe models fea 
design in the blue 
nd, with Westinghouse name 
in gold above. ‘“Frost-Free”’ 
models are also identified in script 
n door exterior. Artic blue on in 
ner door panel and breaker strips, 
lso on fronts of freeze chest, meat 
keeper and humidrawer. Shelves 
re white with touches of blue. 
2-door TFG-116, has 11.6 cu 
fi. capfacity and features a 77 Ib 
separate full-width food freezer: 
in 18 lb. covered, sliding drawer 


ture a simple 





ANNA A, NOONE 


type Meat 
shelves. 

DFG-123 and 105 have full- 
width freeze chests refrigerated on 
5 sides with 56 lbs. capacity, a But- 
ter Keeper above Freeze Chest 
Beverage Keeper; 18 Ib. Meat 
keeper; 2 roll-out shelves; 2 Humi- 
drawers with 3 bu. capacity; 4 Egg 
Keepers, 2 bottle shelves, Snack 
File and fruit bin. DFG-123 and 
DFG-105 identical except Beverage 
Keeper of DEF-105 is nearly 2 cu. 
ft maller. 

DFG-57 has 42 lb. freezer stor- 
ge capacity; 18-lb Meat Keeper, 
Butter Keeper, full-width vegetable 
Humidrawer; shelves in door for 
storage of eggs. bottles, small car- 
n rG-84, an 8.4 Frost-Free 

h 





Keeper; 2. roll-out 


model full-width Freeze chest 
that hie 4? |bs.: full-width Humi- 
drawer: 3 door shelves that hold 2 
doz. eggs; tall bottle shelf and shelf 


for small cartons and fruit 

Conventional models, DG-9, 9 
u. ft., with 42 Ib nope T capacity; 
DG-S 8 cu. ft. mo eh ith 29 Ibs. 
frozen food sto ‘Ss lus oie width 
storage trav “iy: how! time storage 
of an additional 14 lbs. food and 
e: full width Humidrawer 2 egg 
shelves in door and 2 shelves for 
bottles and small cartons. 

HG-S8, low-priced § cu. ft. model 
has full-width Freeze Chest that 
holds 29 lbs.; removable half shelf 





LEWYT Cleaner 


The Lewyt Corp., 
60 Broadway, 
Brooklyn, 11, N. Y. 


Model: New 1954 model No 


Selling Features: Improvements in 


€ it-in circular trace base for 

] ] » | 
ISICT Wiveilmg and Cicaning Walli- 
to-wall; rubber bumper encircles 
to prevent marring; wider 

| 

tart pedal: calibrated suction 
trol for sv di ling to voo] 

a ee ae 1 “drapes” 
rugs , cotton rugs and = drapes ; 

| 
ff } . 

i) floor and wall brush of die-cast 


uminum; “Kord Klip’ prevents 
tangling and dangling of wires; im 
proved latches for easier removal of 
top section; plus t-way rug cl ining 
carpet nozzle No 80: color has been 


hanged to Biscavne blue 


PAGE 307 















COOLERATOR Refrigerators 


Coolerator Co., 
Duluth, Minn. 


Models: 


na to ¢ 
f 1 d¢ 
ore TES 
RDC-] 
Selling Features: No. RDC-66 com 
fs 
H 
f ' 
' 
| 
' ' 
| 
S RL dC 
i ee 
iSil 
\t 
( f { 
R¢ \ t 
¢ | R¢ 
ft.. RDC-] 1] 
id RIC-11 
t Ry 
PRC-] f 
defrost 





GENERAL Refrigerator 


General Air Conditioning Corp 
4542 E. Dunham St., 
Los Angeles, 23, Calif 


Device: G 
Selling Features: R 
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AMANA Freezers 


Amana Refrigeration, Inc., 
Amana, lowa 


Nlodels Amana | : % 
; . | i it f. * 
cons 
Selling Features: Line feat 
Stor-M 
= 
t I l t n 
' ult 
i ; Hret 


' f 
I cen if ) 
d. Sp 
n id + 
i tan iT¢ tro ) Ti 
e 15 and 19 ft. do 
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I 3 n 1 itrat 
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ACE Freezers 


Ace Cabinet Corp., 
New Bedford, Mass. 


Models: 2 freezer nits for home 
14.5 and 21.5 cu. ft. capacitic 


Selling Features: Construction d 
tail nil t \ nme i 
lit t elded steel cab 
ct t t v pa lh 17) 
t ut ibb 
t ind door openin 
| 1¢ tion tarding d 
r( ) val light ad 

of p allure 

] 





MANITOWOC Refrigerator- 
Freezer 

Manitowoc Equipment Works, 

Manitowoc, Wis. 

Device: \Manitowoc 2-Zone refr 


itor-fr¢ 


Selling Features: Combines a 10-cu 


tt lf-defrosting refrigerator and an 
114 1. ft. freezer in an upright 
ibinet, pro\ ding a total of 214 
u. ft. storage space in 24x3 ft. floor 
Dace 


Designed with refrigerator on 


top and freezer below; self-defrost 
| high humidity 


t p ft | fresher longer, even 
hen unrapped; 5 shelf heights, in 
luding tall bottle space are pro- 
ded: d table drawer, 

butter ¢ nd door rack, auto 

t t nd removable 

bed gla 

I’reezer holds 350 Ibs. food; has 

parate tl mostat » that freezer 
tempcratur may be regulated 
from zero | for nstant storage 

wn to minus 20d gs. | for quick 

freezing: freezing coils on all 5 
il] Pherma-Seal construction 
ith Fiberglas insulation; 3 shelves; 


travs heve snap-free sections at 
top of freezer section; automobile- 
pe lock in latch 
l'rost-mint color in both com- 
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it hn breakers stry id in 
rhass refrigerator 
helves: baked-on enamel exterior 
th chrome trim; both freezer and 
frigerator operate as comp! 

rigcration systems responding i 
vidually to thermostats in the re 


pective compartments; served by a 
ngle } h.p. hermetically iled 
ompressor:; new condenser ures 

le operation; doubl \OTS 


nav be removed making front-to 
ick measuremcnts 26é, fe rrow 








COOLERATOR Freezers 


Coolerator Co., 
Duluth, 1, Minn. 


Models: Coo] 





INCIUCC + upright i] 
Selling Features: UP B-125 
| 7 cu. ft | 
ied for kitch 
l nd ened 
I 1 dll l ( 
rig t ailable th t 
} , = ‘4c 
! i | l tt 
] + fast f he] 
out iclf; 
; k + 
i reon-1]2 
(Dt ) lit n¢ d ! n 


Ca ity; UF B-25: 
ipacity and UFB-322 


f} 
f 27 
nit with 32 cu. ft 

Coolerator chest models includ 

B-105, 104 cu. ft. capacity; FB 

1+], 14 cu. ft.; and FB-200. 
tr 





PIONEER ‘’Sno-Mover”’ 


Pioneer Gen-E-Motor Corp., 

Chicaga, ill. 

Device: New lightweight, compact 
Blue Diamond “‘Sno-Mover 


Selling Features: Cuts path in snow 


deep as 24 in.; powered by a 
t-cvcle, 2 h.p., Pioneer gas engine; 
idjustable chute throws snow to 
ight or left Ils on 4 wheels; ad- 
ustable front wheel units for clear 
ig ugh = drivewa OI th 
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WESTINGHOUSE Ranges 


Westinghouse Electric Corp., 
Mansfield, O. 


Models: Westinghouse 1954 range 
7 models and features 
urface unit on two 


line includ 
in electron 
top model 


Selling Features: Electronic Unit, 


introduced last vear, warms, boils 
ithout scorching—meas 
ures temperature of food as it 


or fries w 


] i} 
perature control, it maintains s¢ 


lected temperature automaticall 
by turning current off and on a 
1 d d a ngl d i] contro] of 
Klectronic | t divided into 3 
KIN] I boil and f 
} rt r¢ ib 1+ d 
1 d } h” 
I | ( ] n ¢ m 
} AG } = n Com 
BG, feat in Electron 
Unit light 1 backsplasher; 
h f n, blue. red or vel- 
low panel it yf backsplashe 
2 full-length fluorescent lights that 
+ 7 1] ] minate range 
latform wl nv surf unit con 
trol turned 1: Color Glance 
it t | d-1 mn 
trols includ in automatic time 
lock f 1 1d an applian 
outlet id itinuor hime 
Minute mind 3 plu unit 
include in sin. C x 6-1n 
Super Corox the 6-1n Fl 
tron) Unit nd 1 ? level Nee ] 
ooker whi h in he se d in up 


Miracle Sealed 
ven with Fiberglas heat guard seal: 
Ss removy ible 


width handles on storage 


Single-oven Commander, BG, 
companion to AG. features a wann- 
ing compartment with 325-watt 


he iting e] ment 


Champion, DG. has 3 plug-in 
surface unit ind ?-level speed 
oke T for deepwell ¢ kin y ind 1 
2100 watt. 8-in. surface unit: other 
features In lude l Sup T Corox 


unit, Miracle Sealed Oven with re 





movable hottom unit ombination 
minut time! ind utomati oven 
time! 3 large duminum storage 
drawet n nvlon rollers: chrome 
Dd ss backguard: fluorescent 
‘resnel glass 


light mounted behind | 
to illuminate range plat 

FG-Imperial 30, a 30-in. range 
has a 24-in. Miracle Seal oven: glass 
look-in door: oven light that can be 
turned on independently when door 
is closed or turns on automatically 
when door is opened: surface units 
include a Super Corox for fast-start 
cooking; two 6-in. and an §8-in. 


ELECTRICAL 
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EW PRODUCTS 


Corox: automatic oven timer, and 
minute minder; ‘lel-A-Glance con 
trols; automatic appliance outlet 
and fluorescent light; full width 
storage drawer on nylon rollers 

Commodcre, EG, has a Miracle 
Sealed Oven with removable bot- 
tom element: 3. full-sized Corox 
surface units; a 6-qt. Econo-Cooker 
ind a built-in clock and timer; 3 
large storage drawers on nylon rol- 
lers; full length metal control panel. 

Low-priced Leader, HG, is a full- 
ized 40-in. range with 4 Corox 
units; ‘True-l'emp oven, single dial 
oven control, Tel-A-Glance surface 
controls. 

Westinghouse “Thirty”  an- 
nounced last August rounds out 
line; features a 24-in. Miracle 
Sealed oven, three 6-in. Corox units 
nd an 8-in. unit; divided top de- 
m: Tel-A-Glance surface unit con- 
trols, single dial oven control and 
ippliance outlet; full-width storage 
r on nvlon rollers 





BELL Sewing Machines 


Bell Sewing Machine Co., 
114 Liberty St., 
New York, N. Y. 


Models: Bell Zig-Zag and Bell Port- 


ible sewing machines. 


Selling Features: Zig-Zag model i 
in industrial-tvpe 


++] 
Iv 


machine w 
Sewmagic dial for everv tvpe stitch; 


| 
modern streamlined 
face plate light beams directly on 
work; full rotarv and gear driven fo 


vibrationless 


appearance; 


i 
operation: industrial 
weight parts insure trouble-free op- 
le po- 
for a variety of stitches; 


eration at high speeds; 3 need 
IWIONIS 
stitch selector automatically gives 
equal stitches forward and reverse; 
drop feed control at vour fingertip 
Sewmagic dial makes it possible to 
monogram, make buttonholes, sew 
m buttons-and snaps, 


vercast, zig-zag stitch 


embroider, 





Bell Portable weighs less than 44 
lbs.; with foot treadle, attachments, 


accessories and carrvin 


1954 


weighs under 5 Ibs.: tree 
struction, when fastened to the 
edge of table permits unhampered 
ewing: Nvlon cams and gears; ver- 
tical shaft motor; a.c.-d.c. motor; 
ast aluminum head for lighter 
as rhyt ] ] 1-] timing x 
weight; iocKked-in timing; no Cx 
posed parts; convenient forward and 
reverse control; self-locking stitch; 
push button control to remove 
needle plate: flexibl : f 

needie plate; flexible presser foot 
sews over pins and from light to 
heavv fabrics without adjusting; 


7 4 7 1 
high-low foot control; built-in sew 


eige or green finish. 


light: D 





NAXON Frymaster 


Naxon Utilities Corp., 

3600 W. Touhy Ave., 

Chicago, 45, Ill. 

Naxon Frymaster auto- 


Device: 
I french frver and cooker 


Selling Features: Menustat, 


l 
matically sets exact temperature 


; ? 1 4 7 1 
and cooking time Dv turning KnoD 
ntil red index points to menu or 


ai 

food vou want to prepare; Unitrol 

insulated 
utomatic precision tem- 
perature cortrol; internal wiring 
porcelain insulated; spun-aluminum 
nterior; deep-well has more than a 
ull-gal. capacity; Sunray aluminum 
basket; 1050 watts, a.c. only. 


€vernuor 





EVERHOT Roasters 


Tropic-Aire Inc., 
Div. McGraw Electric Co., 
Elgin, Ill. 


Models: Everhot deluxe roaster- 
ovens No. 950 and 952: Roaster- 


ette No. 930 and No. 858. 


Selling Features: Everhot DeLuxe 
roaster oven No. 950 features oven- 
proof glass dish set including a meat 
tray and covered dishes; an ad- 
justable shelf for baking pies and 
} vi ee ee oe 
cakes on 2 levels; large porcelain 
enamel cooking well will roast a 


5 1} re ] } + we 
24-lb. fowl; glass observation win 


] l hed ilumi l illoy 
over, which is self-basting; Turn- 
\-Knob cover lifter has a remote 
ontrol dial that opens, closes, and 

ks cover or holds it at any posi- 


IN) 0 


ion desired; white ename! finish, 
lack trim; 1320 watts, 110-120 
olts, a large cool plasti iandles 


ind dials. Accessories include a No. 
153 Utilitable to hold the roaster 


nd provide extra storag¢ 


| pace 
No. 952 bakes, roasts, oks a 
vhole meal; acid-resistant, porce- 
in enamel cooking well ind casv- 
to-remove inset pan; self-basting 


+ 


over; pilot ligh 
current is on; Fiberglas insulation. 
Roasterette No. 930, mbines 
casserole, deepwell 
\ker haker and }] icte 
ooker, Daker and small roaster; Can 


} } 
Deans, Cakes, ples, 


idvantages of 


be used to bake 
soups, stews and roast up to 9 lbs 
meat; Fiberglas insulation keeps 
food hot or cold for hours; auto- 
matic with thermostat range from 
150 to 500 deg. F.; heat resistant 
white enamel finish; 5-qt. remov- 
ible aluminum inset pan; plastt 


handles: 700 watts, a.c. only 


Roasterette No. 858, has 2-heat 

trol; 3-at pacity inset pan; 
vhite enamel finish: 330 watts high 
12 itts lov base * ra] 





NORGE Ranges 


Norge Div., 

Borg-Warner Corp., 

Merchandise Mart Plaza, 

Chicago, 54, Ill. 

Models: Norge 1954 range line in- 
i 


Cludes a 5U-1n. range anc 


Selling Features: Norge 350-in. 
model E-301, has 24-in. wide oven, 
eae ee a: 
moOKeless Drolicr; ipphance outlet; 


cross-top lamp; < removabDie oven 


racks; automatic clock and storage 
we + Suita burner I ide a 
giant unit and a super speed unit; 
Pele-switch controls p de 7 ac 
irate cooking speed ignal light 
idicates when anv surface t is 
n. 








guards against it turning 
on surface nits 

] 2A a tment-s S 20 
} de é n dec 2, fa > 
nits and a surface dr 





new 6-blade condenser fan of 1] 
piece design operates without nois¢ 
— Air Conditioners or vibration; newly-designed inte 


tral slinger ring provides quick 


elimination of condensed moisture 
1. 
lt 





7 7 1 } 
{ xc mod Compact deluxe have finishes in dusty-rose and cocoa 
tat installed at factorv for rown tones. 

n tomatic cooling control. Deluxe Simple mountings can be put in 
; ol ENS ; sng) 

Custom models have thermostati place from inside room, reducins 

Weath ial” ] illy controlled cooling and heat installation costs; braces to wall a 
. —_ 1 4 . a - } . re ¢ +, nO screws . r( ired 
AMANA Air-Conditioners f ifort includins ng Gree-green finish: plastic ure ifety; n rcw my required 
A Ref t 1 heat ight ig, Arid grilles in contrasting shade provid to sill or outside wall; smallest 
mana efrigerartion, inc., " . 1 er 
3 1) Blot ee eee twavy directional air control model RAC-64, 4 h.p. designed for 
Amana, lowa ! ITHATC, oa Vuseee wi recipe apt ein Pucgselntia ig er 793 
Nlodels: A t: “Weath’r Robot” ai Additional features include T' double-hung windows from 234 to 
aba t mostat tanda mseli Mpresso1 rubber mount +S in. wide has a rating of 6000 
i 1 3 
\ \ t on the 3, 1 and 14 h for motor, permanent type metal btus - hr., and 1} pts. moisturc 
optional e nent cnn leanable filters: thermal and acou removal per hr. All other models de 
\ ; til i i i ptt ' i ALELA t il | t | Lt 
\ 


ther units in line. Models includ tical insulation igned to fit windows 274 to 48 in 
M-134, 4. M-124, 4 h.p.: M-344, 3 wide. All models can be adapted to 
’ ; teel easement or through wall-type 
nstallations as well. 

RAC-84D, a 3 h.p. unit has push 
itton control; thermostat and 
Bette 


Selling Features: | 


winter heater; 880‘ 


tus: 24 pts. per hr. moisture 





+1) ; + ] lu feature } 

I h ain haust itro] 

RAC-104D, ] ) t us] 

, thon itr th nostat 
tur } 2 } 
RAC-154D, 1 ». deluxe m 
t nn ° aos i push button itrol nd t 

CARTI-AIRE Air Conditioner gy ay Berge yee 

I i i 


New-Aire Corp. Div., in hr. moisture removal 


on , QUIET KOOL Air Conditioners {2Y Broiler Fo. 


tem \ t 1 stand Quiet Kool Corp., Device: Carti-Air¢ portable air con- 
P A a 89S. 00 46 Oliver St., ditioner 
ke Newark, N. J. spesihinics 


} 


volts; 1OOA, on 230 volts only. 





/ pe Selli ve 5: Const i 
Models: Quict Kool 1954 room ait elling Features: Constructed in 
r] ai rr FE ie wishes of 20 model tions, one for the window, the 
a Compact and Custom ther : r the at : does not extend 
‘ ‘ : bevond building line hts any type 
Selling Features: Compact seric ; " ; : E 
. Sorter. 9 vindow, including casement; win- 
~~ : nsist f 4 and 4 h.p. mode 7 
| | . seca t dow section weighs 20 Ibs., may be 
= vit tall If ourself feature 
- geal moved from room to room, house 
_ t n 273 TO 590 1n. Wide i] Pi : . 
ee ee to house; casy to install; bottom COOLERATOR Air 
caer ge) gga ages tion has casters for easy mobility Conditioners 
N addit a ie wee Window section contains con Cast c 
t le at small additional cost : Coolerator Co. 
denser and fan, while lower tion “hi 
' ( dels project 124 in ; -tiaea rtrd lexysieh sco Duluth, 1, Minn. 
ie ae . ontains evaporated compressor, 
, ome fPoisorocey ee i — ied vater pump, filters etc; both sec- Models: Coolerator 1954 air condi 
MITCHELL Air Conditioners re rated up to 175 tions are joined by specially de- tioner line includes 4 models in 
++ + 


Mitchell Mfg. Co., it, for + np ind 250 q rt. for igned flexible hose 6 tt. long: hose 3 - 3 and 1 h.p. sizes. 
























2525 Clybourn Ave., ee erves as conductor for refrigerant Selling Features: All models dé 
Chicege, tlt. ; n 115 volt, 60 cycle Pe nd for the water from the pump to signed to harmonize with anv room; 
Models: Mii M1794 wenger oe 7 -_ ondenser. Mirrortone finish; no side vents 
tf 10 mod $, 4, | and 14 hex pec Is; color-coded ee draperies can be hung flush with 
oft & es An at val ibinet; no control knobs or me ha 

Selling Features: ( net wien sete "oS nism on top to interfere with ven 
flush th \ minat RO Ne rs tian blinds or curtains. Standard 
t tend 1] 1 =>) \=2) equipment on all models includes 
' . P eer f Nf — : * fn. ‘ 

in ! f ==/ a — in automatic thermostat for ea 
v air foil fu creer ontrol of desired room tempera- 
it-f tion of oes ture dav or night; space-saver cabi 
t ¢ ( t ET ed icts fit into 24-in. windows or lar 

acit r: permanent tvpe filters, easy t 

t . lean and replace 

; r ; KELVINATOR Air 38. 3 ie ect wun 
t v | Pul Conditioners qts. moisture pe r day; circulates 200 
f f to ll , ke q . Kelvinator Div., fin.: AC-50, 4 h.p. model removes 
f out r for lownward: Custom. seri Nash-Kelvinator Corp., 24 ats. moisture per dav; 210 cfm 

{ l I ian | rin trom t | ! nto room and lt ere, seg rculation; AC 13; 3 h p., remo 
; —— a , tid lv installed in ant Models: Kel inator announces an 30 qts. moisture per dav; 300 cfm 
ae vad idow: ling xpanded line of 5 room air condi rculation; available in 115, 208 or 
— ' ' qa. ft. for 4 h.p.: tioners for 1954, including push 230 volt models: later two AC-7( 
iy ws ea ae at \ fe f m ona s q. ft sutton controls and auxiliary heat nd AC-77, AC-100, 1 h.p. model 
‘ = a ; Lhe. 2 hx. and I-hn. model: ng for vear-round us¢ moves 39 gts. per dav; 350 cfm 
y | 208 and 230 volts: 5 Selling Features: Units range from culation; 230 volts, a.c. All mod 
i. ] ( vel t h.p. models 115 £ to 14 h.p. and will cool from 300 els except AC-100 project 103 in 
t ii lt es only: and a 3 hy to 900 sq. ft. floor space; fan speeds into room, are 234 in. wide and 
node] lable in 115 volts have been slowed for quieter opera 145/6 in. high. AC-100 projects 

\vailable in standard and di t without sacrificing capacitv: 13. 1/6 in. wide and 16 in. high 
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See BROILQUIA & 


The World’s Largest Selling 


Broiler-Rotisserie! 


The Fully Automatic Infra-Red 


es x Me 2. * First and ONLY 
: | Fryer-Cooker to receive the 


Fashion Academy 
Award 


si? 


BROIL-QUIK CO. 


2330 FIFTH AVENUE, NEW YORK 37 


World's Largest Manufacturer 


of Infra-Red Appliances 


The Profit Line forms at BOOTHS -}-Y F-T-Y 4 
NATIONAL HOUSEWARES EXHIBIT: NAVY PIER - CHICAGO 















OLYMPIC Air Conditioners 


Olympic Radio & Television, Inc., 


Olympic Bldg., 


Long Island City, 1, N. Y. 


Models: N 


f 


Selling Features: A 








WESTINGHOUSE Air 


Conditioners 


Westinghouse Electric Co., 


Mansfield, O. 
Models: W< 


nodels: 3 Di 


Selling Features: Pu 


yyt ryty 


+ 
! 

' ' 

] \ 
PAGE 312 


na 


\\ 











15 degs. below horizontal to verti 
FW PRODUCTS cal: no radio or ‘I'V interference; 2 
j iti peed, pull type switch mounted in 

Air Conditioners, Fans sr. en 


ir motor housing; 


enamel finish with polished spiral 


ttings for remo provides dispersal of air into room; 








I + + Y t 
, ifetv guard; aluminum blades 
{ I I I lOUVTeS Cdi I 'e < , , 
n ( 1 be — in an 180 “Tet Stream HV-100 and H\ 
t t y I ute S 
1 - g Ne : aut m itic ; “tig he 120.” portable fan features deep 
een tandar ‘I odels: ; ce i 
ri petig Aaa Rene nice, Ryle pin pitch blades with high velocity jet 
lified ai soled hrome licating element is optional ie cot d aaa: sealiedl 
] ’ ction; yet desig CC a S 
xhaust” to pum it slight extra cost on all models; 11 s ;, “ | 
| ible to any angle for no-draft opera 
t st ir an t sam heater slides into place and quickly 
t tion: suitable for use as a window 
i mfort ittaches to the push-button Elec- - ble 
ventilator, floor fan, shelf or table | 
\\ la roo th floor tromagnetic weather control sys- ? 
Pas 13? use, also adaptable to wall mount 
n to 850 sa. ft ind tem; a 1320-watt element is avai oS oe ech: No 
. is, - “es ' ble for the 4 and 2 ton: a 1650 ing; 3-speed rotarv type switch; NO. | 
oe P Phagerseative ia a eee ie "ts a HV-100 has 2500 cfm capacity; No. 
1/9 hp. shaded pole motor watt element for 1-ton model; life- HV-120 |] 350) cf | 
; er. 20 has 35 cfm capacity, 
1 h.p. mode] AW-100D de signed time filters a giant exhaust filter . : l . Ca} | 
a ‘te % cieculal which has 336 sq. in. filtering sur blue finish, chrome supports 
ns up to 600 sa. ft rculates \ ICi} as ) Sd. 2 5 - , , 
Yeh window fan No. DWR 
5 to 375 cfm and removes up to face; intake filter removes all dirt, ” I —_— ae foie 
: is electri \ \ ) Oo pro 
‘ al nt ume 20 tees tent 0 pollen, dust and smoke from out- : “a ppt “ : 1 s 
itt element h.p. model side air before it enters room; both VIG Gay 2nd RIgHt COUNRE, SS 
fio Bree ts aoe f.lter , lami h. easih telescopic panel fits any standard 
A\\ > iat ip t tm miters are iuMminum mesh, easily . ‘ 
removable; a Silence-Guard” sound 
deadening material reduces noise; 
4 4 | 
2-speed blower systems and weath } 
cr-proof outside cabinet; 2-speed te 
thermally prot d n ] ts } 
therma protected fan motor; = 
> = 
iluminum fan blades; ‘Tecumseh : = 
compressor: all-steel classi pan: : = =: Soe 
1 1 1 . = Seen <= 
1 models can be installed in any : SS 
uble hing window from 25 in > —s | 
vide to ayn desired width. An in = 2 
tallaticr snr se ee = + 
to 5 f t nodel = se 
1a | Ca noda¢ See 
l, } aes 
| Se, | 
S WW? 
V\\ a CC 





} i \ 
} t 1 1 
, n iT rebar ced i i 
( { rn 1 
vith 2 aT blad with SUU 
] > 
fin capacity. 16-in. model, DWR 
i ~- * 
L104, 3 Men, < a8 ae, 
‘ 1 ) ) 
S-in. deep; 20-in. mode DWR 
- . , , - | 
LUZ £ i nign, <£ ill Wid 
z 
2 } d ) Z.% vit he > 
f ible nd On é d 
tch for volum egulation; de 
1 hI ‘ 
l, Di panci hnis! 





SIGNAL Fans 


Signal Electric Mfg. Co., 

Menominee, Mich. 

Models: 3 new Signal fans: Mobil 
No. M-200, Jet Stream No. HV 
100 and HV-120; and Deluxe Win 
dow Fan No. DWR-162. 





FRESH‘nd-AIRE Air 

















Conditioners Selling Features: ‘“Mobile” M-200”, 
iaieciiieae it portable floor fan; 20-in. blade; 
agp a ose ws serves as a window fan or air circu 
iv. Cory Corp., Ra liain: setlist’ 3 S ; 
221 N. La Salle St., lator; pedestal with 2 casters may 
Chicago, 1, III. be wheeled from room to room as 
Models: I'resh’nd-Aire 1954 all-sea needed; adjustable from +4 to 35 in FASCO Fan 
n room air air conditioners avail from floor to bottom of guard; 
ble in zes—$, 32 and 1-ton Fasco Industries, Inc., 
a" Rochester, N. Y. 
I e 
A : Device: F'asco 20-in. multi-purpose 
Selling Features: Push-Button Sagat ane aad 
‘ : : window fan No. 2030. 
Electromagneti weather con 
trols enable instant control of room Selling Features: 20-in. hand bal- 
temperature and air circulation by inced blades; a 1/15 h.p. shaded 
touching one of 8S color-coded push- pole rubber mounted Fasco motor 
utton new models perform aevclops 9SU0 rpm at highest of 3 
ear ‘rou functions—cools, de speeds and moves 3000 cfm; manu- 
humidif lates. filters. ven ally reversible; snaps in and out of 
_ a 
tilat | heat window panel; weighs 20 Ibs; grip 
ly do haped carrying handle; non-tip 
Unit id bevond in base with legs for portable use; 
( f window sill: “Flexo finger-safe guards on all sides; win 
Mount t possible to install dow panels adjust from 29 to 374 
1 depth int in., to fit anv standard double hung 
nt form with building 2-speed, rubber mounted, induc- window, easily installed; extra pan 
ibinet of tion, 6-pole motor has 3800 cfm els available; blue-grey and chrome 
nl 1 louvre capacity; air stream adjustable from with grev-ivery panel 
| g ] 
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| : a : ‘ ~ Here's the last word. in controlled, dependable 
heating. The new thermostat control permits selection 
| . es a of exact degree of heat desired —avtomatically con- 
a trois output. Automatic safety switch cuts off fan if 
ynit is tipped Over Smartly designed and finished in 
three dimensional baked enamel with gleaming 
chrome trim. 1342" high, 6Y%4"' deep, 11 wide. In- 
dividually packed, weighs 11 lbs. Packed 6 to a 
shipping carton. List price $28.95. 


MP 202—economy model built to same specifications 
as De Luxe but without thermostat and chrome trim. 
List price $18.95. 





Prices slightly higher west of the Rock 
ckies 


Mi 
imar Products, Inc. 
= Terele) ¢h aie 


B J Ay 
lolal gals. E Monte C a elale Cc 
1 cac | 
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G-E MOTORS CAN HELP MOVE APPLIANCES FAS 


Right now this motor is being built into a 
room air conditioning unit tomorrow 
it will help you sell the finished product. 
For this is a General Electric shaded pole 
motor specifically designed for use in win- 
dow fans, furnace fans, air conditioning 
units and similar equipment 
Chis motor has lifetime lubrication 
never requires the user to add oil. It 
turn it on day or night, the 


runs quietly 


special motor construction reduces bother- 


_ 


GENERAL ELECTRIC 
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Cfott can fl your conf CHCE IR — 


some noise to a Minimum. 

And, as a “stopper” for those customers 
of yours who just like to look around, this 
tag—"Equipped with General Electric Frac- 
tional-horsepower Motor’’—tells them that 
you take pride in handling quality products 
with quality components. There’s a lot of 
preselling behind every G-E motor .. . that’s 
why it’s smart to take advantage of G-E 
equipped products. General Electric Co., 


Schenectady 5. NN. 3. 
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RAY 


Raytheon M 
Television & 
5921 W. Di 
Chicago, 39 
Models: C 
Selling F 
C-2401, 24 
black, rect 
trostatic t 
inagnet sp 
+ rectifiers 
built-in an 
300 ohm e 
UHF; mah 

W inden 
ole in ble 
nent magn 
watts outp 
fiers; 1-kni 
ng svstem 


h inne] l 





EMERS 


Emerson R« 
111 Eighth 
New York, 
Device: |} 
port ib] 2 

Selling Fi 
het circul 
tained ba 
ent Carrvl 
intenna; | 
battery dr 
nal antenr 
nent dyn: 
in a variet 





CRES 


Daystrom 
Poughkeey 


Model: N 
by Dayst 
Selling F 


ELECTRI 











>= R 


RAYTHEON TV Sets 


Raytheon Mfg. Co., 
Television & Radio Div., 
5921 W. Dickens Ave., 
Chicago, 39, Ill. 
Models: Claridg 


and Windemer« 


Selling Features: Claridge No 
C-2401, 24-in. openface console has 
black, rectangular prefocused el 

trostatic tube; 10-in. permanent 
nagnct sp iker: 20 ‘TV tubes plus 


+ rectifiers; 3 IF stages at 21 m 
: 


Dulit-in antenna oO! 


UHF; mahogany cabinet 
Windemere, 24-in. modern con 


blond finish; 10-in. perma 
nent magnet type eaker with 3.5 
watt output 20 tubes plus 4 recti 


4 . 7 } 9 
lers; I-Knob swit antenna tun 


11, 


honed UHI circuitry 





EMERSON Portable Radio 


Emerson Radio & Phono. Corp., 

111 Eighth Ave., 

New York, 11, N. Y. 

Device: Emerson No. 790 3-wav 
portabl 

Selling Features: Impro\ 


ved super 
I | 

} 
het circuit; a.c., d.c. and self-con 


tained batterv operation; 


| conven! 


ent carrving handle; large built-in 


intenna; power line noise filter; low 
battery drain; connection for exter 


nal antenna; sealed Alnico 5 Perma- 
nent dynamic speaker; plastic case 


in a variety of colors. 





CRESTWOOD Recorder 


Daystrom Electric Corp., 
Poughkeepsie, N. Y. 


Model: No. 401 series ““Crestwood 


} 


Selling Features: Has frequency re- 


onnections for 
300 ohm external; 12 VHF and 70 





: 
ng system to VHF or UHF auto- 
+ } lt ' 


Duilt-in intenna; }2 


by Daystrom’” hi-fi tape recorders. 


NEW PRODUCTS ... TV, Radio, Phono 





pon of 30 te 

yr minus 2 db 

md tape speed; } 

ind 33 1p ha 

yume control in addition fo regu 
lar monitor control and a magic 
ey indicator prevents recording 
overlap; 3 arate inputs for radu 
'V, phono, and microphone are 
ontrolled — bi nel elector 
witch; matching the 401, is No 
+02, separate high impedance, 10 
watt power amplifier with frequenc 


response of 20 to 20,000 cycles; 8 


in. extended range dvnami 





MIRROR-TONE TV Sets 


The Mirror-Tone Div., 
Scott Radio Laboratories, Inc., 
Chicago, Ill. 
Models: 4 new “Super Mirror 
lone” sets specially designed for 
mbined VHF and UHF recep 
tion for fringe-area reception. 
Selling Features: Sets include a 24- 
top model with wrought 
iron legs available as optional equip- 
ment in A-24T, mahogany and 
\-24TB blond; and a 24-in. con 
ole with full-length doors in ma 
iongany as model A-24-D and 
MAGNAVOX TV Set ond as A-24DB 





Chassis in + models are trans 
Magnavox Co., former powered; electromagnetic 


Fort Wayne, Ind. 


picture tube eliminates need for f 


Model: Magnavox 17-in table set, cus control; turret-tvpe tuner has 
Metropolitan 17 interchangeable strips for WHF: 
; Se Re eee 
Selling Features: New Magnatex cxeacapiias z ae em gery = 
y - } } } T T ¢ 11] ] <] 
uff-proof finish; available in blond, ate eR 

' 


rdovan brown, or grey; Magnavox 


uper-powered custom chassis with 

tal picture detector, 20 tubes in 
luding 2 rectifiers and a 17-in. pic- 
ture tube; $-in. hi-fi speaker; 41 m<¢ 


IF, Magnavox cascode tuner, inter 
ference rejyector, instantaneous auto- 
inatic gain control, linear focus and 
Magna-Lok automatic frequency 

Model MV105J, with 
d provision for later addi 
lagnavox all-channel UHI 
fodel U105J with UHI 


| 
}2-channel turret 


ontro] 

VHF an 
tion of N 
tuner; N 


Vill 


a 
I 





EMERSON TV Sets 


Emerson Radio & Phono Corp., 

111 8th Ave., 

New York, 11, N. Y. 

Models: 7 new models—five 2]-in 


in. sets 
Selling Features: No. 791, 21-in 


front-tuned table model in Ing1 


ind two Zz 


ham mahogany veneer cabinet; an 


S2 channel UHI'-VHF, No. 799 





ilso available. Both models have 

° long distance Super Fringe Chassis 

STEELMAN Phono No. 777, a 27-in. open face con 

sole in mahoganv veneer cabinet 

Steelman Phonograph Co., has long distance Super Fringe 


Mt. Vernon, N. Y. 
Model: The Songster No. 3Dé6 


portable 3-speed phono. 


Chassis. An all-channel UHI-VHI 
version available as No. 796 

No. 795, a 2]-in. console with 
Selling Features: Compact, with full doors. No. 794 same as No. 795 
range volume and tone control; with all-channel UHF-VHF. No 
plays 7 and 10-in. records with lid 770 a 2]-in. all channel UHF-VHI 
closed; heavy duty elliptical Alnico open face completes the ling 
front speaker; 2-shades of rust or All models available in blond fin 
green covering. ish at $20 additional cost. 
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ANDREA TV Line 


Andrea Radio Corp., 

2701 Bridge Plaza, N. 

Long Island City, N. Y. 

Models: 3 DeLuxe sets have been 
added to 1954 Andrea line 

Selling Features: All models are 21- 
in. receivers in hand-rubbed ma- 
hoganv veneer cabinets—The Lido, 
a table set; The Riviera open face 
console; The Ambassador, full-door 
console; available with complete 
UHF tuner at $50. higher; has re- 
tained 4 IF stages and the Andreas 
‘“Fringemaster Tuner’. 





ADMIRAL Clock-Radio 


Admiral Corp., 

3800 Cortland St., 

Chicago, 47, Ill. 

Model: Admiral clock-radio de- 
signed for optional insertion of twin 
fountain pens 


Selling Features: 5-tube radio has 





It-in ““ferroscope intenna; avc; 
standard band reception plus tw 


Civil Defense bands 640 and 1240 





ke; 3-position sliding switch per 
mits radio to be turned on ff 
without affecting clock; “auto po 


sition connects timer for automatic 
radio turn-on operations; available 
in ebonv, ivory and marbelized 
Telechron clock 


with large face: optional Parker pens 


green; features 


1) 1 
ler 1 hy 
ind holders Can DC 
} 


moving decorative gold bar on lower 


inserted by re- 


1 
part of cabinet 


Briefs 


Channel Master announces the 
“Champion” antenna, designed for 
reception on all VHF channels; 
minimizes “snow”; has special re- 
flecting screen; increases power; can 
be “stacked” or installed in differ 


ent ways In every tvpe location 


JFD “Lightning Sentrv” light- 
r arrester and static discharger 
No. AT120 is announced by JFD 
Mfg. Co., Brooklvn, N. Y. Includes 


in internal resistor network and 


nines T 


] ] 7 
replaceable fuses; oval, tubular, flat 


ibbon and open-wire twin-leads 
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CARRIER, OF COURSE! 


Carrier Corporation 
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J De } roon iit Onditio y tnat 

tick way out in the room? 
proved it h the new slim silhouette 
+ | toned yond tt ill 
at scarcely xtends peyon we Ss ° 
w directional air flow... new built-in 
ermostat new simplified controls? 

& ww » +h + | 

DackIng with the spectacular support 
ful olor idvertisements tr Life ) 
ws a onditioning best ? 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 





Only Slight Decline Seen for 1954 


() f manufacturers con 
| bh LECTRICAI MER 
CHANDISING in the preparation of 


Color: Now It’s Official 


To no one’s very great surprise, the 
FCC last month approved an industry 
sponsored compatible color-TV system 
The Commission announced its decision 
on December 17 and within hours NBC 
and CBS had telecast shows in color 
Technically, however, the FCC action will 
not become effective until 30 days after 
publication in the Federal Register. That 
would put the effective date sometime in 
late January 

For a complete summary of the impact 
of color on the dealer, see “The Question 
of Color” in the December, 1953, issue of 
ELECTRICAL MERCHANDISING. 


for 1953. In no case, however, is this 
anticipated decline more than nine 
percent below 1953 levels 

Of the eleven lines, only three will 
have a higher “average” price in 1954 
than in 1953, according to the manu- 
facturers’ guesses. They are: refriger- 
itors (up $5 to $300), conventional 
washers (up $10.50 to $149.50) and 
dishwashers (up $14 to $314). All 
other products are expected to have 
ower “average” prices with the big 
gest price breaks expected in ranges 


down $35 to an average price of 
$220) and ers (d 1 about $19 
» $177 

Past Performance. Judged on the 
iccuracy of similar ‘“‘guesstimates”’ 


ompiled last vear by ELECTRICAI 
MERCHANDISING, the conclusions 
sketched in the preceding paragraphs 
hould prove to be fairly accurate 
guides to the industry’s 1954  per- 
formance. 


@ Production and “average” prices will pore Aang Aagi add sarge: Paces 0 
f sate I DV mpr C performances 
tend to be lower, appliance makers from newcomers like freez c1 
say in estimating year’s prospects ease” Gee ade : 
‘ ‘ . expected to be up from 195 t the 
© Five appliance lines may fall below 1954 estimate of 174.28¢ “ 
1953 levels but gains are expected in ger tiaanioer a 
six other product lines for 1 195+ is for the dishwasher 
| ih t itriby 1 to 
th X t u 
ri tl 25 irk 
\ th f ild 70,000 unit 8. 
x of ( g VCIe | tter t iz 1953 gure 
; ‘cn sisal 5 sani Product Estimated Actual — re, —nagpege : titan 
— Refrigerators $282.50 $295.00 pode alas sgl: e 
M TON Freezers 391.96 400.00 ces ae ace eee 
n ume con- Automatic washers 271.98 279.50 he biggest dip (both in units and 
ich Conventional washers 147.50 149.50 n percentage point IS TOI n for 
) itu did Dryers (electric 245.38 238.75 t refrigeration industrv where esti- 
ta ctu Dryers (gas 271.80 271.50 mated production of 3,432,SSS units 
7 ( 7 pel lroners 196.39 195.85 uld be almost 342.000 units below 
ginal timat inl Ranges 258.36 255.00 1953’s actual produ 
{ ae t af Water Heaters 130.70 132.00 es ae ha 
The 1953 and. 1954 “guessti- Dishwashers ee Te some Ge ce a 
brick ; sii i, Disposers 119.83 130.00 i ant et h "eh ie ‘ her irre: 
Rea IN oe es ; Air Conditioners 361.20 392.00 psig aoa i, Leese : 
im 1955 the estimates on washer pro- production 1 not be refiected con 
n were obtained from manu- Help From The New. This vear’ pletely in dollar volume since the 
icturers in August while the remain timat emphasize the importance average umit price 1s expected rsa 
f the guesses were obtained from f the new products which have been up on these two products. The $5 
submitted for the January static- developed in recent years. All of the per unit mse on refrigerator produ 
sue. This vear all figures are Cl ducts (refrigerators, wash- tion will contribute over $17 million 
taken fre the latter sour rang md water heaters) are to the industrv’s dollar total, placing 
t mate re expectes ll below 1953 levels but that figure only an estimated $83,- 


Crystal Gazing: 















































Change: Change: 

Product 1953 Estimate* 1953 Actual Actual vs. Est. 1954 Estimate* 1954 vs. 19531 

Refrigerators 3,610,625 3,775,000 + 4.55% 3,432,888 — 9.06% 
Freezers 1,309,862 1,200,000 - 8.39 1,212,333 + 1.03 
Washers (Conventional) 1,450,000 1,525,000 . 2 1,405,531 — 7.83 
Washers (Automatic) 1,525,000 1,975,000 + 29.51 1,909,153 — 3.33 
Dryers 698,964 685,000 — 2.00 757,467 + 10.58 
lroners 254,375 170,000 = 33.17 174,286 + 2.52 
Ranges "1,203,182 1,300,000 + 8.05 1,204,786 =- 7.32 
Water Heaters 735,333 862,000 + 17.22 816,923 = £23 
Dishwashers 272,857. _—«180,000 — 34.03 249,500 + 38.61 
Food Waste Disposers 365,000 353,000 — 3.29 380,000 + 7.65 
Air Conditioners 488,479 1,075,000 + 120.07 1,141,800 + 6.21 
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Arvin Automatic Coffee Perk, $29.95 
Arvin Lectric Cook, $29.95 






Model 5440 Arvin Cool-R-Hot 
Fan-Heater, 1650 watts, $24.95 
Also Model 5400, 1320 watts, 
$21.95 


rofit more in » 


Trvin 


Electric Housewares 


ABLE: FAST- MOVING 





































BEAUTIFUL: DEPEND 


Housewares stan¢ 


: Model 5300 Arvin Automatic, Jr. 
1 out in any appli- Thermostat-Controlled Fan-forced 
?) ar, 


Heater, $19.95 
f Electric 
mon Their nation-wide repu reece’ 
tional advertising an 


nsational value 1S 


tation 1s firmly 
e section. 
ance set t10 
established by con 
, performance. 


tinuous na 
Their sé 
dependable : 

any comparison. 


, , 1 
wiser ty is a favorite amo! 


, ig gift shop- 
Arvin Lectric Cook 


ifts 1 ! Arvin 
‘t’s really 4 gifts in 1! And Ar 
‘esi tei its 3 apac- 
Perk, with its 3-to-10-cup ¢ ipa 
control is tops 


pers because 

Automatic Coftee 

or a} 1a n 

ind exclusive | 

q ‘ . . ee 

inds automatic CO | 

| kinds of au c co a 
lling heater line is headed by a bré 

‘ at an amazingly low 


ot fan heaters. And 


o-burn-cut safety : 
pe makers. 
among 

Arvin’s top-se 
Automatic Heater 


vo new Cool-R-H 








new Arvin 


| i J Model 7414 
wo ; >. 
price and t ‘onal new 14-inch Portable-W indow vernltetth 7418 
nl gerwenn ing price! Display and sell 14-inch blades, only $29.95 
»g-rocketing : \ 


: at a sale aa epee 
oe cae Electric Housewares line 


! Ask your Arvin 
and 


the entire Arvin ci 
Automatic DeLuxe, 
1650 or 1320 watts, 
by selection, $34.95 
Alse model 5530, 
1650 watts, $29.95 


ips sell another 


i ; ‘t he i 
eerhetniaen mats, displays, 


about newspape! 


istributor ° 
yin nouncements. 


rs radio an 
copy for spot rad 





Electric Housewares Division 


Ind. 
A ; PDIISTRIES, Inc. Columbus, 

. NDUSI RIES, ak: 
_ | Standard, $10.95 
Also Model 190, 
In-Car heater for 
drive-in theatres, 

$15.75 


Model 5230 Arvin 
Custom Safety, 
Raymond Loewy 
design, $19.95 





Arvin 5-year-guaranteed 











758.600 below 1953. Similarly, the 
$10.50 rise in conventional wash 
prices will add more than $14 mil 
ion to the industry’s dollar volume 
i drop of only $3,102,540 from 1953 

I'he expected increase in dishw isher 


duction, coupled with an antici 
ited higher average price for the 
nits, should push this industry dol 
lume far ahead of 1953 
All other industrv’s will have low 
( n 1954 indicated in th 
low 
53 1954 
Product Actual Estimated 
Refrigerators $295.00 $300 
Freezers 490.00 393 
Automatic washers. 279.50 257 
Conventional washers 149.50 160 
Dryers (electric 238.75 230 
Dryers (Gas 271.50 262 
lroners 195.85 177 
Ranges 255.00 220 
Water Heaters 132.00 109 
Dishwashers 300.00 314 
Disposers 130.00 118 
Air Conditioners 392.00 305 


NEMA’s Officers 


James H. Jewell, vice president of 
Westinghouse Flectric Cor wa 
clected president of the National Ele 
t Manufacturers Association at the 
twentv-seventh annual meeting in Ne 


vember, 1953, Jewell succeeds LL: 
G. Hall. 

lk. I. Loock, president of Allen 
Bradley Co., Milwaukee, was elected 
i new vice president. Four vice pres 


dents and ‘Treasurer A. I’. Metz wer 
re-elected 

l‘our men were elected to the board 
of governors for three-vear terms end 
ing with the annual meeting in 195¢ 
Mhev were J. FE. Bixler, Mi. A. Ch 
man, J. J. Mullen, and J. B. Tinnon 
In addition, W H. Burleson wa 
elected to serve on the board for the 
term ending in 1955 
Bonnell W. Clark, past president of 
NEMA and a vice president of West 
inghouse: and Harry A. Winne, vice 
president of General Electric, received 
the James H. McGraw Awards for 
outstanding achievements in the el 
trical field 








Scheduled Meetings 
THE CHICAGO MARKETS 


Furniture and Merchandise Mart 
“elinaccdia Wg 


HOUSEWARES SHOW 
Navy Pier, Chicago 
January 14-2] 


FLORIDA ELECTRICAL EXPOSITION 
Tampa, Fla 
February 2-13 


WESTERN WINTER RADIO- 
TELEVISION & APPLIANCE MARKET 
San Francisco, Calif 
February 8-12 


NATIONAL ELECTRICAL 
MANUFACTURERS ASSOCIATION 
Chicago, Ill 
March 8-11] 











Arvin Automatic Automatic Irons, Model 224 Arvin Model 223 Arvin Also Medel 5200, aie _— 
Toaster, $23.95 $9.95 to $12.95 Special, $12.95 Deluxe, $14.95 $16.95 a 
Boca Raton, Fla. 
March 22-24 
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ELEC 








SEVEN 








precision-built 


UHF-VilF 


receivers 


FEATURING THE AMAZING 


82 CHANNELS 





THE ANDREA VICTORIA 
Full-Door Console, Fringemaster Tuner, 
UHF, AM Radio, 3 Speed Record Player, 

21” Picture Tube 


THE ANDREA CLAREMONT 


Open Face Console, Fringemaster Tuner, 
AM Radio, UHF, 21” Picture Tube 


“FRINGEMASTER TUNER” 





THE ANDREA LIDO 


Compact Table Model, 21” Picture Tube, 
UHF, Fringemaster Tuner 


Every Andrea receiver is ready for UHF. A 
specially designed circuit and the new 82 Chan- 
nel Fringemaster Tuner will permit you to 
tune-in with the flip of a finger all of the 70 FCC 
authorized UHF stations, plus the normal 12 
VHF channels. One simple tuning knob re 
quires no strips to be added; no conversion of 
any type. 

If UHF reception is not a major sales factor in 
your area, Andrea TV is also available for VHF 
only. However, provision has been made in 
all sets for the installation of the new UHF 
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THE ANDREA BRITTANY 
French Provincial, Full-Door Console, 
Fringemaster Tuner, UHF, AM 
Radio, 21’ Picture Tube 


70-Channel selector at any later date desired. 


Remember . .. With Andrea, you create con- 
fidence and make steady customers—the back- 
bone of every successful business. Independent 
surveys prove Andrea receivers average less 
than one service call per receiver per year. No 
wonder every sale is only the beginning of a 
chain reaction, reflected in repeated sales 
through recommendations. 


For handsome profits with Andrea, write today 
for further information. 


1954 











THE ANDREA RIVIERA 


Open Face Console, 21’ Picture Tube, 
UHF, Fringemaster Tuner 





THE ANDREA AMBASSADOR 
Full Door Console, 21” Picture Tube, 
UHF, Fringemaster Tuner 





THE ANDREA DRAKE 


Full-door Console, Fringemaster Tuner, 
AM Radio, UHF, 21’ Picture Tube 





SHARP-FOCUS TELEVISION 


ANDREA RADIO CORPORATION, 
27-01 Bridge Plaza North, 
Long Island City 1, N. Y. 
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Bea 


York Dealer in 54! 


because YORK HAS WHAT PROSPECTS WANT 





YOU: 
WE: 







b. 


XY, “ YOU: 

WE: 
YOU: 
“ey <a“ WE: 


— 








YOU: 
WE: 


YOU: 
WE: 


i! YOU: 
x. r WE: 





Mr. Distributor, my customers want features. 

York has ’em! There’s the York ‘‘Heat-Pump”’, for example. Customers 
can warm or cool a room at the turn of a dial. No plumbing or fuel 
required. York’s Personal Comfort Balancer keeps cooling where the 
customer sets it. There’s near-flush window mounting, 4-way Rotary 
Grille, concealed Weather Panel, Million-Air Filter, superquiet sound 
insulation, greater space-saving design... 

What about beauty? 

Look! 


Can I offer low-cost units, as well as deluxe models? 


Yes! With 18 different models, you can meet the requirements of every 
customer and every budget. And York prices are competitive! 


because YORK HAS WHAT DEALERS WANT 


YOU: 
WE: 





I’m interested in a really well-known brand name. 


We’ve been in the cooling business since 1885. And this year York will 
manufacture its % millionth room air conditioner! 


Could I count on you for assistance in case I needed it? 


York pays distributors to share know-how with dealers. Ask any 

York dealer. 

Store promotion aids? 

You get banners, giveaways, showroom displays, window displays, 
streamers... field tested aids that dramatize exciting York features, 
make your customers want to buy. 

Advertising? 

York Dealers have the benefit of a truly liberal co-op advertising deal— 
plus the backing of the biggest national ad campaign in York history! 
It adds up to newspapers, direct mail, radio, TV, mass-circulation 
magazines, trade papers, publicity—we’re overlooking no opportunity 
to tell more people about you and York products than ever before! 
But why not get all the details? 


SELL THE MOST! SELL THE LEADER! 


SEE YOUR YORK DISTRIBUTOR 
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MODEL B75MR. Magnificent new %-hp. York Heat-Pump Room Air 
Conditioner. Cools when it’s hot, warms when it’s chilly—at the turn of a 
dial—automatically maintains personal comfort! 


PLUS...17 other beautiful 1954 models, including... 


ols 


refrigeration 
air-conditioning 





MODEL B30. Sensational low- 
priced 43-hp. window model! s 
Headquarters for Mechanical Cooling Since 1885 
Beautiful %-horsepower 
window model. 








York Corporation, York, Pa. 


’ Gentlemen: 
MODEL B50S. ¥2-hp. window : : 
model. Compact, tamper-proof. Please rush me complete information on York 1954 Room 
. — 
MODEL B100CMR*. Luxurious ot ennen 
1-hp. window console conditioner. 
MODEL B100MR* 
Handsome 1-hp. Heat-Pump 
Room Air Conditioner. 


Name 








| Air Conditioners and the York Franchise. No obligation, 








*Including Heat-Pump and Auto- **Including Heat-Pump. 
matic Personal Comfort Balancer. — 
ress 


or mail this coupon today! 2 eh 











Firm Name | 
wl 
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HOW 


. ROTO-BROIL400 


=. 
=" CHANGED THE 
ROTISSERIE INDUSTRY 


ZZ TOP PROMOTION SOLD THEM! 
VV ° 


the most intensive, powerful advertising-promotion cam- 
paign in broiler history. Big names made Roto-Broil ‘400’ 
THE BIG NAME in broilers. Steve Allen, Mary Margaret McBride, Ann Rutherford and 
Monica Lewis carried the Roto-Broil ‘400’ message to hundreds of thousands of their 
devoted fans. The Roto-Magician, on the network and locally on film, carried the 
sensational news of Roto-Broil ‘400’ performance into millions of homes from coast 
to coast. Saturation spot campaign filled TV and radio with the right message at just 
the right time. 


os , , Buse | Cards Mes ail 

Newsy! eet Mal Life Clara Pato B 
building good will 

carried the news to took the good word to sold Roto-Broil ‘400’ expesed 8,000,000 people and sales in a quarter of 


8,000,000 readers 5,000,000 mail boxes to 24,000,000 readers to Roto-Broil ‘400’ a million homes. 


TOP PERFORMANCE KEPT THEM SOLD! 


Roto-Broil ‘400’ is, pure and simple, the finest rotisserie on the 
market. The proof is in the performance. Consumers tested this 
wonderful rotisserie in their own kitchens and they loved it. 


oul, cussTomce WW be looking for 











<a 
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_ fi 


7 ee 




































e@ THREE HEAT CONTROL e@ SLIDE-O-MATIC SPATTER SHIELD 
e@ INTERIOR CHROME COATING e TWO BARBECUE SPITS 

@ AUTOMATIC TIMER @ REMOVABLE GRILL TOP TRAY 
e FIVE BROILING LEVELS e BROIL RACK AND PAN 




















See the entire Roto-Broil Line: 
NATIONAL INDEPENDENT HOUSEWARES EXHIBIT 
Morrison Hotel, Chicago, Illinois 


Jan. 14-2] 16th Floor Booth 1604-1605 














— . rience ieee — | 





JAY BROILER COMPANY 


34-08 NORTHERN BLVD. L. I. €. (1), N.Y. Telephone: STiuweu 4-7790 
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PLEASE PRINT 


NEW SUBSCRIPTION ORDER 


Enter my new subscription for ELECTRICAL MERCHANDISING 
for 3 years for $4. I'll send money on receipt of your bill. 


NAME...... é Position... 


eet 
= 


Above rate for U. S. and U. S. possessions ONLY 
CANADA: $4 yeor % ears $8 yea 4 t 
LATIN AMERICA: $10 yes $ié 

OTHER COUNTRIE $ 


NOTICE TO PUBLISHER OF CHANGE OF ADDRESS 


PLEASE CHANGE THE ADDRESS FOR MY COPIES OF 
ELECTRICAL MERCHANDISING 





FIRST CLASS 
PERMIT No. 64 
(Sec. 34.9, P.L&R.) 
NEW YORK, N. Y. 


. ' C; 
No Postage Ste Necessary If Ma ed In The United States 


—_—s REPLY CARD 


4c.-POSTAGE WILL BE PAID BY— 
McGRAW-HILL PUBLISHING CO. 
ELECTRICAL MERCHANDISING 
330 WEST 42nd STREET 
NEW YORK 36, N. Y. 


| FIRST CLASS 

| PERMIT No. 64 
(Sec. 34.9, P.L.&R.| 
NEW YORK, N. Y 


aes REPLY CARD | 
No Postege Stamp Necessary If Mailed In The United States 


4c.-POSTAGE WILL BE PAID BY-— 
McGRAW-HILL PUBLISHING CO 
ELECTRICAL MERCHANDISING 


330 WEST 42nd STREET 
NEW YORK 36, N. Y. 





FIRST CLASS 
PERMIT No. 64 
Sec. 34.9, P.L&R.) 
EW YORK, N. Y. 


FIRST CLASS 

PERMIT No. 64 
(Sec. 34.9, P.L.&R 
NEW YORK, N. Y | 





. 


= 








OTE 


a 





Ready Housewares Exhibits 


About 550 exhibitors will occupy 880 booths 
during the annual Navy Pier show, January 15-22; two 
extra rooms to house overflow 


Prime beef, carved by a chef as vou 


vait, and menus varied daily will b 
the piece de resistance at the 1Sth 
National Housewares Exhibit, Januan 


15 to 22 at Chicago’s Navy Pier. 
This year permanent restaurant 
have taken the place of the catch-as 
itch-can feeding, and two restaurants, 
resplendent in gleaming stainless steel, 
mahogany and walnut, will permit th 


3,000 visitors expected to sit down 
like ladies and gentlemen to thei 
food. Booths will serve those who 
vant to grab a hot dog and a soft 
in] 
| t making the trip fe t 
first time, it should be known that 
Navy Pier is awash in the waves of 
Lake Michigan, two miles f tl 
| » and is reached by 15 minut 
huttle buses, Navy Pier street ca 
tdaXl 
About 550 exhibitors will c1 dt 
5 ) feet of exhibition 5) 
vo halls, filling 880 booths, and o 
lowing into the two halls generalh 
ed as a lounge by students of the 
University of Illinois. This new area, 
' A. W. Buddenb rg xecuth 
tar nnects the t] 
t th xtrem ist 
Door open at 9 a.m. d 
exception of Sunday, 
s Closed. Doors close at 5 p.m., 
it 12 the final day 
It will not be necessarv, th 


vinds 
| to an- 


to have to go into the ragin* 
when one goes from one h 
other. Passage is enclosed. 

lhe National Housewares Manufac 
turers Association will hold 
partv Tuesday, January 20, in the 
Palmer Hou i 


its show 


New Line, New Ad 


lcdders-Onigan introduced its new 


conditioners to dis 


ere eo : ; 
tings highlighted by the initial 


listributors attending thi 

ting placed orders for more than 

+4.400 units, representing a total re- 
t valu in XCESS of $14,50! 
ding to Edward M. Becker, 
anager of the northeast district. 

At the same time it wv 
ledders-Quigan’s advertising 
include a novel “talking” ad 


in this issue of ELEC 


ippea\&s 


MRICAL MERCHANDISING. Bi 
printe n an insert 

the first time in the h I 

f advertising that a talking advertis« 


} 


has appeared in printed media, 


nt 
Fedders’ officials said. 


+ 
I 





RUNNING ICE WATER fecture in new Deepfreeze refrigerator is explained to 
eu ae 


Cora bemar f the 


Hearst newspaper 


home 


economist Lysle Hutton 


Deepfreeze: Lots of Features 


The company unveils a refrigerator with running 
water and a freezer with an easily opened door; firm 


adds line of air conditioners 


| r distributo li 
Deepfreeze Appliance 


r Products ¢€ »., las 

$ ite ] Ss in mer 

é tes 

\\ 

ae 

] Cost red most 

\ cold water disp 
frigerator door latch 
vetting a drink witho 


wh) 
> Wil 


nd the pre the 


Division of Mo 
t month trotted 


asi 
ensecr near th 
ich permits 


ut opening the 
I 


A. “Boomp ] yn 
] 1 hi l 
\ ch 
S iditione 
it f Deepfreez nt 
l’eatures include yarate 
for fresh air intake and stale 
10Va wuxiliary heating el 


Partial List of Navy Pier Housewares Show Exhibitors” 


Aluminum Cooking Utensil Co., Inc. 
715-717-719 


Aluminum Goods Mfg. Co. . 156-158-160-162 


Aristocrat Clock Co 688 
Arvin Industries, Inc 473-475-477-479 
Asquith Associates, Inc 824 
Atlas Tool & Mfg. Co C-517 
Babcock & Preuss 411 
Berns Mfg. Corp 496-498 
Bersted Mfg. Co., 

Div. McGraw Electric Co 128-130 
Birmingham Stove & Range Co 832 
Bissell Carpet Sweeper Co 656-658 
Block & Co 309-311-313 
Borg-Erickson Corp. 245-247 
Brearley Co. 267-269 
Broil-Quik Co. 554-556 
Burgess Vibrocrafters, Inc 1011 
Burpee Can Sealer Co 616 
Camfield Mfg. Co 437-439 
Capitol Products Co., Inc 961 


Casco Products Corp. . .299-301-303-305-307 
Chicago Electric Div. of the Silex Co. 

145-147-149 
Clark Co., J. R 795-797-799 
Club Aluminum Products Co 


666-668-670-672 


Continental Scale Corp 225-227 
Cooper Thermometer Co 844 
* (ELECTRICAL MERCHANDISING has prepared 


these partial listings from information provided by 
the managements of the National Housewares 
Mfrs. Assn. and has made every effort to include 
oll names of interest to the appliance, electric 
housewares, radio and television industries, but 
takes no responsibility for errors or omissions.) 
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MERCHANDISING—JANUARY, 


Cory Corp. 624-632-634 
Davis Mfg. Co 865-867 
Dazey Corp. 756-758 
Detecto Scales, Inc 814-816-818 
Dominion Electric Corp 238-240-242 
Dorby Co. ... 255 
Dormeyer Corp. 291 -293-295-297 
Dulane, Inc. C460-C464 
Eastern Metal Products Co 1033-1035 


Ekco Products Co. .103-105-107-109-111-113 


Electric Steam Radiator Corp C-312 
Emerson Electric Mfg. Co 950-952 
Enterprise Mfg. Co. of Pa 350 
Everedy Co. 860-862 
Farber, Inc., S. W 729-731-733 
Fasco Industries, Inc 229-231 
Finders Mfg. Co 360-362 
Foley Mfg. Co 721-723 
Forman Family, Inc 764 
Fresh‘nd-Aire Co., Div. of Cory Corp 
624-632-634 
General Electric Co., Small Appliance 


Div. 720-722-724-726-728-730-732-734 
General Floorcraft, Inc C-326 
General Mills Home Appliances 

1050-1052-1054 
General Slicing Machine Co., Inc 828-830 
Geuder, Paeschke & Frey Co 392-394 
Gits Molding Corp 549 
Hamilton Beach Co., Div. Scovill Mfg 

Co. 157-159-161 
Hamilton Mfg. Corp 367-369-371-373-375 
Hollywood Kitchens Sales & Mfg. Co 951 
Hoover Co. 164-168 
Ingraham Co., E 1074 


1954 


International Appliance Corp 778-780 
Kalamazoo Vegetable Parchment Co 686 
Kamkap, Inc. 680 
Kisco Co., Inc 384 
Kitchen Aid Div., Hobart Mfg. Co 197-199 
Knapp-Monarch Co. 648-650-652-654 
Kord Mfg. Co., Inc 936-938 
La Belle Silver Co., Inc 407-409 
Landers, Frary & Clark. 207-209-211-213-215 
Lau Blower Co 524 
Lux Clock Mfg. Co., Inc 1058 
Manning-Bowman Div., McGraw 

Electric Co. 186-188-190-192-194 
Marlun Mfg. Co., Inc 837-839 
Mastercrafters Clock Co C-976 
Merit Enterprises C-536 
Metal Ware Corp 468-470 
Meyer & Sons, Inc., W. F 825 
Midwest Mower Corp 841 
National Presto Industries, Inc. 261-263-265 
Naxon Utilities Corp 377-379 
Nesco, Inc 673-675-677 
Nicro Steel Products Co., Div. of 

Cory Corp. 624-632-634 
Northern Electric Co 1000 
Nutone, Inc. 660-662-664 
Oster Mfg. Co., John 946-948 
Paragon Electric Co 840-842 
Peerless Mfg. Corp 393-395 
Plastray Corp. 954 
Proctor Electric Co 690-692-694 
Regal Ware, Inc 212-214 
Regina Corp. 428-430-432 
Revere Copper & Brass !nc, Rome Mfg 


Div. 


640-642-644-646 


Rival Mfg. Co 148-150-152-154 
Robbins & Myers, Inc., Fan Div 553-555 
Robeson Rochester Corp C-1032 
Rotiss-O-Mat Corp a» oat 


Seal Sac, Inc 185-187 
Sessions Clock Co 880-882 
Seth Thomas Clocks, Div. of General 

Time Corp — 
Silex Co 151-153-155 
Son-Chief Electrics, Inc 815-817 
Sperti Faraday Inc 249 
Steam Electric Mfg. Co C-540 
Stern-Brown, Inc. 700-702 


C828-C829-C832-C833 
C-836-C837-C842-C843 
Superior Electric Products Corp 273 
Sutton Corp., O. A 772-774-776 
Swing-A-Way Mfg. Co 181-183 
Telechron Dept., General Electric Co 


Sunbeam Corp 


801-803 

Textile Mills Co 256-258 
Toastmaster Products Div., McGraw 

Electric Co. . .186-188-190-192-194 

Toastswell Co 372 

Tricolator Co., Inc 381 


Tropic-Aire Inc., subsidiary of McGraw 
Electric Co 186-188-190-192-194 
United States Electric Mfg. Corp 289 
Victor Products Corp 933 
Waring Products Corp 427-429-431 
Welch Co., W. W C-1013 
West Bend Aluminum Co 665-669-671 
Westclox, Div. of General Time Corp. C-512 
Westinghouse Electric Corp 272-274-276 
278-280-282 
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CRITE 





4 


POWER-CHEF FRI-WELL 





BLENDER 





MIX-MAID eyer mixe BLENDER Mokes literally hundreds of re 





] T ny rinks ft Baby's i eve 

€ < f é dla turn at aut 
é 2 ‘ hips, shred | toa 

j ; é é Hi-Spe it. | 

Mot $34.95 j toa 





a turn! Perfect, 


POWER-CHEF | er-juicer-n Ker FRI-WELL Deep-fries t 


KE es all accessories too, for king soups, stews and casseroles 
tr xt t BP er ¢ € even small-batch baking. Automatic thermo 
kwa te pee lial selector stat means just-right results every time. Mono- 
Mix t beater release tube heating cooks quickly, thoroughly. Safe, 


Port x ea puaranteed. $46.50 neat Drain-Away Faucet. Guaranteed. $29.95 











MEAL-MAKER 


TOASTMAKER 


TOASTMAKER a; ra-wide wells 
even toasts rolls and muffin: pletely 
mer and the 
way you want 
lifferent shades of 


1d. $19.95 























BROIL-WELL 


COFFEE-WELL 


é rerK 


COFFEE-WELL & 


Darfact 





ORMEYER! 









“DORMEY” 





DEEP-FRY COOKER 


DEEP-FRY COOLER 


ceep ftryer 


feo 


EVERY HOME A PROSPECT 


for this fast-selling major appliance! 


A New Incinerator—Garbage and Rubbish Disposal 


GAS 









































Ne 
Ca 
fan 
gir 
bre 
ul 
tan 
AU 
ne 
VO! 
“BOOMS-A-DAISY” LATCH on door of freezer is tried out | Barnett FI 
Household” as Deepfreeze L. J. Sorer watct 
™ nts, thermostat trol ten 
| Se Good Year Ahead 
In the freezer field hich D Westinghouse appliance divi 
This newest of home freeze pioneered, trim | in Emerasheen letermined” to make 1954 a record 
a : ’ green, combining matching colors in caking year in sales of major appl 
gt conveniences opens both plastic and finish. § camel oe eg 
ee- a brand new market for acity has been boosted im chest ts predict 1 the rest 
; freezers, a 14 cu. ft hest lus! 
appliance dealers. his to hold 21 vemneag th , ERIS 
Prospects everywhere... preceding models of 1 me f manage ppl 
ready and waiting. , : reported w perce 
} ne he Mayo! nian 
One owner sells another. This : Ragechiretos ; 
efficient, most scientific of all ‘ - eo 2 , 4 are os ‘ he a , a 
gas fired waste disposal units R siaes ; a3 ; a a ities “es = ‘| NW ec 
“ hits a new high in customer ; hin se ont oa i sia eal ; 
satisfaction. Gnooke, - { = ae ae dustry’ ik a 
Handles ALL garbage and | | Duggan, \ president Sargent told a group of St. Lou 
: rubbish (except glass and general manager, L. J. Sorensen, ex tributors recent] Invent 
-— metal). No electricity—no ecutive vice president of Motor Prod ill levels have remained normal, wit) 
water—no complicated instal- ucts, the parent mpany, B. G 10 products backing up, and we ha 
is SP lations—no rotors, gears or Sanderson, — general les manager, mitinued to operate our manufactur 
—— anything to get out of order X. A. Gilrut dvertising manager ing facilities at full capacity,” Sargent 
: Me cm id John Fellman, manager of appli inted out 
or require repair service ’ , : . . wa | er 
s e sales and other Yon Westinghou yphi 
\ $100,000 consumer contest plant in Columbus, O., will 1 
Available for all types of gas eved to the support of the individual ypcration during 1954, producing an La 
dealer was announced, along with an dditional 4,000 major applian sa 
unprecedented billboard campaign day — 


5 reasons why CORONATOR is the outstanding buy: “s 


1. Access door cannot warp or jam to cause service difficulties. Dinner for Dormeyer 


Inner compartment is heat, rust and corrosion resistant 
3. 100°; safe—complete combustion within the cabinet 


1. Completely automatic. No dials to turn, no valves to 
manipulate 


5. A steel product, built by a steel company whose reputa- 


tion is known and respected throughout the world. 








FOR BIG, QUICK APPLIANCE PROFITS 


SELL CORONATOR! 


N 





. € . 
—— # * 


~ 
> 
ee 














Chere are a few choice territories available to Sy wi ~ 
distributors. Write, wire or phone for details — - ; r & 
ae md | ” - 

DORMEYER PRESIDENT James E. Archambault (right) and general p!ant manag 
EE Nick Maltz talk thing ver during a break in Dormeyer’s two-day national sale 1S 
THE COROAIRE HEATER CORPORATION be: meeting. It marked the first time the firm held its meeting prior to the wint Ww 

r - 4 —_ 4 - sq [a , . ~ 

4 Euclid Avenue e Cleve 1 ( Pt uNCE in ex r ve advertising progran Co 
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Ways to Make 
More Money in ’54 


ES, now Camfield offers you FIVE ways to 


make more money— FIVE year 


"f yund de- 


mand products that are the finest in the f 


e}¢ 


Newest is a smartly styled “Chrome-Stainless” automauc 
Camfield Coffee 








Maker and Server. Just the right size for 
== families of only two or three grownups, bachelors or career 
girls, this beautiful new chrome-stainless stee! Camfield 
_— brews as i¢ ast » aS Many as SIX Cups Of perrect coffee 
utor ' Together with the new 1954 model of the 
famo i en-cup “King Coffee Maker, new 
Aurtoma H r vV,itn GiIstinctive striped control panels, 
ew ¢ d Sleenmaster Electric Blankets and Ilank-ettes, 
your Camfeld program for 54 adds up to FIVE fine products, 
FIVE fine ways to make more money! Write us today! 
Camfield ‘‘Chrome-Stainless,” two-to-six-cup coffee maker with sleek, swan-like 
spout, graceful handle. Life-time stainless steel. Easy to keep clean, looking like new. 
Adjustable automatic Strength Selector, Ready Light, Keep-Hot action. An exclusive 
Camfield item to make sales for you. Retails at only $24.95, 
\S 





Large Families Need The Camfield “King” —the king-sized coffee 


maker that brews from four-to-ten-cups automatically. Has all the 

same famous Camfield features as the two-to-six-cup “Chrome- 

Stainless’ —Strength Selector, Ready Light and Keep-Hot action. 
on) é 


tonly $29.95. 


Sparkling mirror chrome finish on copper. Retails a 





New Camfield Sleepmaster Electric Blankets 
provide warmth without weight for the 
most restful sleep. Single or dual controls. 
Twin and double-bed sizes. Four deco- 
rator colors. Priced from $39.95, retail. 


New Camfield Sleepmaster Biank-ette — 
electric sheet that makes electric covers of 
regular blankets or quilts. Underwriters’ 
approved. Four Washable, 
forized, mercerized. From $31.95, retail 


colors. San- 





See Us At The 
CAMFIELD MANUFACTURING COMPANY, 
Grand Haven, Michigan 


s Dept. EM-14 
Housewares Show 








= : | © Please send me prices and catalog sheets on the 1954 Camfield line and 
Chicago - Navy Pier | e of nearest distributor 
Booths 437-439 | 
: : | NAME 
The only Automatic Toaster with complete controls at both ends ae eee 7 | 
; is this handsome Camfield! No need to reach around or over it to mail coupon for comple | ADDRESS 
a ' detail cluding price Pere 
winte work controls! Widest toast color range. Distinctive new striped ail cacalaw sheets ; @ 
control panels. Lifeti mirror chrome. Retails at only $23.95. the | 
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This year GE.gives you | 


SO HANG ON... . 

















[ eae i —" 














| G-E brings you the biggest room air conditioner advertising program ever! 


| 
| MAGAZINES... NEWSPAPERS... RADIO... TELEVISION... 





——_—— 






—————S 
ae { Lay Brie LI 


a HEAT WAVE/ 











| - HITS CITY ! 
| err = 
— an | 
— | 
| Week after week in LIFE! Gene: Big selling ads in c2ily newspapers High temperature commercials Joan Davis on TV! Fun-loving | 

Electric Room Air Cenditioner ad will do a bang-up job for you at the will reach your customers via the Joan is all set to do a powerful sell 

ver ’ ) ngie i doub local level to back up your personal radio. These commercials, created ing job for you on her famous TV 

page is, will run in LIFE befor newspaper-advertising program to “‘strike while the weather is hot,” show, “I Married Joan.” Many of 

xd during your peak s ig Se ! Newspaper mats will be available will be available in 30-second and your customers will this high 

They’: t build sales! n variou res! 1-minute lengzt!is' rank-nz TV prograin R! 
ene a — —— 




















PAGE 328 JANUARY, 1954—ELECTRICAL MERCHANDISING 











J more than anybody... 


AND GO PLACES WITH G.E.! 


UB\ 


\ 


\ ima 











4 
y 
- 
i 
| 
| 
SING 








—\i/ 








—— g cl 
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. x MORE PRO CTION! 


2. MORE PROMOTION 


(3 MORE PROFIT OPPORTUNITY ! 
: 


Get ready for the best selling season on room air conditioners 
you've ever had! This year G. E. blows the lid off with... 
Triple production! Yes, G. E.’s great, new room air conditioner 
plant at Erie, Pa. is scheduled to manufacture three times as 
many units as last year. There will be four great new models 
priced to sell! 

Record-breaking promotion! G-E Room Air Conditioners will 
be promoted heavily in magazines, newspapers, on radio and 
TV! 

More profit opportunity for you! According to a national sur- 
vey, more people prefer General Electric appliances than any 
other brand. Now G. E. gives you the best profit opportunity 
ever offered the room air conditioner dealer. Don’t wait, get 
that order in. Centact your G-E distributor now! General 
Electric Company, Appliance Park, Louisville, Ky. 


ROOM AIR 
CONDITIONERS 














Five new models available in 1954! For beauty of design, for quietness and effi 
ciency of operation, here’s the G-E that’s going to really pull customers in '54 
It’s available in one-half, three-quarter and one horsepower capacities to meet 
most room requ'rements. It’s crammed full of the features that customers s 


they want in a room air conditioner! And, it’s priced to sell! 
ee a . = 4 ia : 


i 





= 


aaresennee 


2 


Medeseder veers 





New one-third horsepower model at $229.95! This attractive air conditioning 


unit was designed especialiy for bedroom use. [t offers air conditioning at a price 
the majority of your customers can afford: yet it includes many of the features 
ot large r G-E Room Air €onditions r models He re’ i low cost |e ide r'to teature 
in l ] r advertising. 


This year sell G-E “Comfort-Cerditicned Air”! 


GENERAL @@ ELECTRIC 
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BIG NEWS 


TWIN-BRUSH ELECTRIC 


POLISHER - SCRUBBER 
RUG CLEANER 



























wil O8 4 8ifun 

Se * ved > 
* Guaranteed by % 
Good Housekeeping 
o 


40> \J 
45 apyranisto WES 





is a COMPLETE FLOOR 
and RUG CONDITIONER 


Notice how the word ‘‘Complete"’ will appeal to 
your customers. Because . . . it’s what they want 
— ONE COMPLETE APPLIANCE that takes care 
of all Floors and ali Floor Coverings, without 
any back-breaking drudgery. It's always easy 
to sell something that people want, and the 
Complete Shetiond is something that housewives 


have been wanting for years. Steel wools for heavy 
duty cleaning — 





SHETLAND has the Right Appli 
ance to sell. A Complete Floor 


and Rug Conditioner 







SHETLAND is Fair-Traded which 
means a Full Mork-up for you 






SHETLAND carries a Full Two 
Years 






Guarantee Waxes and Polishes — 


Longer Lasting — More 
Brilliant Shine 


Rug Cleaner is Self-ad- 
justing to all rugs — 






SHETLAND supplies Free Mer- 


chandiser to store 


{ attention 
‘oe SHETLAND is backed by a wide 
-N program of National and Local 


Aavert 





attract 
















9g 





SEE YOUR JOBBER OR WRITE US 
FOR FULL INFORMATION 








Scrub — all types of 


Counters 
floors — : 


Furniture, -etc 


THE SHETLAND COMPANY, INC., LYNN, MASS. 


MARKETING 





Business Barometer Steady 


A survey of consumer thinking about buying shows 
reason for optimism in the appliance business, but some 
darkening clouds on the sales horizon 


\ good many people believe now major purcha In this ficld, th 
od time to buv household 
yrOducts are not out of the 


price range of the av 


cl ipphiance rroup com s off much bett 
than the auto industri Lhe fgu 


show that 


nd that prices are likely to remain Some 36 percent think this is a 
table for several vear good time to bu houschold good 
Phese some of the conclusions mother 13 percent think it is a “good 
i survey completed late last year time in some wa bad time in 
vy the Un sity of Michigan’s Sut other Thirty-eight percent think 
, I rch Center. Similar survey it’s a bad time to buy. (Consilerably 
made in \Mid-1951, June, 1952, and — fewer feel it 1 t | 
t] nd of 1952, have proved un irs—29 percent 
habl ometers of con Good Prices. Wh th 
ict particular diversificatic nong 
th the result f th ncom< roups, lower in 1} 
h me of m’t think -the pri f hou 
the highlights of the recent stud ods in general 1 t of lin t 
\ tion of nsum they do think utom re t 
the { li pensir 
' bh 
nt i t nion ail { 
t ) it 3 I cn 
I] if t of ! In Vil th j 
nist IDO term ] non I n 
t nfident t the pre it rding the lon \ 
] t { ioth t he im tim t 
t the businessman n 
Still Well Off. The majonty of © tm outlo 
th aueried beher th vell ion in 1954 
t better off finan | r 
t the time of the last previous survey Univac for G-E 
26 percent better; +7 percent th 
ine; 24 percent rse, 3 percent General Electric has | da Um 
uncertain vac—electron Wculator which com 
Complaints that inflation has put putes with lightning-hke speed—for 
nv goods out of the reach of the use by the company’s major applian 
nstuner are much | frequent — division, Louisvill 
than two vea igo Univac will be uscd frequently in 
Of interest to th 1) nd ompilation t lc statisti l 
trv is consumer thinking on making — preparation of market f t 





FRIGIDAIRE sales per 


onnel get the pitch on the firm’s new 1954 dealer aids and 
promotional plans for air conditioning from E. C. Lewis, commercia prom 
tion manager seated left to right are: Ef f promotional tor ...% 
manager } conaitioning product WwW F Switzer moar 
r lif condit r nd B.C. V ¢ 
r rcon tionin [ nning 
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SING 


NEW = the Button 


from Steam to Dry 
IN 10 SECONDS! 






“ 
S” Guaranteed by >) 
Good moter 


sep AS 


Not only a new steam iron . a 





’ new high in ironing luxury. Just 
= 1) VX push button, and water empties 
\ \ o\< / @)\ hot, safely, easily, in less than “ct 
> ‘ <= 10 second d it’s ready f é 
A = 10 seconds .. . and it’s ready for = 
we the; ' ne 
— | \ use as dry iron. Only Steam- —— SD guano 8 
em Steam-O-Magic”’ Circle O-Matic offers this patented —— we Steam srearlinins 
— eee fas eneatie. ataede vite , ; n 
“Wise 4 eiShutins stein feature. Here’s push-button magic actos Wr eet eed 
with almost effortless ironing * LIGHT WEIGHT! and now vow, 18.95 
<o% that does more than other irons * Stainless Steel! ste ‘51 ae 
& = claim! Model DL505, $21.95 * Fully Guaranteed! : 
Lt NX » Without pushbutton, Model R500B $19.95 
ps ] ad. "| ) 
= > 
€ wate No d Ste 
€ “ b c 
store 








FRY-0-MAT 


Feil NER COOKER we 


-- nae Oo 









AUTOMATIC 


with SIGNAL 
LIGHT 
I ~ 


A dream come true in good 
looks and good cooking. 
Packed with features your 
customers want most. Seam- 
less chrome body. Fry-O-Mat 
prevents transfer of flavors 
Big 5-pint capacity. Extra 
large drip proof spigot. 


Model No. W 3000 $29.95 


O ee ee 
. rath os ee > aa ee en ee Cs 
rills * Brotls * Fries * Toasts 


COMPLETELY <I 











Rival Manufacturing Co. 
2201 McGee Trafficway 
Kansas City 8, Missouri 


want to know more about these 5 wonder# new Rival electricc 
Rival’s great merchandising pla 


| 
A masterpiece of gleaming beauty and exciting new | 
features! Penetrating infra-red heat. Holds large fowl | 
or 10-lb. roast. Two heats. No unplugging. Separate | 
Motor Switch. Includes spit, “Whirl-A-Gig” skewer, tray, | 
bacon rack, Han-D-Rak. | 
| 
| 
| 
| 


Model No. 1621 $59.95 ee 
BROIL-O-MAT Infra-Red Broiler, Model 1620 $39.95 FIRM 
ADDRESS 
SEE THESE GREAT NEW NATIONALLY ail , 


ADVERTISED PRODUCTS 
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DID YOU 
KNOW... 


.. that SON-CHIEF 


manufactures better than ONE OUT OF 





EVERY TEN automatic toasters made in the 


United States? 


... that SON-CHIEF 


has a return ratio on automatic toasters that’s 
FANTASTICALLY LOW? .. 


’ 
the industry average! 


. much below 


...that SON-CHIEF 


in 1954 expects to make its strong position in 
the field STILL STRONGER? EXCITING 
PRODUCT NEWS will be 
Chicago Housewares Show Jan. 14-21? Don't 


SON-CHIEF at Booths 815-817. 


released at the 


. ~ ' 
miss it. See 


SON-CHIEF Appliances and Traffic Items are TOP VALUE 
... MADE RIGHT... PRICED to sell FAST. If you are 
looking for GOOD MARKUP and BIG VOLUME, SON- 
CHIEF’S the LINE TO PUSH! 


Backed by 40 years 
of manufacturing 
‘““Know-How’’ 


a 


SON -CHIEF Electrics, INC. winsteo, conn. 
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Promotional Eye-openers like This... . 


| pRUNO-RAYTHEON 









Now It's Free Cars! 


Bruno’s of Chicago startles the promotional world 
with an offer that marks the marriage of two tough 
items—high end television and used cars 


Promotion-hardened Chicagoans, a 


Hard ‘lo Believe. Masternuinded by 


ustomed to the bizarre antics of the William Kaufman, Bruno’s manager, 
Mad Man Muntz’s and the Sol Polks, nd James Flora, Chicago district 
thought they had seen everything manager for the Raytheon distribu- 
But when they opened their news tor, the deal caused considerable com- 
papers and turned on their TV sets ment both in and out of the trade. 
one day last month, their eyes bulged Lhe TV station at first refused to run 
lantastic—but ‘True! was the the ad When it did appear, the 
wheadlin Bruno’s Appliance and Bettcr Business Bureau checked on 
Furniture Center’s offer of a free post t. finally gave it a clean bill of health 
r car with each of the first 300 New spapers were slow to accept the ad, 
purchases of a 2]-inch Raytheon TV ut finally ran it 
t Phe asking price was $550 for ( ottered in the d 
eported| lued 
Phis is a stunt more than anything 1d $300 each. Thev wer placed 
to 1mmprove consumer recognition n a used car lot about one blo 
nd trade acceptance of Raytheon in — from the dealer’s store, freshly polished 
ur town,” said the Chicago Raytheon nd ready to be driven off the lot 
tributor. He added that the ide vhen the purchas mmated. 
for it was a kind of “spontaneous com he two Ravtheon set red pr 
bustion usly listed at $595 5, but 
Bruno opened the sale early in ntly were redt to S474. for 
December over a local TV outlet. The both modcl Mechan the deal 
ffer of a car with a TV sct was re vere not revealed, but tl tributor 
veated the following Friday with an laimed thev worked on a 37! percent 
d in a Chicago afternoon newspaper liscount on an $S00 p 
\ further follow-up came the follow Bruno’s was shopped bv dealers, 
ng Monday, with a combination of both TV and uscd car. to find out 
both TV commercials and ads in th« hat was goimg on Although sales 
Chicago papers. heures were not disclosed, both sects 
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e lot 
vated. 
| pr 
. but 
+ for 
deal 
ibutor 
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calers, 
d out 
sales 


h scts 


SING 





THE THIRTY-THREE 


Gilly. 











THE FIFTY DELUXE 


with the line that gives you most. 


RCA AIR CONDITIONERS 














| 


Re a a TT 





AVANUUANALATA 





Air conditioner customers know that modern units 
perform a useful year ’round function which is important 
to health, happiness and comfort. Hot, humid weather 
is no longer the only all important factor in the pur- 
chase of air conditioners. So, get your share of the early 
bird market. 


RCA is ready now with a complete line of air condition- 
ers to help you make real money. With smart new 
designs, more features, more models—and more for 
the customer’s air conditioning dollar—you can stake 
your claim to greater sales and profits with RCA 
Air Conditioners . .. backed by powerful advertising. 


Glance over these features—just a few of the many to be 
found in RCA Air Conditioners. You'll recognize them 
immediately as sound, practical order builders. 


ee 





Climate Tuner 
Permanent Aluminum Filters 


Powerful, hermetically sealed “Heart of Cold” 
compressor 


Hush-a-bye Fans 

Thermostatic control on most units 

Panel lights for easy night visibility on deluxe models 
Units available for heating and ccoling 

Adjustable grilles 


Beautiful color combinction of Pacific Pearl and 
Alpine Grey 


Optional instai!ation and maintenance by 
RCA Service Company 


See your RCA Air Conditioner Distributor—Now! 


RCA AIR CONDITIONERS 


RCA VICTOR DIVISION 


RADIO CORPORATION OF AMERICA 
Camden, N. J. 


~ 


Avy 
ar, og 


IN CANADA, RCA VICTOR COMPANY, LTD., MONTREAL 
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THIS ELECTRIC SPACE HEATER 
is Making News! 





The Vectaire 


with the lifetime guarantee is news! 


convection 


iary 


Because it has a new heating principle — jet 
Because jt is thermostatically controlled 

Because it has a LIFETIME guarantee — no moving parts 
Because it moves 5 times more air than any similar elec 
' heater 

Because it can serve as either a prime heater or auxil 
heater 


Because it 


has higher efficiency - 


an any other electric 


lower heating 


heater 


Because it is absolutely 


safe and silent 


Here’s what the VECTAIRE will heat 


Typical Area 
which can 
be heated 


Temperature Typical Area Temperature 
Without which can Without 
Vectaire be heated Vectaire 

, 30 x 35 ft 4 F 
, ft F 

F x > £ 

F » 2 F 


Get information on the NEW VECTAIRE 


FEDERAL PRODUCTS DIVISION, Federal Malleable Company 


807 $ 





72nd Street, 


Milwaukee, Wisconsin 


ADDRESS 


cost 


12 x 2¢ 
2 2 


Vv 


ECTAI 


Everyone who 
the features it offers 
ble 


20 ft 


t 
O ft 


ft 


10 point plan to help you sell. 


RE 


automatically 


We have sold more Vectaires this year than any 
electric 


These 
venturi tube principle 


rate of 135 ft 


The resultant pro 


nomical 





the outer case remains cool. Thermostatic controls 


hold each room at desired temperature 
Electrical Merchandising 


sther 


heater we handle 


A Chicago Wholesaler 


heaters do not contain a fan; by use of a 


they create air movement at the 
per minute, yet have no moving parts 


Hardware and Houseware; 


duct is more efficient and more eco 


Maximum electrical energy is converted into 


heat since none of it is running any other equipment 


Absence of moving parts also means that there.is 
nothing to wear out insuring lifetime, trouble-free 
operation Contractors’ Electrical Equipment 
First convection electric heater that moves a signifi- 
cant volume of air without using a fan or blower 
utilizes the Venturi tube principle by which expansion 
of heated air constricted orifice 


through a creates a 


velocity that picks up about 40% more air 


Electrical World 


nvestigates this new Vectaire is amazed at 


Many that were never believed possi- 


in an electric heater 


Here is a real sales clincher 


And look at the Market 














tte Applications — 
@ Bose @ Nursery 
Roor @ Shops Py 
@ Spare Rooms ®@ Office o 
. 
e e 
@ Workmen's 
Shacks 


® Construction 


O Field Offices 


ELECTRIC 
HEATERS 


FEDERAL PRODUCTS DIVISION, Federc!l Malleable Company 
807 S. 72nd Street, Milwaukee, Wisconsin 
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and cars were moving off the lots. 
One customer drove in from Gary, 
Ind., his pajamas, rushed into the 
store, and shouted: “Are there any 
left? 

“What's the Gimmick?” There 


were indications that many Chicago- 
ans looked askance at the deal. Bruno 


had to convince them that the deal 


was straight, that he really was “giv- 
ing Cars away.” 

When asked what other dealers 
thought of the promotion, the Ray- 
theon distributor said: “They want 
to buy And Raytheon already had 
ome ideas in the works for other 


dealers, but didn’t talk about it pub- 


lich “Raytheon is willing to sell,” 
iid a distributor spokesman. “It’s 
the beginning of things to come.” 

Many onlookers regarded the pro 
motion as the marriage of two tough 
markets—the high end TV and the 
used car industry. But a big question 
remained: were the customers buving 
tclevision or used cars 


Ad Budget Upped 


Norge’s 1954 advertising 
yvercent larger than t 


David H 


plans are 
thos Soe 1953. 


Kutner, di 


I ording to 


tor of advertising and publicity 

Ihe increase is required for ade 
quate support of planned promotion: 
for cach of the firm’s lines, Kutner 
ud. Refrigerators and freezers, gas 
nd electric ranges, and spring and 
fall I ant Maids (washer-drver com 


planned 
greatest possible 
will concentrate on 
established Garrv Moore 
I'V show and has scheduled color 
spreads in leading consumer publica- 
tions. In addition, Norge will adver 
magazines dealing with specific 
wudiences and trade journals 


binations tcc agen 
Shooting for 
ulation, Norge 
its already 


Cir 


tise in 


Increases Planned 


Sharp increases production, pro- 
motion and advertising of electric fans 
ire planned in 1954 by Signal Elec- 
tric Mfg. Co. Company officials said 
that 1953 sales of Signal portable and 
vent fans were double those in 1952 
The firm’s new line will be shown 
during the Housewares Market week 
in Chicago. The firm will show its 
it the Conrad Hilton 


linc 


Film Promotions 


\ series of 15-minute musical films 
re being produced by Broil-King to 
dvertise the firm’s products on tele 
vision next year 


The films, to be used locally in the 
larger cities, feature the ‘“‘Harmoni- 
Kings’, harmonica virtuosos. The first 


of the films is exp cted to be shown 
luring the first quarter of 1954 


lilms will be rotated from city to 
itv, with a different one shown each 
veck, according to Lou Bernard, sales 
nanager. ‘Thirteen such films are now 


being produced, and Broil-King ex- 

pects to expand this promotion in the 

future, he said 
Broil-King’s new 


ll b 


line of rotisseries 


featured on the films. 


MERCHANDISING 
































yts. 
Ty, 
the 
ny 
pe | 2 . 3 Upright Models 
ere Ae . A | 15, 20, 25 cu. ft. 
g0- i : | capacities 
ino 
leal 
viV- 
le rs 
ay ” 
int 
had 
her 
i,” 
t’s 
ro 
igh 
the inal 
‘ion 
ing 
are 
d 
id 
on 
trie 
i 
and 3 Chest Models 
om 15, 19, 24 cv. ft. 
capacities 
ci 
on 
DOT 
lic 
lver 
ific 
WILSON WIFE-SAVER HOME FREEZERS 
ro . e 
I ‘America’s most beautiful, most saleable freezers” 
tans 7 
lec What do customers want in a Freezer? Take a look at the Wilson line for °54 and 
y “ see. Designed from the customer’s viewpoint, Wilson ‘‘Wife-Savers’’ have 
ind k 
57 every feature a freezer should have...everything to make sales easy 
own including a modest price. 
b 
veek 
4 WILSON FRANCHISES AVAILABLE 
A limited number of Wilson Franchises are available in selected 
localities. They offer responsible distributors (and their dealers) an 
unusually fine opportunity ...a protected territory for top quality 
merchandise that sells at a worthwhile markup—with no tag-along 
products. For complete details, write, wire, phone, or use the coupon. 
ilms 
g el ° 
tele 
REFRIGERATION, INC. 
th (DIVISION TYLER REFRIGERATION CORP.) 
10ni- SMYRNA, DELAWARE 
first 
wn Pe ene | pan ee ee ened ea ra CS ee ee a et tee ae f 
: | WILSON REFRIGERATION, INC., 102 Glenwood Ave., Smyrna, Del | 
| ; ; | 
to Please send me details on Wilson Home Freezers and Availabilities. 1am interested i: 
each | [] Dealer Franchise (] Distributor Franchis 
sale | ns ' 
now | - ~— 
ex | ( u ae ee a | 
1 the 
| | Ade setssaiag —_ aa one = 
CT1ecs | Ci - 7 7 
| ! 
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HI-LO 


for UHF and VHF 








For Channels 2-13 


tt tthe RESP 


HI-LO 












Coophee 


of TV 


The one and only origi- 
nal Spiral-Tenna which 
assures the finest recep- 












R) tion possible. Nothing 
had , af to adjust high sig- 
neal Y/~yurv* nal gain designed 
Antennas LA A : | to blend with all fur- 


niture 





°@95 


For Channels 2-83 


: A ff 
epee $ E fe wlpaetas Li fief OLS 
Here is the antenna for 
HI-LO every television set 
owner desiring clearer 
T pictures the ONE 
ee ® | a ANT ontenna for UHF and 
\ j - ims 
\ omal~ VV Y Ue VHF . 
\VL Wu - Gleaming gold spiral 


bokelite base; aluminum 
bors the best re- 


ception $ 95 


A. 


' MODEL 202UV 
















For Channels 14-83 
| : nN 
SSS a : - 2 = = == 











The indoor television an- 
tenna thot every UHF 
area needs and wants 
Low priced to sell with 
high quolity. May be 
easily adjusted for lo- 
cal area 


_—- 


HI-LO 


. UHF ANTENNA 
MODEL 303 


area 















ps sp itty 
» PEP ae > 
a 


: HI-LO mopvi202 © 


For +3 









SOLD 












| Chonnels 2-83 OUTDOOR ANTENNA J through 
d pes RAL Wy 7 recognized 
| distributors 
a 2 i ONLY! 
VHF. Eosily LE. ky 








, 
a 
f. nstolled window 
a 


attic provides 


‘go? is? price 
possible 


MODEL 101 outdoor For Channels 2-13 


earest 
picture 


7 ~F 
weer 


ie: . 
a : < 


Ty ANTENNA CORP. 


40 WN. Ravenswood ° fa ttt, ee WMinois 
35 


Hilo: 
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Dealer Failures Higher 


Dun & Bradstreet’s figures show that more than 
one in a hundred appliance dealers failed in 1953 for 
a record high rate since Depression days 


More appliance-radio-T'\ 
uc believed to 
than any 


lotal liabilities left by dealer fail 
ures amounted to $13,590,000 as of 
the end of the first eleven months of 


dealers 
have failed during 1953 
vear since the Depression 


ind they went out of business to the 1953. The previous high total for any 
tune of a record-breaking $13,000,000- year since 1934 was $5,486,000, for 


the entire year of 1952 

Higher than General. Applianc: 
dealer failures were almost treble th« 
average failure rate for all businesse 
during 1953, according to Dun & 


plus in debts, according to Dun & 
Bradstreet, New York financial agency. 

lhe Wall Street firm’s figures show 
that failure percentage was 104 per 
10,000 appliance dealers—better than 


one in a hundred. It is the highest Bradstreet. The 104 figure for 10,000 

failure rate among the 24 selected dealers compares to 32 failures pet 

retail lines listed in the November 10,000 of all types of businesses. In 

issue of DUN & BRADSTREET 1952, the all-business figure was 29; 

SERVICE, monthly periodical. in 1951 it was 31; and in 1940 it was 
On the basis of figures as of the 63. 


first of November, 1953, Dun & 
Bradstreet said it could be expected 
that about 315 dealers failed during 
the entire year. Dun & Bradstreet be- 
lieves it carries the names of 95 per- 
cent of the dealers in the United 
States on its books. 

Bleak Record. The 10+ failures for 
every 10,000 appliance-radio-T'V deal 
ers compares with 70 per 10,000 in 
1952: 68 per 10,000 in 1951; and 73 
per 10,000 in 1940. During 1952, a 
total of 210 dealers failed, while 202 
failed in 1951. 

In figuring dealer failures, Dun & 
Bradstreet counts only those who go 
out of business leaving trade bills, 
notes payable, all obligations whether 
in secured form or not known to be 
held by banks, officers, affliated com 
panies, supplying companies, or the 
government. They do not include 
long term, publicly held obligations, 

nd off-setting assets 


However, while the appliance dealer 
failure was high for the last year, it 
was not alarmingly above the general 
failure rate for all businesses during 
the first half of the century. Dun & 
Bradstreet listed this figure as 76 
failures per 10,000 businesse: 


Revised Manual 


A new, revised edition of the Man- 
ual of Water Supply and Equipment 
has been published by the National 
Association of Domestic and Farm 
Pump Manufacturers. 

The manual contains information 
pertaining to water sources, wells and 
electric water systems. 

Recent technical improvements and 
new methods of pumping water from 
the earth made necessary a revision of 
the 1946 manual, according to a 
foreword in the new edition 


Key to Viking 





DEAL WHICH MADE Viking Air Conditioning Corp. a part of National Radiator 


Co. is consummated when Marion |. Levy, founder of Viking, presents key to 
T. B. Focke, president of National. As a result of the recently-announced purchase 
Levy becomes a vice president of National Radiator in charge of Viking division 
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It’s the first of its kind! It’s the product 
which millions of people in homes and 
apartments with casement type win- 
dows have needed to enjoy the health 
and comfort benefits of room air con- 
ditioning. It's the Room Air Condi- 
tioner you need to spearhead the most 
profitable selling season you have ever 
known! 

Here is a Room Air Conditioner of 
genuine Chrysler Airtemp quality 
throughout—designed for quick, easy 
installation in casement windows. Unit 


CHRYSLER 


Dirdegs 


OF ADDITIONAL 





s millions 


PROSPECTS NOW CREATED 


FOR ROOM AIR. CONDITIONING... 








announcing | 


THE REVOLUTIONARY NEW CHRYSLER AIRTEMP 
ROOM AIR CONDITIONER FOR 


casement 


is mounted entirely from inside—the 
same way a screen is installed. Nothing 
projects outside window frame to inter- 
fere with opening, closing or locking 
of window. And this new casement type 
unit, just like all of the other Chrysler 
Airtemp models, gives you the selling 
advantage of advanced engineering 
features which mean more to the pros- 
pect—in terms of efficient, dependable, 
economical air conditioning. 

Now, more than ever before, it will 
pay you to become a Chrysler Airtemp 


AIRTEMP 


AIR CONDITIONING for HOMES, BUSINESS, INDUSTRY 


Airtemp Division, Chrysler Corporation, Dayton 1, Ohio 
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Dealer. Send coupon today for complete 
details of the greatest money-making 
opportunity in the history of room air 
conditioning! 
(Fe ee ee ee ee ee ee ae ee ee oe inn vin Siiallivainaiaa nin nian 
| Airtemp Division, Chrysler Corporation EM-1-56 
| P.O. Box 1037, Dayton 1, Ohio 
| Yes, we’re interested in the most profitable dealer's deal in Room 
1 air Conditioning—send complete details. 
| Nome a 
| Address amended - ———— _— 
! 
' 
| City Zone State 
' 
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BOB CROSBY TO SELL CALGON ON “S.°.°*".... 


ptance Coip. to provide retailers 
vith adequate floor plan inventories at 
minimum investment. Norge dis- 


tributors offer BWAC financing to 
= = Norge dealers in areas where other 
. financing services are not equipped to 


iandle dealer credit. 
BW AC is a wholly-owned subsidiary 
f the Borg-Warner Corp L. & 


ss 
Porter, administrative vice president 
see Starting February 10 1 Borg-Warner, has been named 
} president of BWAC. J. T. Brown is 
president and general manager. 


‘Banks traditionally ha been re- 


lnctant to offer this type of financing,” 


PLUS a big Calgon sampling program — 










ie Brown said. “This is not necessarily 

° ° ee because anv greater risks are involved, 

PLUS national magazine advertising but because appliance financing is a 
specialized service which many banks 


ire not equipped to give.” 

Rates and terms are consistent with 
those offered by independent finance 
companies currently engaged in this 
tvpe of finance operation, Norge ofh- 


i Is S uid 


How Bia Was 1953? 


Despite some predictions of a read- 


PLUS point-of-sale! 


On February 10, Calgon 
launches its big Spring cam- 
paign on the coast-to-coast 
Bob Crosby Show over the CBS 


Television Network. Every justment or even a recession in 1953, 
Wednesday at 3:30 P.M., the vear came through as the s¢ ond 
best in the industrvy’s histor Appli- 


E.S.T., Bob Crosby will be 
selling Calgon over all these 


ance and radio-TV sales jumped 18.4 
percent for a retail dollar volume of 
$7.301.939.750—within $79-million of 


stations: the all-time record set in 1950 
Appliance sales (not counting such 
tems as lamp bulbs and tubes, kitchen | 
Atlanta WAGA-TV ibinets, sinks, etc.) jumped 20.2 per- | 
Baltimore WMAR-TV nt for 2 total of $5.031.215.900—a 
Birmingham WAFM-TV new record. Radio-TV sales gained 





Boston WNAC-TV —_— 14.7 percent for a total of $2,270,723.,- 






































Buffalo’ WBEN S$50—well above both 1951 and 1952 
Charlotte WBTV { but nearly $300-million short of the 
Chicago WBBM-TV R NOW! 1950 record. 
Cnc WMO TY  eanste wan | 
: . New York WCBS-TV C | H 
— ONS TY Norfolk WTAR-TV | BE SET TO CASH IN | Ge Tres 
Dallas KRLD-TV Oklahoma City KWTV ; 
Dayton WHIO-TV Sienntnes KMTV | BIG ON THE BIGGEST a hat _. of nt ail J a 
Denver KLZ-TV Philadelphia* © WCAU-TV _ system wil the dream house of the 
Detroit * WJBK-TV Phoenix KPHO-TV PROMOTION IN Hy future have? 
Galveston- Pittsburgh WENS Residential air conditioning will be- 
Houston KGUL-TV Portland (Ore.) KOIN-TV CALGON HISTORY! J | come as commonplace as automatic 
Greensboro WFMY-TV Providence” WPRO-TV - heating today, and will be controlled 
Hutchinson- Rochester WHEC-TV S, electronically, according to John E. 
Wichita* KTVH Rock Island wert Haines, president of Minneapolis- 
Jacksonville WMBR-TV a —— gpl © Woe O Honevwell Regulator Co. 
Kalamazoo- Sale of central cooling svstems in 
Grand Rapids WKZO-TV ae nO ay ” x homes should rise to more than half a 
Kansas City KMBC-TV Syracuse WHEN \ es CL | million units by 1963, he said. 
Los Angeles KNXT Tacoma-Seattle KTNT-TV m WAY Dr. Charles B. Jolliffe, vice presi- 
Louisville WHAS-TV  Tulsa* KOTV > C dent and technical director of RCA, 
Minneapolis WCCO-TV_ = Washington WTOP-TV 6, a said electronic air conditioners with no 
*Station clearance expected by February, but not yet confirmed. WN moving parts are technically feasible 
ind mav be commonplace in homes 
CALGON, INC. Hagan Building, Pittsburgh, Pa. , ~“ L of the future. 


STOCK UP... DISPLAY... ADVERTISE Nesco Buys Dulane 


Nesco, Inc., has announced put 
-_ chase of Dulane, Inc., makers of Fry 


S rvte housewares. 
be 


“Dulane sales representatives will be 


= J ife integrated with the Nesco sales forc« 

se ¢ at with no changes in personnel contem 

; x plated,” said H. H. Martens, general 
¥ sales manager of Nesco. 

Pe tl 


‘ . a ( He said Dulane’s sales promotiot 
Gf SS Sn ictivities would be transferred fron 

um River Grove, TIll., to Milwaukee 
Nesco’s headquarters. 
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We dont put this 











Ay 




















For instance, we don’t put the Zenith Crest on 
white goods of any description. 


Not that there’s anything wrong with white 
goods. It’s just that we consider them the other 
fellow’s business. 


It is our firm conviction that you get good 
by sticking everlastingly at one thing. 


We've stuck to Radionics for 35 years. Not 
merely as parts-assemblers. But as inventors. 
As engineers. And, just to be sure the parts are 
made right, as foremen of our own production 
lines. 

Is there any real evidence that our devotion 
to Radionics exclusively, our insistence on 
quality control, pays off? We think so. 

Since 1949, our first full year of TV production, 
Zenith’s share of that market has increased more 
than 75% 


In 1953 alone, Zenith’s increase in TV volume 








over 1952 was 65%, as compared to the indus- 
try’s increase of 29%.* 
In 1953 Zenith’s increase in home radio volume 
over 1952 was 25% as compared to the indus- 
try’s increase of 10%.* 


It takes two things to hang up a record like that: 


First, it takes real product acceptance. Cor- 
rect us if we’re wrong, but it’s our belief that 
dealers would prefer to stick, in every depart- 
ment, with the products that earn their own 
way. And to remain in the happy position of 
being able to choose those that do. 


Second, it takes sound selling...and here 
our hat is off to every one of our Zenith dealers. 
Our thanks to them for making this record 
possible. In return, we promise Zenith dealers 
to stay with those policies that have made you 
and us a successful combination. In particular, 
you can be sure that Zenith will stick to making 
Radionics products exclusively. 


*Based on R.E.T.M. A. sales figures for the first 10 months of 1953 





ENITH 


the royaity of RADIO ... TELEVISION” 


Backed by 35 years of Leadership in Radionics Exclusively 
ALSO MAKERS OF FINE HEARING AIDS 
ZENITH RADIO CORPORATION « Chicago 39, Illinois 
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: ted here to 
libra Henry 





r gas 
Type © Thermostats het accurate 


e is your 


is unerring ©Y ly controlled in 


be precise 


eratures will 


temp 
that mer's oven: 


your custo 


T _ 
W henever you sell a range, you are promising your customer 
accurate performance. We want you to know how careful we 


are to support you in delivering that accurate performance. 


Ever since, 20 years ago, Wilcolator engineers first developed 
the liquid-expansion type oven thermostat now universally used, 
we have jealously guarded the reputation of our instruments by 
the most thorough succession of precision tests to be found in 
the industry —tests far exceeding the most severe service they 


will ever get in your customer’s kitchen. 


You'll have mighty few calls for service on Wilcolator- 


controlled ranges. We make sure of that before the thermostats 


ma\iteolator 


1001 NEWARK AVENUE, ELIZABETH, NEW JERSEY 


leave the factory. 





15,000,000 units ago Wilcolator first helped the cook out of the kitchen 
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Map for Distributors 


This Week magazine’s map of the 115 major 
areas served by distributors and 149 principal cities 
helps the housewares industry assess its markets 


\ opyrightcd map sh ving the |] yack din determined from in 
butor arces for housewares sale formation received from 598 members 
ctailers, representing a composit f the National Association of Fle 
tf territories served by 635 distribu Distributors in addition to 37 
tors, has been released by ‘THIS electrical hardware, jewelry and 
WEEK magazine rug distributor 
Ihe map was drawn up with the Ninety-three percent of electri 
um of enabling manufacturers and louseWware les through electrical, 
distributors to better assess present hardware velrv, and drug distribu 
marketing setups as pertaining to vari tor re accounted for in the 149 
s geographical areas cd it iecording ¢ THIS 
Cities starred on the map represent WEEK 
149 principal distributor cities as d \Mianufacturers and distributors ma‘ 
termined by THIS WEEK’s 195: btain a 30-by-40-inch copy of the 
Ilectric Housewares Index, an analvsi righted mep bv writing to the 
of distribution of 2S clectric hou Marketing and Plans Department of 


wares brands. 11S 
Ihe trading areas outlined in he New 


WEEK, 420 Lexington Ave 


Y 17, N. Y 


Cory’s Story 


Area & i? 


GO 


he ’ 3 Ig5 “5° ™” an f o% 


’ 





NATIONAL SALES meeting finds Cory president J. W. Alsdorf (standing) chatting 
with Frank Woolley, St. Louis; Joe Bowles, Detroit; and Joe Krieger at dinner 
table. Meeting was held week of December 7 in Chicag< 


” ¥ 
guy 








AIR CONDITIONING line gets attention of (left to right) H. Roehm, genera! sales 
manager of Cory; Les McCabe, Minneapolis; Art Nuot, Pacific Northwest; and 
N. H. Schlegel, vice president of sales and advertising 
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Sell ‘Em When It’s Cool 


Mitchell unveils the second phase of a program 
designed to encourage earlier movement of room air 
conditioners to dealers and the public 


Lh Mitchell Mfg. Co. will thi 
ionth Jaunch the second phase of an 
-pronged drive designed 
meet the seasonal selling problem 
conditioner field 

lirst phase of the 
ogra is its distributor-dealer pro 
ction (DDP) plan which is designed 

igainst hnan 


insure these group 
in sales b aust 


f unusually cool summer 


Chicago firm 


1 lo trom drop 
weather. 
Ihe plan Was dulNVve iled during a series 


f November and December meeting 


ith distribut nd dealers fron 
vast to coast 

be nd pha of the Mitchell pla 
i “Big | promotion on which 


month 
ill b given an Oppo 


tunit to purchase two Mitchell air 


dvertisimg Drcak next 


ndition 1 3, and a 4 hp. unit) at 
‘S f th hase th 
' f +] t 
n get und TV 
Psychological i ift. Che idea of th 
Nn promotion was born last 
Nit hell un overed r¢ 
f tt ort of al 
t t } < aitioner ( 
In N r of 1952 the c 
l | t | > n¢ vhi I 
it ) h t¢ Prov } 
fing D ! it into th 
( } di t rceature ! 
th petitive advantage it would 
ffi But t npat oon disco\ 
+ + 4 } f th, hie 4 
iv deal put 
n +] 4 
| l id Mar h Th re vasn ft 
) TI rted 1g p l 
t tivity but the units were get 
} r] D t +} 1 ever | 
r( rprising number wx 
Id becar the heat feature gave 
le gle ¢ spring-time install 
tion. When Mitchell « lose d the books 
n an extremely successful 1953 
mnditioning scason, president aoe 


Mitchell and vice-president Fugen 
l'racev agreed that the early identifi 
nm and the psychological lift p: 


f 5 I 
vided dealers was an important cl 


ment in the firm ’s success last veal 


1 





a 


THE PROMOTION: ad manager Howard 
Haas displays part of the promotional! 
material with which Mitchell hopes t 
build sales in the year ahead 


ELECTRICAL 


MERCHANDISING—JANUARY, 


[his year Mitchell has gone one 
lo further stimulate pre- 
ason interest and activity, they have 
provided dealeis with an early season 
promotion. Mitchell officials feel that 
all parties concerned will benefit from, 
the “Big Two” promotion, The con 
umer saves $100. ‘The dealer gets an 
xtra sale and will benefit later on 
from early identification with air con- 
Ihe distributor moves his 
uventory earlier and should get an 
early start on sales. Mitchell obviously 
tands to benefit from moving extra 
units before the season gets underway 
important, the firm feels 
important effect on lining 
Mitchell off 
applian 
except a dehumidifier), know that 
problem for a single-product firm 
ition tha pa ea it of 
lealer organization. The Big 
DDP) are the we ipon 
Mitchell executives think 


tep further 


Hay 
aqiuone’s. 


But more 
have all 
ip top not h deale 
ils, wh have no other 





deal profitabl I 
tail ind th manufac ind dis 
butor will participate in bearing th 
} + 
LU price Cu 
Insurance Plan. The Mitchel 
DDP plan has been widely publicizec 
in answer to the headaches of ade 


te inventories in a seasonal market 
vice-president Fugene 
re than that. The 
ible to a non 
t as well. Savs Tra 
stimating demand 
es dealers to keep inventories at 
minimum. If their stocks are toc 
w to meet the demand, the dealer. 
manufacturer 


Ta vy sees if as me 


thre onsumet nd th 
ll suffe 

Basically t] lan just this 
Mitchell sets aside $3 for each unit 
hipped to distributors and dealers be 
tween November 1, 1953 and August 
31, 1954 If 100,000 units are 
hipped this produces a reserve of 
$300,000. This fund is then distrib 

+) 


Win 


ed on th basis of units s 


listributor-dealer stocks as of Septem 
Cr “9 1954. If 5000 units are on 


unit share of the $300 
000 reserve would be $60. The dealer 
in use this S60 per unit refund as 
in reduce prices by 
still make a profit 
He can even. if necessary, sell at S6I 
below cost, and still not lose money 
The possibilities this holds for the 
ur conditioner manufacturer and 
Manufacturers in 


. . 
ie sees fit. He 


that amount and 


tailer are obvious 
this field hay traditionally been 
plagued with the problem of esti 
mating in advance the number of units 
thev can sell. dealers hesitate to 
place orders in advance for fear thev 
mav run into a poor selling season and 
be stuck with carrv-over in 
ventory 


1 heavy 


1954 





THE PRODUCT: President Bernard A. Mitchell, right, and vice-president Eugen 


Tracey pose with one of the room air conditioners with which Mitchell hopes t 


jo 25 percent of the industry's total in 


1 > reserve allowance On CVCry 
omes out of Mitchell's pocket: 


dealer and distributor margins have 


t been reduced. Mitchell expect 
tl ic reased Vv lume which should rec 
it from the plan to pav for tl 


‘t of the operation 

Merchandising Push. | h« 
lan and the Big ‘Iwo promotion are 
nly two phases of Mitchell verall 


ierchandising plans for its 1954 au 
nditioner lines. At the distribute 

necting lat last id\ ert ig 
hag Howard Haa dist ribut 
mple pieces of an extensive as ik 
nt of sales literature, displavs and 
rchandising aids. The material i 
elf was impressive in its variety but 

behind the scenes there were tw 


nique aspects of this merchandising 
yperation. Every piece of literature 
I and every display was 
rinted and ready for distribution in 
November (five to six months ahead 

f the peak air conditioner season 

Even more unusual is Haas’ a 
proach to the problem of selecting tl 
tvpe of material Mitchell will provi ws 
Each season the Mitchell ad manag 
pends more than a month in visit. 
asking them what type of 
material they need and what their re 
ictions are to material already avail 
ible. Much of this dealer comment 
is taken down on a portable recorder 
bv Haas and forms the basis for Haas’ 
selection of sales promotion material 
to be furnished dealers the following 
wee 

Shooting High. Mitchell officials 
laim that thev were the leading pro- 
ducer of room air conditioners last 
ear. Their target for 1954 is no less 
imbitious: company officials want to 
do 25 percent of the industry total 
which they think will approach the 

5 million mark). But perhaps mor¢ 
important in the long run is the com 
determination to, as Mitchell 
puts it, “solidify its firm position in 
the industry That means building 
ind keeping an effective, well-satisfied 
dealer organization while maintaining 

share of the industrv total. 

To do that, savs Mitchell, the firm 
is manufacturing a complete line of 
room air conditioners (six models 
from 4 to 1% hp. and including a 


1) 
} 


C 


ng dealers, 


pany § 


1954 


doubled its national ad- 
rtising buc lect and } provided the 
tensive promotional 
ribed above. 
An additional, if somewhat intan- 
gible, asset on Mitchell's side is its ex- 


material de 


perience in the room air conditioner 
held. This wil! be the | ninth 

on in the business, having entered 
the field in 1946 as one of four brands 


n the market. ‘Today there are over 
brands made by some 20 odd man 
facturers. Mitchell Mfg. Co. was or 
ized in Mav, 1931, bv Bernard A 


Mitchell, who has headed the firm 
ver since. The privately owned con 


pany concentrated on production « 
lamps, for its first dozen vears, turn- 
out the first fluorescent fixture 
138. Since the war the firm has di 
mewhat. 
i] and in- 
strial fixtures. has added radio and 


te] , 1 ig Adelith 
elevision, a high fidelity 


sified its product ling 
It still produces commer 


sound divi- 
on and the room air conditioner di- 
sion (which also manufactures d 


humidifiers 


Science of Freezers 


The job of recommending what 
should bur 
been — to an exact science, ac 
rding Amana Refrigeration, Inc.., 
freezer manufacturer. 
Amana has developed the 


Family 


freezer a consumer 


Amana 


Freezer Requirement Evalua 


tor. The Evaluator decides the stvle 
ind freezer the customer needs on th 


basis of 17 kev questions the salesman 
isks the prospect. 

Recommendations of the Evaluator 
ire based on results of a nationwide 


survey on how : reezer owners use their 


freezers. The replies were correlated 
with the size Tense thev owned and 
the size they thought they requi d 


sav Amana officials 
at with the aid of the Evalu 
tor, the dealer salesman can quickh 
survey the prospect familv’s 
habits and requirements, then relate 
this eating pattern to the freezer use 
pattern of an experienced freeze 
owner,” savs W.. J. Dickinson 
Amana’s sales training director 


eating 
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AVAILABLE IN 
1/2-3/4 & 1 HP 
MODELS _ 


BEAUTIFUL PROFITS FOR YOU! 
DEERING cles it AGAIN! 


Now — America’s first air conditioner exclusively de- 
signed and patented for casement windows, is America’s 
most beautiful air conditioner! Custom-designed to fit 
casement windows in today’s fine homes and apartments, 
Deering now adds the perfect grace note of decorator- 
styled cabinets in swan gray and gold. No matter what 
you now carry, this fast-moving profit-maker can com- 


plete your line. 


Easily installed, too, without damage to window frame. 
Just slide in, hook in, plug in! Pushbutton controls and 
quiet operation insure round-the-clock comfort. During 
the 1953 heat wave, when others failed, Deering per- 
formed — even in temperatures above 110 degrees. Mail 
this coupon today! Learn how Deering can deliver more 


sales and greater profits for you in 1954! 


@ 


excLus Ive THE ONLY CASEMENT 


WINDOW AIR CONDITIONERS: 


Fits any window opening as small as 
10%" high and 141/,” wide 
Fu 


w frames. muntin inn é sl! line of sizes for casement window 
ntact > cutting, filing, sow nstallations, 2, 3/44 and 1 HP 
odificat f ement win Does not block out light from full sec 


w structure tion of casement window 


f | fans n both eva at 8 Permits lowering of shade or blinds 
4 condenser (high and low sides) over window from top of window to 
five a | n assuring h top of air conditioner 
ossible efficiency 9. As easily installed in coventional 
4. Patent applied for apparatus between windows 
jenser fan scrol and end conden- 1 Lowest saturation point and highest 
se oils for positive moisture evapo potential of any window type air con- 


tion under all conditions. ditioner built today 

















THE DEERING AIR CONDITIONING COMPANY 


1069 CELESTIAL STREET ® CINCINNATI 2, OHIO 


MAIL THIS COUPONTODAY! | ; : ; 
PROFIT IN 1954 FROM THE 1 |! am interested in a franchise for the 
ONLY “'CUSTOM-MADE | DEERING Casement Window Air Condi- 
ROOM AIR CONDITIONER . . 
| tioner. Please print below. 
Name___ 
! 
Company__ 
| Position 
' . 
GC ————————EE OO 
1 
1 
i 
i 
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INFORMAL CHAT before the annual 


Exchange brings together 
John W 
ident of NARDA 


left to right 


manager Tally, Exchange 


pre 


conference 
D. A 


cretary 


of the Southeastern Electric 
Packard, Kelvinator general 
ind Harry B. Price 


sales 


vice 


Spotlight on Distribution 


Southeastern Exchange hears some frank talk on 
the problems of the industry, including the role of the 
utilities and the revolution in distribution 


The 


ion co-starred at the 


distribu 
innual general 


problems of sales and 


sales conference of the Southeastern 
Electric Exchange, held in Atlanta, 
Ga. The program featured a_ wid 
representation of speakers from 


trical industry. 

In welcoming the approximately 350 
ittendants at the November: 
ence, E. C. Easter, Alabama Powe1 
Co., said it is absolutclv essential that 
the industry have more sales and that 
the purpose of the conference was to 
discus this could be 
about 

Cy Wallace of the Georgia Power 
Co., declared that “‘sales efforts can 
not be turned on and off like a spigot.” 


throughout the elk 


conter 


how brought 


Wallace listed three factors which he 
said would bring in better results— 
iles ideas, top management and work 

In the first session, W. A. Blees, 
vice-president, Avco Manufacturing 
Co., Croslev Division, New York, de- 


clared: “If we are to increase consump- 
tion, then we must have a con- 
stant flow of new and better products 
from and research 
. . better values, not al 


our engineering 


laboratories 


ways reflected in lower prices; more 
dynamic and sounder advertising and 
promotion, and more efficient met 


chants and dealers.” 

Increased Effort. Forecasting that 
1954 will bring the greatest promo 
tional efforts in history, Blees laid his 
finger on distribution as the main 
problem in the industrv today. He said 
that before the war “the appliance 
dealer was a simple little merchant 
who did not require much capital 


JANUARY, 


his 


his 


$3,000 or $4,000 was enoug}i 
not too high 
margins were very good.” 

Now, said Blees, he is required to 
cll anything to anybody that wants it. 
Ihe dealer salesman must master 13 
major products and sell them convinc 
ingly and with authority. 

Laurence Wray, editor, ELECTRICAL 
MERCHANDISING, speaking on “The 
Utilities’ the Distribution 


expenses were and 


Stake in 
Revolution”, further developed the dis 
tribution discussion 

Said Wray 
distribution is undergoing some violent 
because of) the constant 
pattern of change.” Pointing out that 
the “ train’ was over, Wrav told 
his listeners that creative selling has 


The whole system of 
hanges ... 


gTaV\ 


given way to haggling and that list 
price is a sort of fiction today. 


Dynamic Change. He declared that 
‘what we need now is a dynamic sens¢ 
that a complete 
overhaul of the distribution structurc 
s necessary, and at present is actuall 
underwav in the appliance picture. 

“The mail order houses’ slice of the 
total business becomes impres 
sive everv day,” he said, linking this 
fact with the spectacular emergence of 


of merchandising”, 


More 


discount houses and the transshipper 
is factors to be reckoned with if lead 
ers of the industry are to keep it 
healthy. 

During the preliminary meeting of 
the residential and rural sales commit- 
tee, held on the opening day of the 
conference, other talks which touched 
on the status of appliances today were 


made bv Harrv B. Price, Jr., Norfolk 
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IN-STORE MERCHANDISING SPACE-SAVER DISPLAYS 






RCA REEL-TAB 
DISPLAY 









eca eusneutros 


TRAFFIC-BUILDING WINDOW STREAMERS NEW. oo a ‘ 
TELL-ALL FULL-COLOR wp neon cigs 10 us 
WALL CHART Siam (AS 

2 le “ 


RCA SOUND TAPE = 
DISPLAYS 





COLORFUL BROCHURES AND 


RECORDER DEMONSTRATOR 





4 





ENVELOPE STUFFERS 





FULL-LINE ACCESSORIES 
2\ 
3\_ 





























a RCA 
+ SOUND TAPE 
jape 
* 4 < — serena 
: >... sé ind — 
geen 
A oC pe 
ie, ~ a 
yer ee * 


4 
4, RCA TAPE 
° \ CARRY-ALL 
COMPLETE . 
“spec” RCA REEL-TABS 
SHEETS 


RCA COVER-ALL 









ENERAL CONSUMER MAGAZINES 






as 
B® 
; A 
} 





Ca 
et 


BIG NATIONAL ADVERTISING SCHEDULE 
G 











you ve ever seen’ | 
for the aie 


RCA BOBO -BUGEO0 


PATCHES AND MATS FOR EVERY REQUIREMENT ‘ 








Tape Recorder 


PUBLICITY PHOTOS AND STORIES 


NATIONAL PUBLICITY PROGRAM 


| wews ‘—_— a . 
i a NEWS 


GET THE FULL STORY about this big support— | | 


and how it pre-sells—from your RCA DIstTRIBUTOR. 


| \ 

i 

i 

Hear the RCA PusH-ButTTon Tape Recorder in action. =| \ 
See how it makes this big support pay off! | ia 
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World's Most Advanced PORTABLE WASHERS 


@ FRYMASTER FRENCH FRYERS @® WORLD’S ONLY BEANERY 


@ FLAVOR CROCK COOKERS @ FRYMASTER AUTOGRIDDLES 


@ FRYMASTER CHICKEN FRYERS 


The Surprise Wit 


HOW 


THE § 
so EXHIBIT 377-379 
YsEWARES SHO 


ier—Chicag° 










Write or Phone—Rogers Park 4-4900 





NAXON 


UTILITIES CORPORATION | 





3600 TOUHY AVENUE—CHICAGO 45, ILL. a 








WATER 


PAGE 








_ what you WANT...in 
MODERN 


Automatic Electric 
WATER HEATERS 


MOST COMPLETE LINE—TOP QUALITY— 
TOP PERFORMANCE—PROFITS! 


You name it—MODERN'S got it— 
everything you want in automatic 
electric water heaters. Most complete 
line—finest quality—top perform- 
ance. Style that attracts—features 
that se//. And every unit priced for 
profit. See for yourself. 

® 5'2, 12, 20, 30, 40, 50, 66 and 82-gallon 


sizes 


Standard, Deluxe and Table Top models 


““Electro-Band"’ black heat surface ele- 
ments heat up fast— won't lime up 


Adjustable surface type snap action 
thermostats 


Built-in heat trap to prevent back circu- 
lation on hot water line 


Extra heavy blanket type insulation 


Listed by Underwriters’ Laboratories, Inc. 


Magnesium anode and 10-year tank 


warranty at slight extra cost 


Sparkling white Dulux enamel finish— 
baked on for long life 


WRITE FOR DETAILS AND PRICES 


Also a complete line of domestic and commercial water softeners and filters. 
MODERN WATER EQUIPMENT COMPANY 


Dept. EM, West Chicago, Illinois 


SOFTENERS eo FILTERS o@ ELECTRIC WATER HEATERS 
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QUESTION OF HOW to get more sales, the theme of the conference, was tl 


ubject of conversation between Henry Keele, Florida Power & Light 

E. C. Easter, Alabama Power C center nd V. P. Gayle, Gulf State 
dealet ind vi presid t of NARDA mMagemecnti n Hine ] r tin 
ind D. A. Packard, gencral sales m ler himself You as iv not 
wer, Kelvinator, Detroit { nanufacturer? N nal icture! 

Said Price: “In the ‘Thirties, if Ih ild attord to make tite ] 11] 
been afforded such a privilege, I would le to all dealer 
have probably spent my time damning \ll segments of the 1 ould 
evervthing and evervbodyv connected rind togeethe ind promot h 
with the utilitic loday, we both idertaking. The ut d f 
realize we hav munon interest wince the formation wh mn 
ind together, we have much to gain tioning, would be lf-sup ting 
fighting each other, cverything t ponsored by industry at al ls 
loose In NARDA we have onl Packard, in outlining t Con 
two groups of associate members and ditions im t \pphian | t 
thev are the utilities and financial in sjid that before the w 
stitutions. I think it is significant that 35,000 dealers operating on erage 
such is the case and prove UT m $13,000 but that toda ( 
mon iiterest ~?,000 dealers with a requires crage 

Training Program Advocated. Pric« $40,000. There t 
final recommendation was that. th reduction in th t of do USI 
utilities “develop and launch imm« s far as the future 1 necrned 
diately a training program for appli leclared that it ip to the 
ince dealers and their supervisory per lers of the in ve the 
mnel. Not their salesmen—but a real v from h it 





ALL FIVE NEW OFFICERS of the Vacuum Cleaner Manufacturers Association 
elected December 4 gather to discuss industry problems and have their picture 
taken. The five executives, all from Ohio, are left to right: Joseph H. Nuffer, 
head of the Air-Way Electric Appliance Corp., executive board; Carl S. Fetzer, 
Scott and Fetzer Co., executive vice president; C. G. Frantz, Apex Manufacturing 
Co., president; Oscar Mansager, Hoover Co., vice president 
Westinghouse, executive board 


and Robert E. Dobson, 
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Three qratetul people say: 


" We're HERE —_ 
because you wore THERE I” 


Each one of these people is alive today because some- 
one gave blood. 





If you’ve given blood before, you know how easy it is 


Con jropped him In —how quick and painless. And you know what a 
him He thanks voir wonderful feeling it is when you realize that what you've 
his | 


done may give another person his life. 


Now you are asked to give blood . . . again and again. 
And you can do it safely every 3 months. 


Because America’s need for blood has increased 
enormously—for our armed forces, for accident and 
disaster victims at home, for new disease-fighting serums. 

Many a life hangs in the balance! Will you help? 
Call your Red Cross, Armed Forces or Community 
Blood Donor Center today! 


BUSINESS EXECUTIVES 
CHECK THESE QUESTIONS 





If you can answer “‘yes” to most of them, you—and your company— 
are doing a needed job for the National Blood Program. 





HAVE YOU GIVEN YOUR EN- 
PLOYEES TIME OFF TO MAKE 
BLOOD DONATIONS? 

HAS YOUR COMPANY GIVEN 
ANY RECOGNITION TO 
DONORS 

DO YOU HAVE A BLOOD 
DONOR HONOR ROLLIN YOUR 
COMPANY 


HAS YOUR MANAGEMENT EN- 

DORSED THE LOCAL BLOOD 
DONOR PROGRAM 
HAVE YOU INFORMED EM- 
PLOYEES OF YOUR COMPANY'S 
PLAN OF CO-OPERATION? 
WAS THIS INFORMATION 
GIVEN THROUGH PLANT BUL- 
LETIN OR HOUSE MAGAZINE? 





HAVE YOU ARRANGED TO HAVE HAVE YOU CONDUCTED A 
A BLOODMOBILE MAKE REGU- DONOR PLEDGE CAMPAIGN IN 
LAR VISITS? YOUR COMPANY? 


CIENT PLANS CAN BE MADE 


HAVE YOU SET UP A LIST OF 
Ome SO THAT EFFI- 
FOR SCHEDULING DONORS 


Remember, as long as a single pint of blood may mean the difference 
between life and death for any American... the need for blood is urgent! 






NATIONAL BLOOD PROGRAM 





A tornado whipped suddenly across her home 
town. She was badly red by falling debris. 
But a quick operation, several transfusions 
pulled her through. She thanks you for her life, 


.. give it again and again 
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You get more from the 














W®GASAPAK 


Space || Heater Control 


You get new features, new installation ver- 
satility, new, better performance —all from 
one control ... the all-new Model 56. It 
has everything needed for silent, 
even temperature regulation and 
perfect reliable operation. Check 





below and you ll see what we 


mean! 


a Fig reasons why the 
Model 56 is better! 


with | — : yy 
close- ee 


Compact body size: 35, x 514 x 314 in. assures 
trim heater design, neater installation. Straight-through 
or right-angle body styles available. 


Precision made of non-corrosive materials. Positive- 
seal valve seats — can be used on all gases. 


Large built-in pilot filter reduces pilot outages from 
impurities in gas. 


Three-position control knob regulates both main 
and pilot valves. 


100% shut-off safety pilot mechanism closes valve 
if flame is extinguished. 


with remote pilot b& 


Thermo bulb maintains precise temperature control 
with complete safety. 


7. Pilot and main orifices instantly removable from 
front. Fast, easy changeover for any type of gas. 


8. Temperature lever instantly adjusted to user’s de- 
sired comfort level. Can be re-set in seconds. 
... and look at 


9. “Constant heat” bypass instantly adjustable for 


these FEA TURES ae “high-to-low” or “high-to-off” operation. 


10. Bypass adjustable from front by turning screw in 
center of “constant-heat” knob. 


Wi. Pilots available to suit any type of installation — 
close-coupled or remote. 


for Air ¢ Liquids 
© Gases ® Refrigerants 


A-P CONTROLS CORPORATION 


2400 North 32nd Street, Milwaukee 45, Wisconsin 
In Canada: A-P Controls Corporation Ltd., Cooksville, Ontario 


S DEPENDABLE (0utr0¢ 


Two New Committees 


In a move to strengthen the dis 
tributor’s position in two important 
fields, a refrigerators and freezers com 
mittee and vacuum cleaners commit 
tee have been created within the Na 
tional Association of Electrical Dis 
tributors. 

he two new groups were — 
by a special NAED committee set u} 
to study the effectiveness of the entir 
appliance division. Appointment of 
committee membership will be an 
nounced later. 

Meeting at NAED headquarters lat 
last year, the special committee di 
cussed the need for the distributive 
phase of these industry products 
groups being more directly aligned 
with the manufacturing interests in 
order to consider mutual problems in 
electrical merchandising 

Both the refrigerators and freezers 
committee and the vacuum cleaners 
committee will meet in Chicago in 
Januarv, the former on the |2th and 
the latter on the 15th. Invitations 


were extended to interested manufa 
turers. 

Other meetings on the 12th include 
air conditioning and water cooler 


committee; kitchen equipment com 
mittee; and laundry equipment com 
mittee. Also on January 15, the elec 
tric housewares committee will meet. 
The radio and television committce 
will meet February 2 in New York. 


Campaign Goes On 


NEMA’s | industry-wide Electric 
Housewares Gift Campaign went into 
the new year 50,000 dealers strong and 
armed with new ammunition to fire in 
its continuing “First Gift Choic« 
Electric Housewares” promotion. 

“Last vear, 50,000 dealers identified 
their stores as gift headquarters for 
electric housewares,” said G. W. Orr, 
sales manager, electric housewares 
division, John Oster Manufacturing 
Co., and chairman of the NEMA 
housewares section which sponsors the 
program 

All other dealers are u 
the 50,000 dealers who say: 50.000 
000 consumers can’t be wrong”, Orr 
said, adding that the flood of adver 
tising, publicity. and promotions from 
the housewares industry helned condi- 
tion consumers to associate housewares 
with gifts. 

Promotional material for 1954 in 
cludes a sprinz dealer kit consisting 
of the three color decals and three 
streamers distributed through loca} 
electrical leagues and area clectric 
housewares committee. ©: ill be 


for Mother’s Dav 


Kite & Key 


“The Kite and the Key,” a readable 
history of the development of elec- 
tronics from Ben Franklin’s kite to the 
industrial giants of todav, has been 
published by RETMA. 

Designed primarily for school and 
classroom use, the booklet briefly 
traces the development of the indus- 
try and explains the workings of radio 
and TV in non-technical language. 
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Electricity vs. LP Gas 


The industry prepares to capitalize on new tests 
which show electricity to be more efficient than LP gas 
for cooking, heating water and refrigeration 


| ectrical industry last month 
laid plans for making use of a new 
weapon in its competitive struggle 
itl the bottled gas industry. 
Ihe new weapon is a_ technical 
issued recently by the Bu 
Human Nutrition and Home 


| 1 of the United States D« 
partinent of Agriculture. Basing its 
isions on a series of recenth 


pleted tests at the Agricultural 
Research Center in Beltsville, Md., 


tl Bureau’ concludes that 
lectric ranges are more efhcient 
than bottled gas ranges by a ratio of 
tric refrigerators are more eff 


t than bottled gas units by a rati 


tric water heaters are m 
nt than bottle gas units by 
inging from 1.6 to 1 to 2 to ] 


Kickoff in the el trical industrv’s 
impaign to make use of these favor 
ble findings came last month at a 
N Yor r¢ onference sponsored 
by the f ind rural market develop 

ittce of NEMA. A slide 
rtising mats, consumer 


1 salesman’s rate folder 
the Beltsville data have 
by NEMA for use and 
ippliance manufactur- 

tilities and rural electric 

itives 

Long Needed. To electric men en 
| in selling the rural market the 
survey furnished some long 


needed ammunition “The bottled 


gas boys have been using that 1938 
utrvey as though it was the Bill of 
Rights.”” one electric range manufac 
turer said last month. “Now we’v« 
got the answer to them on that 
Ore . 
The 1938 study was a Bureau of 


Standards’ Bulletin called “Propane, 
Butane and Related Fuels.” In re 


nt years the electrical industry ha 
found number of faults with this 
tudy, which favored bottled gas over 
electricit Both the rates and the 
ippliances used in the test were obso 
lete, the industry complained, and 
the findings were more in the nature 
f estimates than scientific findings. 

rhe electric people obviously hope 
that the LP gas advocates won’t be 
ible to spot any such flaws in the new 
sts. The experiment took the better 
part of a year and was under the su- 
yervision of technicians of the Bureau 
f Human Nutrition and Home Eco 
1OMic Both electric and gas manu- 
facturers were consulted. Rates used 


in the study were those prevailing in 
the Beltsville area and NEMA spokes- 
men pofnted out that, at least in the 

ise of water heaters, the electric rates 
were probably higher than average. 
“We bent over backwards to be fair,” 
said one NEMA official, “and we still 
won 

The Results. Here are the com- 
parative Btu required by each group 


of appliances in performing each test 
job: 


Electric Bottled Gas 
Ranges (top of range cook- 
ing) 57,201 114,233 
Ranges (oven cooking) 63,007. = 134,473 
Ranges (combined cook- 


ing) 120,208 248,706 
Refrigerators 3,744 43,556 
Water Heater (36 gal 

drawoff) 40,006 79,643 
Water Heater (78 gal. 

drawoff) 71,651 121,962 
Water Heater (112 gal 

drawoff) 98,265 159,656 


Speed and Cost. According to 
NEMA spokesmen, the Bureau found 


} ] 
o difference in the speed of cooking 


vith bottled g ind electricity. 
here was no clear-cut superiority 
f one type of fuel over the other” 


the Bureau in ‘Technical Bulletin 


Using Beltsville rates, comparative 
t tga nd electricity wer 
Electricity LP Gas 

For Refriger 

ation 82 cents month $3.53 month 
For Cook 

ing $3.26 month $4.88 month 
For Water 

Heating . $6.86, month $7.02, month 


Detailed information on the rate 
tructure at Beltsville and means of 
omparing different electric rates with 
the test results are contained in the 
booklet being published by NEMA 

The government’s own report of 
the Beltsville tests is contained in the 
Bureau of Human Nutrition and 
Home Economics’ technical bulletin, 
Comparative Utilization of Emery 
by Household Electric and Liquefied 
Petroleum Gas Ranges, Refrigerators 
nd Water Heaters,” obtainable from 
the superintendent of Document 
GPO, Washington 25, D. C 


lron Woman 








HOME ECONOMIST Margaret Doughty 
of the Hoover Co., a featured guest on 
George Skinner's ‘’Spotlight’’ TV program 
in Philadelphia, displays new Hoover iron 
before TV camera. Skinner is at left 
J. J. O'Donnell, manager of the Phila- 
delphia branch, current model division, 
Hoover Co., stands at right. 
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Assure your dryer customers 
that excess moisture, heat 
and lint will be no problem 
...sell venting as part of the 
hook-up. 





for quick, easy venting use the 
Dry-R-X Vent with the new 
low cost, grey Dry-R-X 


Mexidble Duct 





reasonable price and ready-cut, 
slip-on application assure a 


profitable installation. 
a 


ask your dryer distributor or 
write stating make of dryer 
you sell. 


DRY-R-X COMPANY 


5521 Code Avenue e Minneapolis 10, Minn. 
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RADIO-TV 





EXPERIMENTAL RECORDING head unit 


for television, is displayed by RCA re 
y 


Or ¢ at a nublic cho ava! 
p ) ? pu wing 


recentl 








neart 
earch engineer 
Reporters 
pr 


of RCA’s magnetic tape recorder 
RCA unveiled the new 


saw quick playbacks and live TV 


milestone in progre toward 


Tape Recording for TV 


RCA demonstrates its new magnetic tape record- 
ing process which plays back both color and black-and- 
white at a saving in cost and time 


Magnetic tape re 


in both 


rdings of televi 
black-and-whit 
ind color, were shown publicly for th 
first time last month by RCA 

vind recording, the tap 


IV by-pa 


proc ror many of th 
processes necessary in the commonh 
used kinescops It was hailed as 


milestone in the development of “ele 
tronic photography” by Brig. Gen 
David Sarnoff. chairman of the board 
of RCA. 

The process shown to reporters 
Princeton, N. J., is not vet ready for 
commercial us« But it i over th 
hump” in principle research and is ex 
pected to be available in about two 
years 

Many Sarnoff said the tape 
recording process showed great prom 
ise not only for television broadcasting, 
but for national defense, motion pic- 
tures in theatres, 


and industry 


Uses. 


in the home, 
ind education 


movies 


It is essential for the future of the 
teley on art that video taps recording 
be introduced to give the television 


solution 
im recording, immediate plar 
back, and rapid distribution,” Sarnoff 
said ek ideo Lay will be mnportant 
for black-and-white b1 
will be essential in th 
full color television pictur 
He said that the cost of 1 rding 
olor TV program on magnetic tap 
would be only five percent of what it 
would cost to put it on color film, 
tape can be re-used 


industry a practical, low-cost 
to progt 


isting: 1t 
1] f 


ifion < a 


Quick Playback. In the demonstra 


i color television program orig 

iting in NBC studios in New York 
beamed | radio microwave to 
RCA’s David Sarnoft research center 
t Prineeton I his program Was seen 
t arrived. At the same time, RCA’ 
tape system recerded the picture on a 


nagneticalh ted plastic tape. Dur 
ig part of this transmission, both the 

program from the microwave radio 
relay and an immediate playback of 


] 
+} 


ording 


) Inagneti tape were 


hown. 


Little Lady ... 


\ 





GAIL GALVIN, daughter of R. W. Galvin, 
Motorola vice president, uses walkie- 
talkie as she unveils thi 


TV in Europe 


In spite of many adverse influences, 
K;uropean television has made “aston- 
ishing” progress in recent years and a 
continental network can be expected 
to be in operation by June of 1954. 

[his is the report of Ernest A. 
Marx, director of international televi- 
sion for Du Mont Laboratories, who 
recently returned from an extended 


Early Times 






E 
tindeea’ Rail. 





survey of ‘T'V in nine European coun- { 
tries. 
‘Television in Europe today is  ¢ 
equivalent to what it was in the Uni- 
ted States in 1946, but its future ex- 
pansion will net match growth in this : av 
Saree > 8 = . = 
suntry due to lower consumer buying FRANK A. D. ANDREA shows Herb 


power, lack of commercial program 
ming, and to the existence of different 


television systems in the various coun 


Sheldon of TV his old ‘Television Con 
truction Kit’’ used by “‘hams”’ in early 


lay f television to construct sets 

tries,” Marx said. 

In a special report, Marx gave th 
following summaries of TV in the in 
lividual countries of Europe: r a few hours a week 

West Germany. Leads the Con Switzerland. Five stations planned, 
tinent in electronics development mic already in operation a few hours 
Seven stations on the air shortly, with i week in Zurich. Equipment iS a 


22 planned for the future. TV sets mixture of Swiss, English and Ameri 
| manufacturers, using in. So far there are no Swiss manu- 
germanium diodes in TV receivers in facturers of any consequence, most 
creen sizes of 17 and 21 inches. Ex eivers have been imported. 
porting to most of Europe. TV may Scandinavia. one small 
go commercial in West Germany xperimental station, is doing consid- 
eventually. rable research on color 'T\ Den- 
France. Handicapped because it nark also has one small studio, with 
ises an 819 line system, different from yroadcasting confined to two hours a 
the rest of Europe. Four cities now ight. No local manufacturers. Nor 
have ‘T'V, and four more are working iv has an experimental 500-watt 
m it. About 15 or 20 French manu 


made by 35 


Sweden has 


transmitter and old borrowed equip 





facture Most receivers are 14 and nent. Progress held up because gov- 

17 inches nment must appropriate money for 
Italy. TV moving ahead with rapid ther development 

strides. New stations opening ‘up 


periodically, connected by microwavé 


ngths, and will be hooked up t 


European network through Switzer- 


TV in England 


, 2 se “ee , est one 
land and Germany. About 30 set Iinglish television manutacturers 
makers, some imported from United re producing sets at the rate of S00 


States. 100 to 900,000 a vear, according to 
Belgium. Confused and mmplex Ross Siragusa, president of Admiral 

. ° y rag ler returned ¢ = 

ituation because of four separate ‘T'\ Corp. Siragusa recently returned n 


trip to the British Isle 
Ihe English sets have small screens 
ut the picture is of good quality and 


systems, in addition to language dif 
ficulties. Broadcasting has started in 
Brussels, but at very low power (300 
watts equal to ours,” Siragusa said. Be- 

Holland. Presently this country has iuse of the steel shortage, English 
station located outside of manufacturers — use in = aluminum 
Amsterdam. Studio uses all borrowed 
equipment. Transmitter operates at 


five kilowatts, programs are only on 


1 single 

hh ISSIS, he said 
\pproximatcls 
in Fngland, according to Siragusa. 


2,750,000 sets are in 


_.. Lights Up the Sky 


ELECTRONICS 
Hom Agr RADIO 
TELEVISION 





GIANT OUTDOOR sign, one of largest in the world, which tells Chicagoans the 
time and promotes Motorola products. Sign on Outer Drive was recently purchased 
by Motorola. 
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Tops on TV 
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Gili” 
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. . 
£ } 
; 
“eo 
| 
merc if | 
Con ' 
early 3 
SYLVANIA AWARD for ‘Outstanding Discussion Program as a Public Service’ 
ned joes to Robert F. Wagner, mayor-elect of New York, who accepts on behalf of 
i A P. a 
Theodore Granik, producer of the ‘‘American Forum of the Air’’ TV show. Awards 
LOUIS 
E r top TV programs were made by Sylvania at dinner attended by many digni- 
es rie Left to right: Frank Blair, moderator of the ‘‘Forum’’ show; Deems Taylor 
a hairman of the 1953 Sylvania Television Awards Committee of Judge Wagner 
lanu- ind Don Mitchell, chairman of the board, Sylvan 
most 
a“ T | Bri ngton, Ind., shows an overwhelming 
jap e evision riers majority willing to wait two vears for 
Yen- 
= e General Electri will mak« olor television sets that would sell 
psig IV tub wailable to set manufa for $300, rather than pay $500 or more 
+5 ire ) mited quantities” in th for a color set right now lhe survey 
N first quarter of 1954. J. Milton Lang, was made by Sarkes Tarzian 
-wat 1 1 1 2 
a general manager of G-F tube de — Mont’s replacement sales de- 
_ = } 1 nslnt js ] : 
ii artmen ud pilot production of t irtment has opened additional ware- 
el ty] asl ‘ = ] h j 
= bes W egin this month. T] houses for its ITV picture tubes and 
is } 
OU : 12-inch round pichare parts in two ‘Texas cities The new 
e CBS-Columbia h mmpleted neg facilities, marking the second major 
itions to provide television receiver expansion of this department, are in e * 
uilt-in equipment for the Dallas and Houston n Icago it ta es _ 
Pill eae Ta . 
trailer ( sets are Of @ TV = manufacturers should raise U 
ee oe ee md 7 adel : ! : 
turers : nS ind can be provided prices and produce better quality 
eas Tf ss Tics : 
S00 sig alate pou tr H products instead of engaging in a cut- 


oo ee for broad coverage 









m } eA poll taken of several indred_ president of ‘The Radio Craftsmen, 
per nostly housewive n Bloor Inc f Chicag 
y and No single daily newspaper reaches 
Be , : 
lish even half your Chicago-area pros- 
1m 
pects. It takes Two. For greatest 
e in ' 
usa. unduplicated coverage, one must 
be the... 
f 
{ 
= —~ 
a CHICAGO 
Maney 211 W. Wacker Dr., Chicago * 250 Park Ave., New York 
READERSHIP commen WHERE MOST OF THE BUYING IS DONE! 
SPECIAL TECHNICAL meeting for Pennsylvania service men was attended by REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 
nearly 200 service men in Altoona rece own left to ri e Stonie ridte 
early £00 saree rer iy Ae recently. Shown left to right are Stanley Mark LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 
is the vice president and sales manager of Fada Radio; Jerry Soukup, Fada design engi- 
hased neer; W. L. Hollenbeck, sponsor and iocal Fada distributor; and Dave Dodson HAL WINTER CO... MIAMI BEACH 
president of the Blair County Radio Service Engineers 
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YOULL RELAX BETTER 
YOULL SLEEP BETTER 
YOULL LIVE BETTER 

: ' 









LOOKING OVER the new model of Deering casement ¢ 5 r conditioner are Bob Turner; Tom Deering COMPRESSERS used for refrigerators, room coolers or freezers 
esident: B Hoarw 1, manager of air nditioners for Hunter Fan; and Keith W 1 all visitors to the are displayed by A. S. Russell and M. A. Shants of Techumseh 
justry Refrigeration and Air Conditioning Exz: tion for benefit of Harold Overmyer, Revco, Inc 


Air Conditioners Come to Cleveland 


Visitors to the All-Indus- 
try Refrigeration and Air 
Conditioning Exposition 
see new models and new 


PRONCTS OMY 


CHES WTS 


improvements in many | rm non 
window units 


universal adaptation of 


. 
itton controls were high 








the new air condition a 
the Sth All-Industry R FIBERGLAS UNIT displayed by U. S. Air Conditioning Corp LOUVERS that a housewife can change to suit her color 
1 Air Condition I ubject of discussion between M. A. Stuart and William scheme are examined by Herbert Laube, president of Reming 
Inee Novem Moiselle ton, and Larry Judd, general sales manager 
l mall projection 
n in ; 7 + : pest eee 
\i mong | ZZ yin CONDITIO F 
1] + n . — Ps 
| * te os a icc ek ‘ 4 
) . 
l m 
\ that help make un 
1d I OM u 
Remington provided 
t it he u \ 
from im to green to 
ind mo t 
| ; 
l cle Kin l calendar t nel If 
led in t 





New levelopment in wate 


| del 2 ae ; NEW CHRYSLER room unit is shown at Exposition by Fred CANADIAN VISITORS, W. R. Cartier and R. C. Smale of 
dl aia CTS ASO Wel Laughna and General Manager J. F. Knoff. Looking on is Cartiers, Ltd., Ontario, get the pitch on Tele King’s new auto- 
tt i Charles Neeson matic timers from Sam Olchak. 
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7 SOW 

\ \\ eee This entirely new Youngstown Kitchens 
a : promotion material is loaded with ACTION! 
* 


lifferent attractive 


] } ‘ anspare j ste entirely « 
Get it in vour windows! Get it on vour floor! Get in step with the ¢ EW tran parent window poster. Enti 


- loaded with wallop to bring them in 
sands of dealers 1 g \ gst Kitchens’ ¢ nt 66° Cat t : 
s S) P } 1 @ NEW colorful sink display card. Gala g 
; ; { the sale 
Take SiS F " 
@ NEW 2-col. ad mat plus 3-col. mat of art elements for preparing your 
Offer customers more than $50.00 eeaisvihdl ddl Gael ha thie S00 fist easidinde .. . cele Gp icomntla eines 
B > t @ Radio scripts ] minute each, excellent 
@ Colorful, full-size broadsides are also offered sk vour distril 














| | 

| Mullins Manufacturing Corporation 

| Dept. EM-154, Warren, Ohio | 

Please have my distributor contact me about the new 66 Cabinet Sink Promotion 

! | 

| AN e —— ! 

; | 

| A R = ——— — 

le of | | 
auto- [| «x ae ————— -| 
MULLINS MANUFACTURING CORPORATION ¢ WARREN, OHIO cats Reto 

World’s Largest Makers of Steel Kitchens | ‘ | 

ce cs ce ee ee ee ee ee ee ee ree ee ee es ee ee ee ee ee ee ee ee ee ee ee es ee _ 
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MANUFACTURERS 


Philco Takes Over Dexter 


Purchase of the lowa home laundry firm rounds out 





Philco’s line; trade sources expect an automatic washer 
under the Philco name in about a year 


Philco Corp. took th ng-awaited licated that in about a year Philco 
imge into the home laundry field would bring out a washer and dryer 
ist month with the announcement nder 1 wn name. 
that it has acquired the Dexter Co., of Net sales of Dexter products during 
lairield, Iowa, manufacturers f 1952 amounted to $12,152,000, with 
vringer washers and drye1 1 net profit of $66,849, or 33 cents 
Ihe purchase, subject to the ay i share for stockholders In 1950, 
proval of Pexter stockholders, mak Dexter recorded its best year, with a 
Philco 1 full-line pro Philco ofit of slightly over $1,000,000 on 
took over Electromaste inges am iles of $13,800,000. 
Fairbanks-Mor refrigerators duri Four Brethers. Dexter is controlled 
the 1931 the Hunt family, consisting of four 
\ veteran of 59 yea 1 the | yrothers: Tom, president; Ward, vice 
undry manufacturing business, Dex yresident; Harvey, sales manager; and 
t ha oncentrated on making William, assistant puchasing agent 
wer wash but has marketed Vheir father. R. D. Hunt, and L. O. 
iutomatic washers made by Beam Gain both of Fairfield, purchased 
mother Iowa firm. However, Dexter | riginal company in 1912, and 
hcials have frequently announc noved it from the town of Dexter, 
their intentions to go into the aut lo to Fairfi Both men died 
matic business by 1954, and are ex n the 1940 
pected to begin producing an aut In addition to its facilities in Iowa, 
matic shortly. Dexter has a ond plant in Alliance, 
Joint Statement. In a joint stat (). Dexter for some time has been 
ment issued by William Balderston xclusive manufacturers of the twin 
president of Philco, and Tom B tub wringer washer 
Hunt, president of Dexter, it was an Dexter presently works through in 
nounced that “in exchange for plant dependent distributors. None of 
facilities, patents, and other assets of Philco’s distributors handles Dexter 
Dexter, Philco will tender 70,000 products, but some handle washers 
hares of its authorized but unissued nanufactured bv other firms. 
mmon stock, or 1.05 shares of Philco 
t for thr hares of Dexter stock, 
yf which there ar 200,000 shares out a | H || Di 
cendiee™ .t. ma ies 
This would make the indicate Chester I. Hall, holder of 739 
uirchase price close to $2,000,000 patents during his 24 years service with 
n tl basis of the current market General Electric Co., died December 
lure f Philco’s common stock. 7 in Boston. He was 65 
Dexter will continue to operate un- Hall was credited with developing 
ler it ent management as a_ the electric phonograph turntable, the 
vholly-owned subsidiary of Philco, pop-up toaster, the automobile engine 
ind its products will continue to be thermostat and many other devices. 
marketed under the Dexter name. a A. Coffin award, 


He held the Charles 


( 
ing to Balderston. Trade ymmpanv’s highest honor 


sour 


Official Inspection 





HOFFMAN RADIO CORP.'S new 85,000-square-foot plant in Kansas City is visited 
by (left to right) Carroll Underwood, Hoffman vice president and treasurer; A. W. 
Zimmer, president of the Willkyte 16 Corp., which handled building; President 
H. Leslie Hoffman; and Jack D. Merr, vice president of Willkyte 16 
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No. 1 At Columbus 


Prey 
The pe9 





FIRST REFRIGERATOR off the assembly line at the new Westinghouse appliance 


crate 


ant in Columbus, O., i 


f L. Smith, second from right, work 


Meilinger, right, manager of the refrigeration department. New plant represent 
lar investment by Westinghouse 


3 45 million-d 


New Transistors 


Research in the ever-continuing 
pment of transistors moved for- 
fronts last month. 
id = Munneapolis-Honeywell 


imnounced 


rel ; Huy 





Regulat ( develop 
ment of transistor 


Philco 


ransisto! 


surface barrier’ 
‘most important 


said its new 
marks the 
idvance in electronics since discovery 
of the 


+ 


point-contact transistor.” 
“It opens up an entirely new realm 
both military and 
civilian applications,” said Leslie J. 
Woods, vice president-director, Philco 
research and said 
eventually the transistor would be of 
use commercially. 
Minneapolis-Honeywell, | manufac 
turer of many automatic controls, said 
it had developed a 20-watt transisto1 
which would do work not possibl 
with low output types now being 
produced commercially. ‘The transistor 
is being built on a pilot-line basis, and 
not yet in commercial production 
The kev to Honeywell’s develop 
ment Of a power type unit 1s discovery 
if an effective means of removing heat 
from the germanium-alloy junction 
iccording to Dr. Finn J. Larsen, r 
yCal h director 


for transistors in 


engineering He 


Controls Water 


\ water level control, operated by 
i diaphragm, is the new feature on 
Maytag’s automatic washers, Vern 
Martin, general sales manager, told 
Chicago Mayteg dealers at a get-ac- 
quainted meeting. It has been tried 
out in the Twin Cities, Milwaukee and 
Detroit, and it increased sales from 22 
to 38 percent when properly demon- 
strated there, he said. 

It was brought out that Maytag 
had spent $11 million for a new plant 
when the automatic came out and that 
35 percent of the firm’s business was 
on automatic washers at the present 
moment. Maytag does $90 million 
a year, one-third of its volume is con- 
ventional washers, a third automatic 


JANUARY, 


j/ at the end 


> 


f the line under watchful inspection 


manager of the new plant, and George 


ishers, and the balance, fre ; and 
ranges. Maytag has some 15,488 
dealers , Q3 illio housewives 
dealers, and $8} mullion housewive 
ve known Maytag washers 
Sam Saad, of the Chicago office 
presided and George Jardin, Murray 
lawson, manager of freezers, Clare 
ly and B. B. ‘Turner were on the 


program as well as Vern Martin. 
Mavtag is offering the trade five 
izes Of home freezers, including two 
chests and finds that 46 percent of the 
dollar volume of freezers goes to the 


upright It costs city people $28 a 
square foot for their apartment floor 
space, and the trend there toward 
uprights, Murray Lawson said 

John Britson, manager new prod 


ucts, pointed out that one dryer is 
being sold to four automatic 
washers, of which 60 percent are ga: 
ind 40 percent he new 


now 


electric The 
Maytag drver has no vent, he said, and 
condenses moisture through liquids to 
get rid of it 


Haunted ? 









TINY PHONOGRAPH, concealed in box 
held in hand of William MacDonough, 
director of merchandising and advertis- 
ing, Crosley and Bendix home appliances 
division of Avco Corp., is latest sales 
gimmick. Spring mechanism is released 
when door is opened, starting 55-second 
sales message. 
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“An Alarming Condition” 


Consolidated Edison, New York utility, takes 
up the cudgels for adequate wiring with a double- 
barreled campaign aimed at builders and owners 


\ housewife sat down and wrote an 
letter to Consolidated Edison 
New York utility, a few month 

mplaining that she could not 

ier television set and air condi 
it the same time; that she 
faced with the problem of being 


vithout being entertained, or 
itching ‘I'V and sweltering.” 
The housewife did not know whi 
uld not use her air conditioner 
I'V set simultaneously, but Con 
1 did. Her letter and many sim 
helned stir the 


+} 


nant utility 


0 


dequat iv fh Dp ( 
f New 
American 
\ lt \ 1 | ec 
7 if 
| f ' 
) tten 
( hitect nd th 
tl g ( 
nd building owners 
In an address to both groups, J. C 
\furtha, manager of the sales engineer- 


g staff, made these statements 
“A widespread and alarming condi 
” exists in New York partment 
viring (74 percent of New 
irkers live in apartment houses). 
No Air Coolers. Many landlords 
informed apartment dwellers 
that they cannot have air conditioners: 
they already have them. they 
ist remove them, because of inade- 
late wiring 
Residential apartment hous 
ng built in New York at this time 
th the understanding that no air 
mnditioning units will be placed on 
heir wiring systems. 


Hardy Traveler 





ire 


Average annual residential kilowatt 
hour consumption in New York 
jumped from 438 in 1932 to 1,250 in 
1953. 

Ninety-two-thousand air condition- 
ing units were sold on Consolidated 
Idison lines in New York in 1953 
total national sales approached a mil 
lion units 

During the last vear Consolidated 
Edison received 260,000 “no lights” 

ills from residential consumers (who 
cp rted blown fuses 

Bureau Formed. As an initial step 

promote adequate wiring Murtha 
innounced the formation of an ade- 


ite wiring bureau within Consoli- 

lated Edison, with Joseph Covington 
direct 

It indicat that in the New 


York market one of the most inexpen 


to increase wiring Capacity in 


e wa 
xisting buildings is through replacing 

rubber in existing conduits with 
thermoplastic. Capacity frequentls 
mav be increased 50 percent through 


this action. 


The problem of voltage drop on 
residential meters through installation 
f such heavy duty appliances as ait 

ynditioners, broilers, coffee maker 
ind refrigerators was demonstrated 
graphically through a tableau depict 
ing the wiring troubles of “‘Mr. and 
Mrs. Knickerbocker,” average New 
Yorkers 

Con Edison’s drive on obsolete wit 
ing came at a time when much of the 
electrical industry is concerned with 
this problem. Considerable progress 
has been made by other utilities. The 
ippearance of the air conditioner | 


has 
ted the wiring problem 


WINTER OR SUMMER, Mrs. Grace H. McRandle, home economist for the 
Minnesota Power & Light Co., makes the rounds of stores and homes in far- 
northern Duluth, Minn. Here she demonstrates appliances to local housewife. 
Her cooking schools are popular in Duluth; women turn out no matter how bitter 


the weather. 
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ELECTRIC 
HOUSEWARES 


Fully 
Automatic 
Electric 
Percolators 


STANDARD 
ea 


These Popularly Priced 
Automatic Electric Percolators 
Were The Sales Sensation of 1953! 


NOW —EMPIRE Introduces Still Smarter Models For 
1954— With Added Automatic Features— More 
Streamlined Design—Greater Beauty And Grace 
Than Ever Before! 


SEE These Newest and Improved “EMPIRE” Auto- 
matic Electric Housewares At The 1954 HOUSE- 
WARES SHOW — 


Booth No. 468-470, Navy Pier, 
Chicago, January 14-21. 


See why, dollar for dollar, 
“EMPIRE” values always offer more! 


Ee Time and Labor Saver! 








Another Fast-Selling 


ELECTRIC TABLE GRILL 


h the “2- 
kie”. “"Perco- 
& Baby Bottle 
ot Plate, and the 
pire Automatic 
to bring you the 


_, teams up wit 
Cup Cottee-Quic 
Drips’. Food 
Warmer, H 
sensational Em 
Percolators 
most comp 
able Electric 
can feature! 


Tae METAL WARE Gozgoration 


200 Fifth Avenue TWO RIVERS, WIS. 


New York 


lete line of profit- 
Housewares you 


Merchandise Mart 
Chicago 
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Waseo'smeall tealk’29.95* list 


A Complete 2 Station Intercom 
Everyone Can Afford 





YOUR GREATEST OPPORTUNITY TO SELL THE 
HUGE HOME AND OFFICE MARKET 


No home, office, restaurant, stockroom or factory can afford to be without 
this low-price packaged intercom. Only 29.95 list complete with 50 feet of 
able, the two-station “small talk” features high sensitivity and high volume 
output. It is housed in unbreakable all-metal cabinets finished in attractive 


brown hammertone 
Check these other value PLUS features: 

MASTER -— has 
“press-to-talk” 

i” REMOTE 


to master. 


volume control with on-off 
switch. On-off pilot light 


switch. Separate 


“Press-to-talk’’ switch allows remote to originate calls 

Can be made private or non-private at will. Can 
answer calls from a distance without operating a switch. Can 
be left open” for baby sitting or dictation or closed for privacy 
but still able to receive calls from master 


M Voltage 117 volts AC or DC 
watt light bulb 


Uses no more current than a 20 


For full details on “small talk”’ and the rest of Masco’s famous line of intercoms, 
write for Catalog 950 


*Prices slightly higher west of Rockies 


MARK SIMPSON MANUFACTURING CO., Inc 


32-28 49th Street, Long Isiand City 3, N.Y 










Prevent Delivery Damages! Eliminate Claims! 


DREADNAUGHT pappep covers 


so) aa Wo) 0) hte belol-\- a Mm Mob elo ME stoloh lo M]-) 4-1 


TV, RADIO AND 
AUTOMATIC WASHER COVER 


GAS AND ELECTRIC 
RANGE COVER 





Costs Less to Buy! 
Costs Less to Use! 


REFRIGERATOR 
OVER 


Dread- 
naught form-fit covers protect your products and 


Trouble-free deliveries. Faster deliveries 


your customers’ properties. There is a complete 


line for every type and size of appliance. Dread- 
chafe-proof on the 


finest finishes and water repellent! Tears 


naughts are heavily padded 


won't spread. Filling won't bunch or shift. Can 
be put on in seconds! 


Complete Line of Van and Movers’ Accessories 


Umeda Kirgest Fed Munufetturers Since LI] 


“NEW HAVEN QUILT & PAD CO., INC. 
72-96 FRANKLIN ST., NEW HAVEN 11, CONN. 
Please send me your free catalog and price list. 


DEPT. 154E 


SEND FOR 


FREE 








senene CATALOG 
ADDRESS - AND PRICES 
CITY STATE 
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STEEL STRAPPING holding protective 
Raytheon worker in Chicage 
in box car 
Jamage as car | humped and 


excellent result 





90d gate in place is 
as shipment 


New method is an innovation 





fastened 


f TV is readied for cr country tr 
designed to eliminate possible transit 
ped t rai iding Raytheor 


How to Cut Shipping Damage 


A new type “cushioned” box car, plus a systematic 
packing setup, cuts shipping damage on radio and TV 


sets for long distance travel 


\ new approach is being made to 
the problem of cutting shipping dam 


age to ‘TV-radio merchandise moving 
from the manufacturer to distributors 
ind dealers. 
Ihe television and radio division of 
Ravtheon Manufacturing Co. is using 
new tvpe box car, especial ush 
oned and designed to minimize the 
olts and jars of a cross country trip 
And the results are an eve opener. 
It is no secret that radio and TT 
ts often are damaged while travelin 
the countrv. Ravtheon figure 
it runs from 5 to 15 percent on 
vational average Wooden ibin 





WILLIAM HALLIGAN, president of Halli 
crafters Co., prepares to 
Force jet fighter as part of recently com 


pleted orientation conference attended by 
Halligan flew jet at 400 


vir industrialists 
miles per hour. 


JANUARY, 1954 


board an Aijr 


—ELECTRICAL 


get scratched, ( 
parts may get damaged 
\nd dealers may los¢ 
new set does not function prop 


joints io 
tubc S or 


i sale \ 


Mes Car. Faced with these fa 
like every other manufacture Ra 
theon was approached by the WV 
Pacific, one of its carricrs. | ] 


id informed them of a new t 


leveloped by Pullman Standard 
ng a rubber cushion underfram 
bsorbs shocks such as tl 

humping’ 1 raily lassifi 

ds, plus shocks of rm 

mn. Raytheon was 
ng out the nev 

l'o test the new t IR 

I pped an initial il t th 
MNpany Kedzie Aven it im 
Chicago to the Don heal Distrib 
iting Co. in Fresno, Calif. 1 
ment arrived without a | 

Original Approach. \ | 
feld, trafhe manager at Ravth 
bined the new car with an orig 
proach in packing TV sets th 
car interior. He used a wo trip 
method of “gates” held in place with 


steel strapping to eliminate shifting 
during transit. He also placed flat 


tened, empty cartons between h of 
the sets to eliminate furth 
ment. 


Raytheon is more than happ ith 
the results. 


With from 
to 252 21-inch table model ‘IV sects 
riding in a carload, the damag 
great. But the hitch is that tl 
only several of the experim 
in operation. Some 100 new 
on order by the Pullman firm 
not vet available. 


135 consoles 
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Caution on the Road Ahead 


A survey of small businessmen indicates there is 
some fear of a sales letdown in 1954 and a tendency to 
approach the new year with considerable caution 










Nha | il] bu INeSse ir¢ DcIng Inanul turel will prob bl 
frigl ied” into tightening their op depend more on manufacturers’ agent 
tions in 1954 as a result of wide ind distributors to push their lin 
k about “‘slide-offs,” “step Less Capital. On the retail sid 
id a slackening sales period mall retailer's net working capital 1 
i beginning to fall, whil urrcnt debt 
S Standard Fact Corp. ina__is inereasing slowly 
rt of small busin prospects for All f which means that thet 
ming year Lh IVC based must be some pressul for conversion 
rts from 42 small manufactur of inventories into receivables anc 
independent retailer nd thre ish,” savs the ro t \daptation t 
ty stor th ituation mean valuation of 
S busin nclined u it pricing poli <amina- 
t mausti ercurrent tion of current operating practices te 
mpan they « ie money, and greater emphasis on 
unlimited financial resoi promotion and advertising.” 
earch and promotion d One means of meeting any antici 
tments, or far-flung sales o1 pated sales declines is through cost FIRST LOW COosT 
ws Standard Factors Cor ings, says the report. Such saving 
Greater Caution. Most smaller busi mm be brought about through use of 
icon have begun cautiously t substitute materials, cutting indirect REMOTE CONTROL 
their business practices in order labor, tighter controls on spoilage, : . 
} e e how thev best can weather discounts for pre-scason orders, and 
g squall in the busin itm sphere better warchousing 
the report. But most of them , 
believe tl loud on the horizon 


matic alt we 
d TV Man. malle manufa turers of Zenith’s First 100 


— 
ian goods, in making their sales 
ists for 1954, a setting their Zenith’s first 100 color TV receiver: 
res a ] 1953 level.” 


TRIUMPH OF 
NATIONAL 





t the 1953 ] savs the re ire expected to be on display som« HARDWARE SHOW 
‘Thev do not anticipate any time this month, according to H. ( 
ll decl According] they Bonfig. vice president and director 
7 mate their matcrial requirements — sales for Zenith Radio Corp 
tts t the 1953 level, and inventory needs In a speech to the St. Louis A 
a t the same rat vertising Club last year, Bonfig sa 
( ll Cy iding th t 100 ] { st Zenit PATENT PENDING 
R t f< natel $2 l 1 pr 
Lact duct na \\ 2 ee 
t 5 ve get int 






You will create a sensation 

you never believed possible with 
the new HOMKO ROBOT. Nothing 
could be easier to operate . . . nothing could be easier to sell. 
It is controlled by a panel which the operator holds while he 
stands or sits near the area to me mowed. Best of all, the 
ROBOT can be demonstrated quietly . . . and within a very 
small area right on the floor of your store. It almost ‘‘comes to 
life’ to tell its own story. It is your big opportunity to bring in 
more prospects .. . more sales . . . MORE PROFITS! 


Deut Miss Out on your chance to build store 


traffic. Ask your jobber for details today. If he does not have 











it Homke Robots on hand, he can get them for you at once. 
tit THE ONE SOURCE LINE OF 
fla LAWN EQUIPMENT 
Reel Type Rotary Self Propelled | reagan ng Hond ies ie “| 
Mowers Mowers Rotary Mower Electric ov - 
Trimmer 
? } “—_ 























FIRST FRIGIDAIRE air conditioner, built almost 25 years ago, is contrasted with 


the hynny teensy ‘ Veh sells for almost half what original m ie : ee BY WESTERN TOOL & STAMPING COMPANY 


left, general manager, and William F. Switzer 


ai : 2725 Second Avenue . DES MOINES 13, IOWA 





rignt, manager of commercial refrigerati n and air conditi ning 
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5; THE ETERNAL QUESTION 


~~ LEV SI. 
te at the SHOW? 


| 
One No-clamp base 
and handle takes 


( 






ALL the a 
and Salad Maker 
attachments. 


al 


SALAD MAKER CHOPPER 





The NEW SELL-SATION 
See it at Booth 828-30 


Housewares _— — or write for details 


a z 


SLICING MACHINE CO., INC. © WALDEN, NEW YORK 
GET PROFIT FACTS © HOME KITCHEN SLICING MACHINES © 4 MODELS—4 WINNERS 


New all-in-one Do-All Kitchen 
Appliance Making Sales His- 
tory. Ask about 5-way Profit 





SAVE 2 


on every 
delivery 


SLIDES UPSTAIRS 
: 


OOWNSTAIRS 












TOWERS AND 
TELESCOPE MASTS 
5’ & 10° TOWERS 
20'to 50’ 

MASTS 





iN AND OUT OF 
TRUCKS 


WITH tt ASLOAD 
APPLIANCE TRUCK 


Send one 
man 













one bes sg OF AN EXTRA MAN 
n Easload Truck. It 








instead 

balances the load slides up or 
of two down stairs or in and out of trucks 
Ha ad venden® orenees 
Rubber pads pr ‘tect finish. Large load balancing 
wheels (10x2.75 cushion tires) have two positions 
controlled by foot pedal 
lock. Note two small 
e : wheels at toe of truck 
4 Save on deliveries; 
order an Easload 

today! only 
$53.50 


FOB Los Angeles 


4 
IT BALANCES THE LOAD 


COLSON EQUIPMENT & SUPPLY CO. 


‘ _ ? if. 
NEWTON. IOWA USA 1317 Willow Street Los Angele,, Cali 





Emphasis on Combination | 
d igh 


Hotpoint says a survey of its combination freezer- | i, 
refrigerator owners indicates there is increasing trend | 
toward preference of this type of product ‘ 

# USS 
Lhe combination refrigerator-freezer Ihe survey also showed that 195° 
is rapidly becoming the standard in combination refrigerator-freezer sale ; 
the industry and has made a notable to professionals, executives and sales J “ 
penetration into the lower-income — peopl totaled 60 percent; sales to § 7 
market. farmers, craftsmen and laborers totaled § |‘ 
Phis is the conclusion of a study 24 percent; and sales to retired, mili- 
made by Hotpoint Co. and reported — tary and service workers were 16 pet ; 
by John I’. McDaniel, vice-president cent. t : 


Ownership Figures. ‘The survey dis- 
closed that 80 percent of the com- 
bination refrigerator owners owned 

ishing machines (48 percent auto 
are obtain- mat ind 32 percent conventional); 


[he survey was made by the Hotpoint 
market research department and in 
cluded Hotpoint com 
bination owner 

Retail appliance dealers 


answers from 


ing a greater share of the combination > percent cooked on electric ranges; 

refrigerator busine is compared with 1S percent used electric water heater 

1951 and 1952, according to M nd 12 percent rotary ironers 

Daniel. Seveniy-threc percent of th \icDaniel d the survey showed 

total business in 1953 was through the ustomers \ being more selective Cc 

retail appliance dealc ompared with n their consideratic 1 for other brand 

65 percent in 195] and 69 percent in In 195 NM Dani ‘id. 60 percent 

1952 f Hotpoint co wed ition refrigerator 
However, it appeared from the re- vners considered other brands. 


ults of the survey that home demon Most owners (63 percent listed fea 


tration were cecreasing Only two tures and conveniences as the primary 
percent of the combination owner reason for making the purchas 
reported home demonstration calls 
had been made, compared with six 
ent in 195 1 four ri i] ° 
ogy in 1951 and four percent in Sight & Sound - 
Trade-in Low. On the matter of The theory that good sound 
trade-ins, the survev showed that one whether it be words or music—greatly 
third of the owners kept their old re- enhances the enjoyment of a televi t 
frigerators when purchasing new one sion picture is the key to CBS-Colum \I 


The survey also revealed that about yia’s current ‘T'V promotion. 


24 percent of those queried in 1953 Emphasis is on “you can see better 
said their refrigerator was less than when you hear better” in many CBS 
eight years old. radio and newspaper advertisements \ 


McDaniel “full fidel- 


Citing figures on income, 
said the 


lhe firm is pushing its new 


survey showed that 20 per- tv’ TV sound system. 
cent of the combination owner David H. Cogan, president of CBS- J 
earned under $3,600 per year. ‘This Columbia, said other segments of the J 


and TV 


need for 


around to the 


industry 


sood 


compared with 4 percent in 195] 


13 percent in 1952 


ire coming 
sound. 


Who Are These Men? 





SA 
MEMBERS of the ‘Secret 16’’, a group of electronics industry men, don masks \ 
for a pre-opening party of their private club ‘’The Gaslight,’’ in Chicago. The key- ¢ 


club was formed recently as a haven for electronics men who enjoy common h 
interests—electronics and running a saloon, according to the manager. 
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trend 


at 

er sale 

nd sales 

sales to 

s totaled 
Re 

ed, mili 


16 per 
irvey dis 
he com- 


owned 
nt auto 
ntional); 


range 
ad 
¢ tive 
} 
iG 
} rt 
o * 
rig it 
J. 
u 
+ d + 
‘ 
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S-Colum 
ee better 


inv CBS 
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full fidel 
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The key- 
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Reds Aim Higher 
Russia ha innounced — sharply 
electrical appliance 


next 


vals f 
during the several years, 
ling to an article in the publica 

vestia as reported by McGraw 
World News Bureau. 
lecree issued jointly by the 
SSR’s Council of Ministers and Cen 
Committee of the Communist 


lled for the following pro 


IZVvest 


\ 
\ 


Radios—1954, 2,861,000; ‘I'V set 
refrigerators—1954, 


2,000 sched 


+ 325.000: 


() (compared to 


for 1953): and sewing machines 
335,000 (many bably n 
uct i hedu f 1955 call 
| | in 1S( 54 
ng to Iz t Russia is cur 
t ast Of t tth l 
Plan id for the first tin h 
| specific productio: 





“ ' 
pend P 
< £ Time ) 
} 
‘ 
‘ 
+ + 
| te tl 
[ S 1 Ti 1¢ 
| wieile the a ae 
fall p pe l tel Sl 
dist ution ts ha bee! 
\lany mak of industrial goods are 
ing the middlemen, but because 
rroduction of goods requires 
tlet this method of 


cutting 


Quarter Century Dealer 


st is not promising for makers Of 

nsumer goods,” said Time. 

Phe magazin ontended that ap 
pliance dealers have learned from 
upermarkets that bigger ind fewe1 
leal pro ide a larger market for 
thei produ ts than a long string of 
mall deal his trend doesn’t n 

iily doom small retailers, but it 


mean that mor 
rced to pool their buying power anc 
Time said 


' 
ipping necd 


New Refrigerator 


An extremely lght-wei ] 
refrigerator known as the “‘Plasti 
roster” is being produced by H 
Austrian Plastic Press 
McGraw-Hill 


Schiedberger, 


\\ orks, reported by 
EY 


it 
\\ 1 News bureau in Vienna 
Th novel — refrigcrat which 
ol) 72 pound 32 2 { 2 gallon 
. 
pe requiring only watt current 
| listed at $110 ret 
| t fri t made <« 
} tvp nd ithe 
noi ] With all 
transparent ti with 
» ¢ ( it } ] + 
ul +} P] ; 
} } it } ' C2 


Two-piece Display 


General Electric 


t wealey 1 tw 


making available 
-piece range display 
i new booklet which explains the 
lvantages of cooking with electricity. 


ieces fits around 


One of the d:splay p 

range surface unit with a vertical 
v tod ittention to t extta 
peed unit The other is circu 
vitl idhesive back ng so that it 

1 be attached flat to the oven door 

It lists the oven’s top selling features 

B th display unit ire 1\ iilable 

g] d tribut ¢ 





SMILING faces mark group as Willard Woodfield, left, president of Demascus 


ectric Co 


Washington, D. C., receives congratulatory handshake from Joseph 


amoiski, vice president of distributor Jos. M. Zamoiski Co., on the occasion of 


he 25th anniversary of the former’s company 


hilco, and Millard Fleischer 
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Pat Cominsky, district rep for 


Philco sales manager for Zamoiski’s, look on. 


1954 











> 


_ 


Compactly designed turbine 
provides dependable opera- 
tion for canister-type 
vacuum cleaner. 












THEY'RE 
POWERING 
AMERICA’S 
—_ 
propucts 


spect A 
FRACTIONAL 


profit from the 
sales appeal of 


appliances powered with... 


Lamb Electric 


SPECIAL APPLICATION MOTORS 
FRACTIONAL HORSEPOWER 








Series motor parts engineered 
for floor polisher; adaptable 
to food mixers and other 
household appliances. 


Lightweight universal motor 
for portable devices requir- 
ing a self-ventilated, high- 
speed motor 


e The quiet, 
dependable operation of 
appliances equipped with 
Lamb Electric Motors 
makes them easy to sell 

. assures fast turnover 
... builds customer good 
will — all factors which 
result in increased store 
profits. 


This is one of the reasons 
why more and more 
dealers are featuring 
Lamb Electric motored 
appliances. 


THE LAMB ELECTRIC COMPANY 


KENT, OHIO 
In Canada: Lamb Electric — Division of 
Sangamo Company Ltd. — Leaside, Ont. 


L APPLICATION MOTORS 
SEPOWER 


HOR 
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GLUTTONS ‘o 
PUNISHMENT 


CORD 


SETS 


for every possible need. 


Widely used as standard 


by foremost manufacturers. 


FLEXI 


50 Church Street, New York.7, N. Y. 


PAGE 


For particularly exacting 
uses, specify COROPRENE, 
the neoprene jacketed cord. 


358 


BLE COR 


a 
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Dealer Ads in Virginia 


A survey by a Richmond distributor reveals most 
Virginia dealers spend their advertising money in news- 
papers, regardless of what medium they prefer 


( oct thy bulk of appli 
tising funds in Vir 


inia—even though more of them 


sion if the. 


nducted by 
I'V-radio-major appliance distributot 
ind published by a 
A total of 153 


replicd out of 500 who w 


Ih urVve) vas Cl 


in Richmond, 
) } | 
Richmond new 


] 
rare CT 


DaANeT 
papel 


sclit 
I'he dealers were asked to rate new 

paper, television and radio advertising 

preferentially, as most effective, second 


post ird questionnaires 


best, third best, and least effective 
Then the books were examined to find 
out where the dcaler’s ad money in 


Virginia actually goes 

Where It Goes. ‘Th« indi- 
cated that manv dealers in small towns 
would prefer to use television, but ac 
tually spend their money on newspa- 
However, most dealers in the 
cities not only spend most of their 
money On newspaper advertising, but 
prefer that medium, according to the 
survey. 


SUTVC\V 


pcrs. 


Here is a chart representing percent 
age distribution by dollar volume (the 
hgures were taken from records kept 
by the manufacturer of Virginia deal 
ers’ expenses for purposes of coopera 


tive advertising refund during the last 
six months of 1952): 

Other Other Total 
Rich cities in towns in in 

Spent in mond Virginia Virginia Virginia 
Newspapers 80.2 67.8 52.9 10.6 
Radio 10.4 21.2 41.3 19.2 
Television 0.¢ 0 0.4 
Other >.4 10.4 5.8 9.8 
Total 0.0 100.0 100.0 
Pct of expens< 31 62.5 6.5 100.0 

I'V Preferred. ‘Whe chart shows that 


First Woman Manager 


dealers in small towns in’ Virginia 


spent none of their advertising mone\ 
Ilowever, the 
more of these 


in television. mail sur 


indicated 


Sdn 


dealers would rather spend advertising 
money on television if television were 
1\ ulable. 


he Virginia 
in the tabulation entir¢ 


state except for the northern and west 


represented 
includes the 


} rnitort 
CTTICOTY 


em tips, according to the newspaper 
Volume of advertising involved is esti 
mated at $100,000 per v¢ 

In tabulating results, dealers were 
lassified both as to size and location 
Dealers with estimated sales volume of 
more than $100,000 were classified as 
“Jarge’”’; others as ‘small’. The ‘ 
tvpically have their own daily news 
papers, while some of the “towns”’ do 
not. 


citics” 


Premium Service 


An Ohio sales incentive firm has an 
nounced formation of the first national 
premium service Of its kind, furnish 
ing complete premium “packages”’ to 
businesses 

Phe firm is Cappel, McDonald and 
Co., Dayton, O. ‘The new head of 
the firm, said that the new operation 
represents an entirely new concept in 
the premium division is Harold H. 
Heisler, vice president. 

KIton F. MacDonald, president of 
Jthe firm, said that the new operation 
in entirely new 


epresents concept 


the field of premiums. Previously, a 


! 
nanufacturer de 


siring to stimulate 


ies with a premium tic-in found it 


infervicw many premium 





DISTRIBUTOR Harry Alter of Chicago introduces Gordenna Dahl, whom he 
believes is the first woman district manager ever to work for an appliance 
jistributor. Mrs. Dahl calls Syracuse, Indiana, home 


JANUARY, 
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. Re 
a turn of this wheel.-- \ 
oe RELIEVES PRESSURE 
e PREVENTS SPURTING Co 
HOT WATER when . 
disconnecting 
: 
No. 451 
RELEASE 





ADAPTER 





HE PRESSURE 
RELEASE 
ADAPTER has 
been designed to 
solve the problem arising from 
automatic dishwashers in 
stalled without plumbing 


Great pressure is built up in 
the hose by the water during 
the operation of the automat 
dishwasher and washing ma 
chine. This pressure can now 
be relieved by merely turning 
the small release valve on 

side of the adapter. This allows 
the water to drain into the sin! 
before disconnecting the h 


The No. 451 adapter will 
those faucets equipped 
aerators, or having threads 
which aerators normally fit. It 
ombination with other adapt 
ers, they will fit 99% of 
faucets. 


ae 


——— 


No. 280A No. 1161 No. 281 


No. 283 No. 286 No. 287 


Write to PEG Supply Co., Im 


1455 Boston Road, Bronx 60, N. 
for other adapter combinations 





P&G FITTINGS| 
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‘Revised Edition 


i \ d edition of “How to Have 
H t from Moving Air’, buying 
i duced with cooperation of a 
i nanufacturcrs, has been 1 
/ Vorrington Manufacturing 
kict d ribes the operation 
} of ling, heating, and 
ting svstems, all of which make 
lorrington Air Impellers. Over 
{ inufacture! ) du t ITC d 
5 
| | edition designed to be 
| irchitects and builders as 
: tailer ind wholesak Sp 
: is of the products and ad 
t of the manufacturer give! 
; mav be obtained f 50 cent 
| rt \l u 
iton, Con 


| Overall Operation 


: ral marketing Ope! 


il ind MVC 





Stim 
f = 
= 
~ 
Ons In 
0, N. 
ation 


Vvew 


onnersville 





to r.) Joe Riley 


istant to American Kitchens sales 


1nd Bill Goldbe 


ANDISI?t 


LECTRICAL 





REPRESENTATIVES of Gross Distributing Corp 


York, Inc., are shown during recent tour of American Kitchens plant in 


Ind. Watching Al Hummers, 
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Happy Ending 


Motorola’s three-day workshop <on 
designed to make distributor 
counselors have 


rerences 
ilesmen into sales 
proved successful and it is “‘hkely” 
that Motorola will schedule more for 
the future. 

kdward R. ‘Lavlor, Motorola vic« 
resident, said “the results of a na 
tional contest among our distributors 
nen has proved they were a succes 

Kach man who attended the work 
hop early last vear was given from 
March 15 to Jene 15 to analyze In 
territory and selected three dealers for 
development program franchise six 
t one complet 


: 
dealers: condu 


tore promotion with dealer; assist 


ny dealer in obtaining retail sal 
men: and conduct six group. sal 
nectings using traiming aid nat 
workshop 
On completion of thi ignment 
\lotorola ex tive xamined the en 
| cr W Gus Kik 
loft | tric ¢ Mot P 
() distribut 
Prizes for Sale 
] lect ' 1 
| 
\t \\ 
1 \ 
S 
| \l k 
\ 1] | \ | 
S ( 1) 
\l ( 1] ( 
\\ W. 
| St \\ 





East Orange, N. J 


and Bruno- 


president of Gross wheel Serv-Cart 


Bruno-New York kitchen sales manager; Robert Brintnall 
manager 
sales manager; Corky Berstein, Gross; Alex Gillespie, N. Y. district sales manager 
; f rg and Neil Toomey of Gross 


Mack Johns 


eastern division 
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“Leaders in room 
Heaters since 1894” 
GAS-OIL-COAL 


WV Exclusive COLE “Tilt-A-Way” Cabinet 


for easy cleaning. 


/ A complete line of both single and 
dual burner models. re 


/ Glass lined (porcelain) y 


heating units. y 


“/ Sold and serviced 


nationally thru 


FOR Ezay CLEANING 


Patent No. 2,241,025 “" 


leading Dis- y. 
tributors. 





Write for catalog 


COLE HOT BLAST MANUFACTURING CO. 


3817-35 South Racine Avenue + Chicago 9, Illinois 


cee 











Easy opening sections | READY 
for sheet changes. | et 





f Ever Ready Catalog Holders 
Keep catalog data rrect 

c Lis 

free. They can be used 

t i t 's 


















No. 12 completely filled with 
ten additional sections. 





No. 12 


Customer's Side 


Save Time e Temper ¢ Money! 





ver 
Ready 
No. 12 Clerk’s Side 
...soavt0mC€~C~”C”~*;~*~;C2C;7}®SCé<i‘i‘ ‘OOSOSOSOSOSCO!!W!W.CVCOCc®S ; 
Geneva Mfg. Co., 420 Stevens St., Geneva, Iii | 
Gentlemen: Please ship me: 

No. 12 | 
Company | 
2 sect i 
With wing $5.65 Ea Att. of | 
No. 24 i: but wide | 

with cog 24 sect Priced Address 
two sect $8.50 ea | 
Add'l Sections, $!.00 Ec City State t 
NOTE: Types of punching — Kalamazoo 4-post (J, Ring Binder 3-post ! 
Y 1 
Money Back Guarantee! l 





we mcoro PABER | 


® Low-Priced for Volume Sales 
® High Quality for Satisfied Customers 


o 


@ For all Hi-Fi Table Model Record Players and 
Radio-Record Player Combinations 

(No obsolete tables to keep in stock) 

Shipped KD; Packed individually. 












ONoQuhwn = 


Completes your installation 


See your jobber or write 


eee 


Use the best by 
actual test 





AUND-R-VENT 


COLE-SEWELL Engineering Co. 
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2288 University Ave 


360 


St. Pay! 14, Minnesota 





: SOLD through recognized distributors ONLY! 


p Universal WOODCRAFTERS ine. 22 


of LA PORTE, indiana \)°.., 








Model 
764 


with 15 ft. 
strap, cinch- 
ing rachet, 
endless belt 
stair roller 


t 


Welded tubular construction. Channel iron skids 
reduce wear and tear. Handholds where you 
need them. Barrel shaped cross bars for round 
or square appliances. Tailgate notch for safety 
Face of truck covered with durable grey non 
narring rubber—form fitted for protection of 
load. In use for over 8 years. 








Write for literature and name 
of nearest jobber 


Dutro Company 


3110 Adeline - Oakland, Calif. 


JOBBER INQUIRIES INVITED 
ATTRACTIVE FREIGHT ALLOWANCES 





ATED sellin 


CONCENTR 
N. J., t TV sales by 


+ 


3 and simplified inventory help the M & M Co 
the result of a 


50 percent in tw 





Pitman 
month 


Switch to One-line TV 


A New Jersey firm which formerly carried several 
TV lines drops all but one because of changing market 
conditions—and says it has paid off 


Milton Meadow 


mald B vn inched 


h vn business in Pitman, N. J., 
urving both television and furniture 
The M & M Co., as thev call th 
firm, Ca ads thre r four diff 1 
] r te mn t that particula 
time and th ve lad to get them 
In the t Wim of 1953 the 
dropped all ex t one line I'\ 
Lh Ca 1? Condition iad 
changed and t vind wa yh vs 
nother wa 
Several Meadow 
ou had to have several lines to get 


the merchandise vou wanted But 
things have changed now. It’s a 
buver’s market as far as the dealer 


concerned. We thought the one 
line idea over, talked to our resources 
ibout it and adopted it late this sum 
1)1¢ fe 


Has it 


Brown think so. 


Meadow 
They claim a fifty 
increase in the months of 
\ugust and September over the similar 
MI & M sold about 
1952 with a _ total 
whole operation (furni 
VV service round 


rc 
$65.000 


} 1> } 
WaROG pid 


percent 


period last vear. 
100 ‘TV. sets in 
for the 


+ 


tu ind sales) of 


he two pa tne CC CVC i] ad 
itages in having only 
the floor of 

population 
hort 

scts in different 
been loos 


one line on 
1 small town like Pitman 
l‘irst of all is the 
No duplication 

The dis 
ned up and the 
carried pretty well 
me line. The 1 


9 500 
ned inventor 
yrands 
play has 
twelvi models now 
how the ] 
mld hardly show thre or four nes 
tage 
ond advantage is the concen 
tration on one line in selling. Mea 
lows has found he reallv knows one 


he various 
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i it i 
You t 1 thie 
lt s Meadows \ 
( 11¢ lin th 
d then g it u vhen a siste 
l ind } 
nething else P )] LOW 
th In sm vn lt 
ME& M re this 
()t l 1 hk | 
it f Du Mont 
\ neentratin ym, ha ( 
h nol On erative sinc W went 
} 1¢ Since Meadow cieves 
n direct mail (“‘As far as we are 
ied, direct mail is the thing” 
his mixed urban and rural area, he has 
gotten a warm reception toward c¢ 


oping the Phe two partners 
ha iso found that small matters areé 


xpedited more readily, that merchan 


prog! im 


dising helps come easier and quicker 
“It simplifies some of our service 
troubles,” savs Brown. “With onh 


one brand being sold, we have onl 
firm to work through with 
placements on warrantees and othe: 
such matters.” 


one 


Stern Sells 


Stern & Co., Inc., of Hartford 
Conn., has acquired the stock of its 
retiring president, Francis E.. Stern 
Stern, widely known in the electrical 
appliance industry, headed the com 
for 34 vears. He will continue 
his afhliation as a consultant 

Stern developed the first fixed bar 
variable condenser known to the in 
dustrv. It manufactured under 
the “lesco” trademark. Stern also wa 
the first. distributor for 
phonograph records 


pan\ for 


Was 


Columbia 
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Ja 
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DISTRIBUTORS APPOINTED 


ee PRIN AT eS 





Pitman 


everal 
narket 


) partners 
itters 
merchai 
quicl 

ir S€rvi 
‘ith onh 
ave onh 
with 


: ; 
nd other 


Hartford 
ick of its 
E.. Stern 
electrical 
the com 
continu 


IDISING 








Allen B. DuMont Labs, 
5 have 


Inc. 


l'wo compani¢ been named 
tributo1 
Alliance Distributors Co., 
Kansas 


Pirmacs Distributors, Buffalo, N. Y. 


Wichita, 


Emerson Radio & 
Phonograph Corp. 


lhree distributors have been 


! d: 
G. Fetter Puthuff Co., 
Ila. 
Graybar Electric Co., 
\ Columbus, Ohio 


new 
Jacksonville, 


Inc., Dayton 


\ppliance Wholesalers, Inc., Port- 
ind, Me. 
Arvin, Inc. 
Graybar Electric Co., Inc., Provi- 
lence, R. I., has been ippointed 
t butor 
Hoffman Television 
Five new distributors have been 
. ad. 
Strauss-Frank Co., Dallas, Texas 
Davis Distributing Co., Norfolk, 


Se 
A. K. Sutton Co., Charlotte, N. C. 
Gravbar Electric Co., Madison & 


sreen Bay, Wisc. 
Graybar Electric Co., Grand 
R ipids, Mich. 
Hoover Co. 
ry distributor ' been 
Lincoln Sales Corp., Baltimore, 


Md. 


Bergman Distributors, Inc., Buffalo, 
N. Y. 


lronrite, Inc., 


Iwo distribute h been named 
Allied Appliance C 0., : Gane Mass. 
United Western Distributors, Inc., 


los Angeles, Cal. 


iInternational-Harvester 
Colen-Gruhn Co., 


: 
peen 


New York, 
tributor. 


Inc., 
ippointed a dis 


James Manufacturing Co., Inc. 
Robert L. Rice Co., Portland, Ore., 


a new distributor 


Jordan Refrigerator Co. 


I'wo more distributors for the con 
imer line of the company have been 
imed 
Universal Sales Co., Atlanta, 


,eOrgia 


Cold, Inc., State College, Pa. 


Landers, Frary & Clark, Inc. 


Iwo distributor: n an 
unced 

Graybar Electric Co., Roanoke, \ 
Starr Electric Supply Co., 


| @Xas 


Mitchell Manufacturing Co. 


Specialties Distributing Co., De- 


roit, Mich., has been franchised. 


LECTRICAL 


Houston, 


MERCHANDISING—JANUARY, 


Motorola, Inc. 
| Wo 


innounced: 
Harry Dooley and Co., Fresno, Cal. 
Radio Service Laboratory of New 
England, Burlington, Vt. 


new distributors have been 


Philco Corp. 


South Alabama Distributors, Mont- 
gomery, Ala., will distribute for the 
orporation. 


Republic Steel Kitchens 


‘Two companies has been recently 
franchised as distributors: 

Central Supply Co., Inc., Memphis, 
Venn. 

Ohio 
Ohio 


Appliances, Inc., Dayton, 
Sylvania Electric Products, Inc., 


Radio and Television Supplies, Inc., 
Jacksonville, Fla. has been named a 


distributor 


Thor Corporation 


Peaslee-Gaulbert Corp., Dallas, 
lexas, has been appointed a distrib- 


ntor 


Scott Radio Labs. 


Lewis W. Reynolds, Inc., Atlanta, 
Ga., is a new distributor for the com- 


Youngstown Kitchens 
Shafer-Wright, Portland, Ore., ha 


en named a distributor. 


Admiral Corporation 


Capitol Light and Supply Co., 
Hartford, Conn., has been named a 


distributor. 


Amana Refrigeration, Inc. 


hree distributors have been 


new 

lh med 

Harris Distributors, Abilene, Texas 

Dacco Supply Co., Inc., Dallas, 
Texas 

Baker's Service Co., Malone, N. Y. 
Armstrong Products Corp. 

Arthur §. Reid and Associates, 


Newtonville, Mass., have been named 


distributors. 


Bendix Corporation 


[wo new distributors have been 
nan d: 
Al Zickgraf Distributing Co., Inc., 
Fort Wayne, Ind. 
Southern Indiana 


ville, Ind. 


V, Inc., Evans- 
Chrysler Corp., Airtemp Div. 


Tay-Holbrook, San Francisco, Cal., 


is been named a distributor. 


Deepfreeze Appliance Div., 
Motor Products Corp. 


Equipment Distributors, Inc., 
ton, Mass., have been appointed. 
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NEW SALES oe 





low-priced for mass sales .. . Two 


units, complete, ready to use. . 
suggested list price, only $84 50 
pair. Additional units $42.25 each 


(slightly higher west of the Rockies 
and in the South) 








Bos- 


Available at leading distributors everywhere. 


Write for ‘‘hard-hitting” sales literature 


A few choice territories still available 
for experienced representatives. 


ENGINEERING & MFG. CO. 


026 N. Monticello Avenue + Skokie, Illinois 
(Chicago suburb) 





GET YOUR 
SHARE OF 
THE MARKET 


with Yadter 


THE COMPLETE LINE 
OF HOME HAIR 





Mnriptee 

° 

~~ 
Highest quality in ow priced field 
Beautiful plastic housing “in gray 
ne or beige. Hot or cold air. AC 


PLASTURBO blower 
List Price (with chrome stand 


wheel 


$7.95 





performan C ata mini- 
Po rtable use on Hot 
Green hamme lei d fin 
trouble-free performance 


Professional 
mum price 
or cold blast 
ish Long 


AC or DC. With PLASTURBO ewer 
wheel 
List Price $17.95 


WITHOUT WIRES 








ee = 


every nome 
farm, office, business 
is already wired for Port-A- 
. each a live prospect 


just plug in and 


Phone 
for volume sales... 


falk and listen 




















* NO WIRES... 
NO INSTALLATION 


* JUST PLUG IN 


* DESIGNED TO BLEND with 
any furniture 


* COMPLETELY PORTABLE 


* WORKS ON STANDARD AC 
or DC CURRENT 


* ECONOMICAL TO USE 


> “4 
Nw aor 
SS ant 
. <n 
« 
a © 
-4 \- 
> 2 
Maximum beauty and performance 


Superior to dry 
Three sur 
FAMOUS 


price range 
ers selling for much more 
splashed colors. AC or DC 
PLASTURBO blower wheel 
ist Price (with chrome stand) $14.95 





Sen 
Ulti imate in per - nce. Comes with de 
tochable stand. Blue hammerloid metal! 


lic finish Hot or cold air blast. Sturdily 








built for ng hard usage. AC or DC 
With PL ASTURBO blower whee! 
List Price (with chrome stand $19.95 
i 
¥ 
fat : 
o> 
RS 
asin 
 - 
Tops in both beauty and performance. A 
claimed best on the market by thousands of 
users. Die-cast housing rdy AC-DC or 
quiet PLASTURBO blower whee!. Hot or cold 
blast. Combination polished aluminum and 
plated finish 
List Price (with chrome stand $21.95 


Also manufacturers of the MAMCO HEAT GUN. See your distributor or write . 


MASTER APPLIANCE MANUFACTURING COMPANY 


RACINE, WISCONSIN 
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STRONG 
RM” FOLD-AWAY 


THE NEW COMPACT 
PORTABLE! 








life this portable 
clectric Wronel;r It rolls easily 
and can be set up in any room 
in the house lronet IS 
from floor, a comfortabl 
height when operator is seat 
ed on any average chair. lroner roll is 
wid Motor wholly enclosed. Ther 
mostat controls heat and elbow contro! 


| 
it ives | 


iods free to guide clothes. Fin 


ished in white enamel and chrome 









Re < sprin¢ j AR 
i 
atch Lie DEPEND ON IT! 
—— d IT’S THE BEST 
OF ITS KIND 
if 
iN 
> p ‘ 
s made of chrome plated tubing and gives max- 
support to ironer. Rubber floor bumpers at 
; nt prevent sliding and scratching 
Order from your Jobber Today or write for Literature on 


irmstrong lroners, Heaters and Lawn Sprinklers 


ARMSTRONG PRODUCTS CORP. 
Hunt’..gton 12, W.Va. 






Quality Products 
Since 1899 





SLINGABOUTS 


FOR APPLIANCE PROTECTION 


Rugged canvas on the outside! Thickly padded and 


ined on the inside. Clean, modern packaged pro 


fit the products of all leading appliance makers 
ed with strong handsling for easy moving through 
ills. You can > Webb Slingabouts over 

} 


or years of service and !ow delivery costs. 


Ask about Wrapabouts for TV sets. 


Refrigerators 
Range 
Washer 


Send Slingabout or Wrapabout prices for Model = 
Make 


Name 
Radio 
Address Pi hy 
sae ti Other 
City S‘ate (please specify) 
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NEW POSITIONS 





Norge Division 
Borg-Warner Corp. 


> 





ae OFE nel cen appoint | 
i cctor I le r the division 
Conn formerly general ile i 
g ICCECE HM. J Cla Ort 

nt appointments include thos« I 


he. J. Kanket issistant director « 
B. TI. \Nielton gas range sal 
CO] J. R. MicMiallan as water 
iCal il hanagel Regionally 
been named 
t les manag 1 J. W. Webst 


+ } , + 
} ( . ! 1 Cd 


Preway, Inc. 





LESLIE W. SHAW 


Shaw has been named 
director of sal Shaw joins Preway 
ifter servi 1 director and vice 
pres! it of Nlarkstone Manufactur 


nufactur 


Allen B. Dumont, Labs., Inc. 


| iti ippoint 
. A 

t presidents h 

1 nan | | ( ldsmith, 
j ) i dent il 
Irving G. R vice presiden 
il Ind go nt; and C. Edy 
William t ) ument 


Easy Washing Machine Corp. 


Danicl W. fowler has been named 
idvertising production manager for 
Fasy succeeding W. H. Maidgeley, 
while George R. Cartwrights joins the 
market research staff in the post of 
sales analvst 
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Zenith Radio Corp. 





ERIK ISGRIG 


Lorik Yriv tha been elected 
ident im harg ot advertisin 
tl rporati Isgrig joined 7 
n mid-1952 «as director of advert 
itt ) \ t ( 
| tisin 


Appliance & Electronics Div., 
Avco Manufacturing Corp. 
Jack J. Kelley has been named t 


t of m t lopment lana 
t 1 Kell is forme 
bral manager f Ben 
in Detroit. In a regional appoin 
nent Mitchell Ml. Werwa has b 
ipp unted central non ile il 
of laundry equipment for Cros] 


nd Bendix 


Apex Electrical Mfg. Co. 


James Ruff has been named director 
if market research for the company 
Ruff comes to Apex after service wit] 
the Bendix Division of Avco Manu 
facturing C \n additional appoint 
ment that of Harry N. Freeman a 
district iles 


, 
rading are 
ft 


manage! 
, 


ind five surrounding mid 


i 
ite ’ 


Blackstone Corporation 


Samuel Blum has been nan 
istrict manager for the corporat 


n th middle Atlantic territon 


CBS-Columbia, Inc. 


Robert ¢ Sellers has been n 

government contract representatn 
for CBS-Columbia. Sellers comes t 
CBS-Columbia after serving as hea 


lations for the Mas 


f government re 


Admiral Corporation 


J seph P Halpin, ha becn ap 
pointed sales manager of the newly 
created contract division of Admiral 
Halpin was previously associated with 
the Crosley Distributing Corporation 
of New York in the post of sales man- 
ager for its builder division 


MERCHANDISING 


in the Chicago 








CCH ip 
iC new! 
Admiral 
ted with 
poration 
les man- 


DISING 





American Kitchens Div., 
Avco Manufacturing Corp. 





H. THOMAS STROOP 


1H. Thomas Stroop has been named 
dvertising and sales promotion mana- 
er for the division, replacing A. M 
Bruning. J. R. Williams takes over 
Stroop’s former duties as assistant ad 


ing and i] promotion man 


General Electric Co. 


kistabhshment of a kit 
ection in the electri 
not 


hen cabinet 

sink and cab 
Louisville, Ken- 
innounced. Clayton 
P. Fisher, Jr., will serve as manager of 


new section 


! 
lepartment 


TUCKY, has been 


Howard Refrigerator Co., Inc. 


Ihe company has announced the 
pening of new field sales operations 
n the west coast, and Duane E. Lar 
bee has been appointed as regional 
anager in the California territory. 


Hunter Fan & Ventilating Co. 


I. L. Dowlearn, has been named 
listrict manager in the newly opened 
listrict offices in Dallas, Texas 


Magic Chef, Inc. 


[he company has announced the 

ition of a new midwestern sales 
vision with offices in St. Louis. J. J 
Knotek, has been named as manager 
f the new division, assisted by M. 
\V. Wickersham, J. M. Baver and E. 
l. Bock 


National Presto Industries 


Wiliam Lansburg has been ap- 
ointed assistant director of sales 
Lansburg’s previous post with the 
ompany was that of advertising man- 
iger. An additional appointment is 
that of John Keating as sales 


1On manage! 


promo 


Nesco, Inc. 


William B. Loeber has been pro 
moted to the position of sales promo 
tion manager. Loeber with headquar- 
ters at the company’s executive offices 
in Milwaukee. Wisconsin 


ELECTRICAL 
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Calcinator Corporation 





RICHARD L. GROSE 


Richard L. Grose has been ap 
pointed as director of advertising and 
sales promotion for the corporation 
Grose joins the Calcinator organiza- 
tion after sen vith the V-M Corpo 


ration 


Raytheon Manufacturing Co. 


Daniel J. Webster, has been ap- 
pointed marketing manager of the 
company’s equipment division. Web- 
ster in his new post will have charge 
of the firm’s marketing activities for 


ll Hnished equipment 


Republic Steel Kitchens 


k;dmund T. Grady has been named 
is district sales representative in New 
I'ngland and upper New York state. 
Prior to his present appointment 
Grady served with Stern Co., Hart- 
ford, Conn., distributor for the com- 
pany\ 


Speed Queen Corporation 
Frank W. Bram has been appointed 


district manager for 


the company in 
the Philadelphia arca 


Harder-Freez Division 
Tyler Refrigeration Corp. 


Stanley Bartleman and James P 
lavlor have joined the division and 
been appointed to regional positions. 
Bartleman will serve as district man- 
cr in the midwest sales district, and 
lavlor will take over a similar post in 
iree states, New York, New Jerse 


ind Pennsvlvania 


+] 


Whirlpool Corporation 


Louis M. Snyder has been ap 
pointed assistant sales manager for 
the corporation. Snyder had _pre- 
viously as director of sales 
training 


served 


Zenith Radio Corporation 


Vernon A. Kamin has been named 
to represent the company as sales man- 
ager in the corporation’s central sales 
district. Kamin’s offices will be in 
Chicago. 
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(horizontal or vertical) 





Automatic Electric 
Dehumidifier 








Gold Seal Attic Fans 


Standard Attic Fans 


(horizontal) 


Window-Portable Fans 





20” Electrically 
Reversible Window Fans 








Automatic Electric 
Floor Furnaces 







lS MS M=MN=1) 

SMS SM=SMe | 
Smet Lend 11 book bh 
Ist EST St 


a 












Automatic Electric 
Wall Furnaces 


i 
4 


Throughout the World 


ME E 4 ELECTRIC & MACHINE CO., INC. 


3525 EAST WASHINGTON STREET - INDIANAPOLIS, INDIANA 
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The First Truck 
Designed to Handle 
HOME FREEZERS 
and All Types of Domestic 
Appliances 


Escort Model 


dt 


DF-66 Appliance Truck 


was design minate all problems 


»f appliance movers who must move 
everything from oversized home 
freezer units ft pianos 


Five biq ftcatures 


Is and the 


including 2 sets of 


6" whee famous roller-bear 
ng Crawler Tread 

Write for information and descriptive 
folder 


tscorb 


APPLIANCE TRUCKS I Cra 


as 


STEVENS APPLIANCE TRUCK CO. 
Norton Road P.O0.Box 897 Augusta, Ga. 


TV DEALERS... 


Protect Your Mark-up! 


ORDER THE 
ALL-NEW 
1954 
TV 
BLUE BOOK 


Now! 


Don't lose profits on trade-ins. Show 
them the BLUE BOOK value. It gives 
you room to trade up and still make 
a FAIR PROFIT. Use the BLUE BOOK 
on all your trade-in sales. The “Look 
At The Market & How To Sell Trade- 
Ins'’ makes it an even more valuable 
SALES TOOL 


GET A COPY FOR 
EACH SALESMAN 
Single copy, $5 
2-5 copies $3.50 each 


NATIONAL APPLIANCE TRADE-IN 
GUIDE COMPANY 





1 DEPT.M — 2132 FORDEM AVENUE | 
MADISON 1t, WISCONSIN 
] Send | _) copies of the 1954 Tv ] 
] BLUE BOOK at $ each, 

| l 
| Name . ephicienenoadeieipediiianolind l 
| Address 

| 

} City 

Enclosed is { 





easy way 


to make gas connections 


FOR LAUNDRIES, DRYERS, 
REFRIGERATORS, 
AND OTHERS 







Model ST— 
for pipe connections. 


Model CT —with flared 
oint for copper tubing 


SKINNER-SEAL SADDLE TEE 


for mak- 


ing gas and water connections. No pipe 
cutting or threading. Quick. Easy. Cuts 
costs. For gas refrigerators, home laun- 


dries, heaters, etc. Write for circular. 


Approved by Underwriters’ Laboratories, Inc, 


M.B.SKINNER CO. 


SOUTH BEND, 21, IND., U.S.A. 








SERVICE 


Technical Training 





PUERTO RICAN servicemen meet with 
+} week tro ng urse At far ++ 
xport C 1 Br 
Service Oscars 
Phil varded “O to a 
f ut i) cognition f 
i t 1 l 1 1d 
( GF if cH 
eat ( ler 
Disti t ntly hon ( 
\rtop] ( St. Lou IR 
Distril ln Kast = Tlartt 
( 1 I} ri-State Distributin 
( 1 Vil Othe d \ 
nid the 1 future 
Ilen I. Paiste, J Ph 
it 1 produ pel 
r( Ce ni r\ ( aid th Na 
tiol Phil Distributor Servi 
\w given On to those distribu 
to ho have made an outstanding 
contribution to our program and wh 
have provided full facilities and super 
vision in carcfnl and thorough training 
of servicemen and dealer 
Target-Profit 
CBS-Columbia is operating a seric 
of individual “profit clinics” for di 
tributors during. the first two wecks of 
Jan 1T\ 
| nd th plan, ( BS-Columbia 
regional and fact representative 


each distributor and hi 


mect with 


personnel at their individual head 
quarters to discuss future planning, 
merchandise, color, advertising and 
promotion, sales training, credit, and 
other matters 


“We find that the proble ms of the 
industry at this time are such that the 
establishment of an overall distribu 
tor program would not be nearly as 
effective as tailoring a plan which will 
satisfy the requirements of each dis- 
tributor individually,” said Harry 
Schecter, vice president in charge of 
sales 


JANUARY, 


Emerson personnel 
Kattan 
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to take part in a 
vice president of 


t far right | 


Packaged Parts 


Reo Motors’ Lawn m 
is begun an ten p re 
t { ( t 
By foll vw th Impl f th 
pplian fi a 
SWC i mg felt n | ( 
S 1 B g ) dent 
f Reo’s lawn n cr divisio 
| | the new packaging program, 
Reo part we the factory in carton 
1 envelop that a standardized, 
dentified. and offer maximum 
tection. Eighteen sizes and shapes 
f fibre board box ind six siz of 


Service Standards 

\ campaign to promote better ser 
vice operations in San Diego county 
of Southern California has been jointh 
ponsored by the Better Business 
Bureau and the Bureau of Home Ap 
pliances in that area. 


Newspaper advertisements in com 
munity dailics and weeklies urged TV 
et owners with repair troubles to visit 


ooperating servicemen 


Controls Service 


General Electric has announced a 
service and exchange plan to cover all 
G-E automatic home-heating controls 
manufactured by the G-F. home appli 
ance control department. 

The plan, inaugurated as part of the 
company’s entry into the domestic 
heating control market, is intended to 
give distributors lower overhead, faster 
turnover and better customer service 

For dealers, the exchange plan is 
designed to increase customer satisfac- 
tion. 


MERCHANDISING 


ee eres 


SPREE. uttane 
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LETTERS 





complete destruction of price integrity 
ind a shattered consumer confidence. 

One answer or “‘prediction” now 
in vogue is that the process of elim 


“The Price Revolution” 


lo the Editor: 





| am impelled to reply to your edi- imation resulting from the cannibal 
Che Price Revolution”. While istic “selling” practices will eventu 
litorial is a clear statement of ally leave us with fewer manufacturers, 
known facts, it doesn’t seem t fewer distributors and: fewer dealer: 
ution It will allow for a clean, fresh start 
It is, indeed, a sad commentary vith restricted one-line franchises that 
: t tl fastest growing industry i will cnabk participants to prosper. 
th limitless sales oppot Mir. Wrav, vou’ve been in this bu 
head, should be blighted by 1 good many vears. How many 
often described as “cam tim have vou heard that lin before? 
ind “jungle tact for it 1 If it should de P vho's goimg t 
i t founcdat i th 1 ? 
handisin ind rapidly de ! feel your arti een rem 
iit if f 1ot pointing t f nshinc 
tribution | Ph it least one manutactu 
\ n Nn \l ona I th ( on n ld in 
I 1 t rhap th l thre \] hai ficl 
+ | | ha ] t +} Qn 
t } \ } han ng program th 
t I ( | l n 
1 mu } 19 + 
t t th I t 
{ t { \l it t 
in a 
nt of { 
+ 4 + 
t Th l 
i bs” t g r 
| 1} a ip & \ 
Cie ee parent steorit 
; \ ) 1) t 
\ | i | re ¢ 1 | 
. M4 that w 7 D 
tam ] nt 5 Mer h 
f al + 
Hy t h ( f frequent line chang 
| { t t ] devaluate the de 11¢ iventor 
t { t istomer dissatisfaction 
iC t ti t | t] it t t 1 
t tit ) t S against rare 1 
” tribut Is. wit! | \I Comp is € 

















ixImum 
n ipe $ 
of § 
; 
({cI CI 
county 
1 jointh 
Business 
me Ap 
} om 
ged TV 
to visit 
UNC d | 
OVCT all 
controls 
1¢ appli 
rt of the 
lomestic 
nded ven FIRST SHOWING of Mitchell’s new hi fi equipment in the East is subject of 
id, faste conference between (left to right) David Jae, Mitchell eastern sales manager; 
S€TVICe Alfred Neuberg, eastern district regional manager for Mitchell Manufacturing Co.; 
plan iS Philip Geth, manager, Du Mont distributorship in New York; and Harry Ripps, 
satisfac ales manager of Du Mont New York. Mitchell hi fi will be distributed in 
East by Du Mont New York factory branch. 
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At the 
HOUSEWARES SHOW 


CHICAGO, JANUARY 14-21 


COUNSELOR 


THE PIONEER OF BATH SCALE DEVELOPMENT 


witt UNMASK tne 
GREATEST TRIUMPH 


in the history of 


oe 


the scale industry 
f 


le nee tl / 


Here, at last, is the 








most important advancement 
in the scale field... the result 
of years of intensive study 


and research. 


BOOTHS 267-269 


COUNSELOR 





mS cacles 


THE BREARLEY COMPANY ROCKFORD 





EASTERN METAL 


PRODUCTS <O. 
Manufacturers of Top Quality Product’ 


PRESENTS << 3 


the excitingly new 
eis Ltn Pin eee 


Suge ROUND COOKER « 
wif FRYER + ROASTER 


} 


@ Extra large size circul 








oo 


ar cooking well makes 
a family size meal at once 


} 


@ New colander-type aluminum basket 


{fs 





h Ids generous port: ms f food comes 
with roasting trivet ‘ 
& é 3 

} } < 

@ Fully automatic single knob f 


temperature control-ranges from iy 
200 to 400 degrees with the 


all-important 


# 
“simmer range.” / 


wifey STEAM AND DRY IRON 


e@ Automatic, finger tip, safety set 
fabric selector 





@ Instant, steady steam 
Visit Us at the 


NATIONAL 
HOUSEWARES 
SHOW 


Novy Pier- Chicago 


@ Switches instantly from steam 
to dry. 


@ Larger soleplate. 
@ Uses ordinary tap water. 


Jonuvary 14-21 


Booths 1033 
and 1035 


Be sure to ask for our regular line 
of fryers and pressure cookers 











EASTERN METAL PRODUCTS CO. Dept. EM 1 * Tuckahoe, N.Y. * TUckahoe 3-8000 


“Manufacturers of Top Quality Products” 
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IT MAY BE ToL 
‘Lovely To Look At” | |' 


Buh me wer 


( 
f Fails ... So Does Your 
F Reputation 





Be Sure. . - Demand 


UNILECTRIC Wiring Systems 


in the products you sell 


For over 10 years UNILECTRIC has been 


“Wiring Headquarters” for the 


ufacturers of refrigeration and other elec- 


trical appliances protect 
with UNILECTRI( 
Be sure of 


dependable 


in the products you sell by demanding 


UNILECTRI(¢ 


Wiring Systems. 


| There is only ONE 
Standard of Quality at 


UNILECTRIC 


lot's 
life and perhaps o 
major battle de- 
pend on it 


The same work- 
manship . . the 
same standards of 
quality protect 
your product wir- 
ing and your pro- 
duct’s reputation 
for dependability. 


BE SURE 
Make the 
UNILECTRIC 
Quality 
Standard 





Today millions of 
UNILECTRIC Wir 
ing Systems pro 
fect the perform 
ance of over 190 
brands of appli 
onces. 


YOUR Standard 


Investigate UNILECTRIC Today! 


LTT 144 4 


Wore Sysrems 


Manufactured by 
UNITED MANUFACTURING & SERVICE CO. 


419 South 6th Street ° Milwovkee, Wisconsin 
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nation’s 
electrical industry. Over 130 leading man- 


their products 
Wiring Systems. 


performance 

















ed a steady growth—though not 
pe taculal over those sixteen ycars 
It ha prosp red as have those dealers 
who have made the most of their 
Magnavox franchise 
Perhaps Magnavox doesn’t do the 
iles ume commensurate with its 
stature in the industry. It generally 
doesn't sell those tail who do the 
irgest television volume in metropol 
area though all other manu 
facturers do, or trv to because thei 
pract not mpatible with the 
Magnavox pol However, we can 
point to Mia \ deal who ar 
ting pront in indly 
iT t m ann i] NI iWnAVOX vol 
Wu tr hair an Hi 1 dolla 
hicl Oo ny lin 
\\ ha ult a founda 
tion t t { | torm ahead 
in adjust 
g 1 ound 
\ up thy 
1 th 
Nia 
| | ill Pi cn 
| \l Compan 
hort \W Indiana 
lo the Editor 
| i 
\ 
\ { ! 
eres we din 
{ t int 
\\ f ' 
i n t irk 
h oO t h nN lk 
t i termin vhiethe 
i itchin d t id 
Th t 1 th ul ) 
uttin in unt pcration i 
tuall crea th il] i] id 
VOI pront ill small t 
mat cle nply b obbee 
tl tivit f th rf 


We thi 
forthcomi 
1. By 
within li 
sales neat 
upposed 


nk a 
ng 
ind 


nits 
} 
Vy Ss 


his can be 


i quote from a great many 


POsifive answe s casily 
large price reduction 
do not increase total 
much as is generally 


footnoted as 
momsts 


md marketing experts 


Sin 


h discount sal 


c Cat miust 
epresent a sale wherein a_ legitimate 
dealer will not makc his profit, such 


sales do curtail the 


strength of legiti 


mate dealer his has three remark 
ible COMSCGUCHICCS 
It tends to reduce the legitimat 
uitlets and reduce market coverag¢ 
b. It opcrates to reduce service and 


pendabi 
du t 
Perh 
tand 
that, | 
ii¢ by the 
ng his 
fol 


hnancing, 


i 


Ip 


»\ cul 


position 
} 
hn, advertisin 


warchou 


point 


@, market ck 


with reference to th 


Most cmarkabk I It 
* the manufacturer 
tuilling the profitabl 

timate dealer and weal 

the sale prol 10 


velopment 


ing, displaving an 


ll the other functions the legitimat 
ler performs ar harply reduced 
In view of the ab Wi ugg 

that he p uttin id d t 
use opcrat il] istitut 

ttle m th itt ts to stea \ 

rom legit it cal \\ lon 
that manuf i] 
ibly stimul . 
ted at a i rtaintyv, | 
! th yofitabil f aitimat 
1 ind the ] ] th l 
ancl ae th 
; i fa mor . In },] 
lical chang 
Yours trul 
Id Mitchell 
Md Tockada & 
Kingfisher Ok] 
lo the Iditor: 
Your cditoria he No ib 
f Electrical Merchandising 
nuch to the point of ubyect 
hi cing felt t 





PRODUCTION MODEL of 
L.. - Cramer (left 


television division 


Chromatron 
Avco vice-pre 
and Richard 


Crosiey was 


ident 


Hodgson 


Lawrence colc 


and gen 


president 
first manufacturer licensed to build and use 


r 


eral 


Chromatic 


the new tube 


tube, is displayed by 
moanaae t it radi 


Laboratorie 


JANUARY, 


1954—ELECTRICAL 





ELECTRIC 


sALENDAR CLOCK 











Nothing like it on the market! 


It’s America’s only electric Calendar 
Clock created to retail at just $9.95! 
Color-styled for every room in the 
house, its lustrous polystyrene case 
comes in metallic bronze, flame red, 
antique yellow and ice white. Numerals 
and hour dots are raised polished brass. 
Size approx. 6 x 7”. The clock that hit 
the jackpot in 1953 will be your hottest 
number in 1954! Nationally Advertised. 


See the Lux Calendar Clock 
in Booth 1058, Nat'l Housewares Exhibit. 





YOUR TIME-REMINDER LINE 


LUX CLOCK MANUFACTURING CO., INC. 


WATERBURY 20, CONNECTICUT 
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ELE 











narket! 


Calendar 
st $9.95! 
1 in the 
ne case 
ame red, 
Numerals 
ed brass. 
( that hit 
ir hottest 
Wvertised. 


jock 
eS Exhibit. 


qt.eh 


vo 


CO., INC 


ricuT 


NDISING 


Aquamati 






an 





_ SPIN 


' makes the 
difference 


ALANCED 
j 
‘ 











At left Aquamatic 
balanced tub that 
gives faster, 
smoother spin, 
leaves less water 
gives 220 


washing action. 


in clothes 


tator 














Gn 
(inte 


@ Here is the hottest sales feature 





in automatic washers. It’s the com- 


pletely new Aquamatic balanced 


spin. The Aquamatic principle posi- 
tively eliminates 


vibration, dries 


clothes faster because it can spin 


faster. Leaves clothes cleaner. 
This sensational development is dis- 
tinctive with One Minute. It gives 


customers the most revolutionary 
advance in 
Write for 


facts on this amazing new model 


automatic washers. 


complete money-saving 
One Minute automatic. 


Also ask about the 
Complete One Minute Line. 


}ONE MINUTE WASHER CO. 
KELLOGG, IOWA 





FLECTRICAL MERCHANDISING—JANUARY, 


mall city of Clifton Forge. We are 
ibout 50 miles from Roanoke, Va. 
ind all leading clectrical items are 
distributed there. ‘The discount house 
is not the problem with us as much 
as the fact that the distributors are in 
many cases selling direct to the user. 


A merchant’s license can be ob- 
tained in Clifton Forge for as little 
is $25.00, so the distributors who 
wish to* salve what little feeling of 
honest they ma\y have left will Sug- 


gest that a per who wants to deal 


them pt 


| ct with | irchase a licens¢ 
rhen they feel it perfectly ethical t 
ell them direct. In many cases even 
this is not donc, but the sale is mad 
i t t A t! ut ) 1 hit 
| nun I VC \\ 
ppos t t eX usi outict 
here f minent national line 
ipplianc Phe went behind our 
backs ften that have cut them 
ut on all item xcept radio and 
televi ! Pub eptance 1 O 
reat th ty item that we 
feel we uuld be cutting off our no 
to spite our face to give these tw 
tems up. But even after dropping the 
line ex pt 1 tated (they have had a 
number of dealers since we quit and 
at the present time do not have any 
except us and one other dealer on 
'V) they still persist in a two-price 
policy, which they do openly and ad- 
mittedly. The nly wav we can 


Second Set Plug 





UNIQUE promotion by TV station WEWS 


Cleveland aimed at pushing second set 
trade. Cartoon of Rube Goldberg-like TV 
et is flashed with caption Here’s a new 
TV set designed for families who want to 
watch two programs at the same time 
Only trouble is—it’s never been invented 
Y 


If TV tastes vary in your family, the real 


way to solve the problem witch t 


become a two-set family 


More families are doing just that 


second cartoon 
and 


doubling their viewing enjoyment! 





1954 








UNLIMITED 
OPPORTUNITY 


For Experienced 
Sales Executive 


National Sales Manager with 
practical experience and back- 
ground to promote the sales 
of Commercial Refrigerators 
and Display Cases through 
Regional Managers and Dis- 
tributors and Dealers already 
set up on national basis. Pre- 
fer man presently employed, 
good personality with top 
qualifications and recommen- 
dations, capable of doing a 
terrific job. Salary and bonus 
no object to right person. 
Replies held in strictest con- 
fidence. Our executives know 
of this ad. 


P-1191, Llectrical Merchandising 
520 N Michigan Ave., Chicago 1], Il 








what you WANT 


MODERN 





{t's MODERN today—for softeners thot SELL! 
Because MODERN gives you a complete line, 
finest quolity materials and construction, exclusive 
features, dependable performance, profitable 
prices. Check MODERN—ond see! 


e Complete line—auto- e Triple-duty minerals 
matic electric, single to soften, remove 
control, brine tank, iron, filter out sed- 
-and dry salt models iment 

‘Domestic sizes from Extra heavy gauge 
30.000 to 100,000 steel tanks, electric- 
grains capacity. Com ally welded and hot 
mercial sizes to dip galvanized inside 


3U,UU 





00,000 grains and out 
. e Attractive, clean- 
a lined designs—hand- 


somely finished in 
white baked enamel 
¢ Liberal 10-year writ- 
ten warranty 
e Every unit priced for 
profits 











WRITE FOR 
j DETAILS 
§ AND PRICES 


i 5 eg 


Also a complete line of automatic electric water heater 





MODERN WATER EQUIPMENT CO. 
Dept. EM, West Chicago, Illinois 


WATER SOFTENERS + FILTERS + WATER HEATERS 








NOW! THE 
NEW 1954 





HIGHLIGHTING PUSH-BUTTON COOKING! 


Of Course ROTISS-O-MAT 
BARBECUES - BROILS - 
ROASTS - GRILLS - BOILS - 

TOASTS - FRIES 


BUT—ONLY ROTISS-O-MAT 


GIVES YOUR CUSTOMERS 


ALL THESE EXCLUSIVE FEATURES THEY ASKED FOR! 


@ Fool-proof Push Button Heat Control! 
@ Automatic Bell-Ringing Timer! 

@ Full Family Size! — 15 |b. Capacity 
@ Roll-top Cover! 


Modern... versatile... complete 


quality that makes ROTISS-O-MAT the leading commercial supplier to supermarkets 
and restaurant chains. And ROTISS-O-MAT has the highest reputation for protecting 


your profit! 


FOR FULL INFORMATION ON THE 
FULL ROTISS-O-MAT LINE—CONTACT 
YOUR LOCAL DISTRIBUTOR 


LOOK FOR US AT THE et | 





HOUSEWARES SHOW, BOOTH 527 


Recent change in our distribution pat 
tern opens a few choice territories for 
top-notch representatives and distribu 
tors. For additional information, write 


ROTISS-O-MAT 
10-02 Long Island City, N. Y. 





ROTIS/-O-MAT 


THE ORIGINAL INFRA-RED ROTISSERIE AND BROILER 








only the all-new 1954 mode! =50 ROTISS-O-MAT 
incorporates every feature your customers ask for. 














~S 


~, 


~~ 


. 


\ 


4 


‘ 
| 
\ 
i} 


@ Double Pan Top! 

@ Removable Glass Sides! 

@ Automatic Revolving Spit! 
@ Finest Quality Construction! 


look for buy! The same high 





MAIL THIS COUPON TODAY! 





ROTISS-O-MAT, 10-02 Long Island City, N. Y a 
Dept 
] Have your local representative contact me : 
Send additional information on full line of ] 
de-luxe, all-purpose ROTISS-O-MATS 
NAME , 
FIRM NAME ! 
ADDRESS i 
CITY STATE ! 


si Sh aw ie i tale ee Gn aes in i a ea a 
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CUT delivery time, SAVE 
unnecessary damage and o k 


with the YEATS APPLIANCE DOLLY 


Second story deliveries are no problem when you 
use the dolly with the easy-does-it features.” 
Aluminum alloy frame, 58” tall, has smooth run- 
ners on back for easy off-on truck loading, curved 
cross members in front for round appliances and is 
padded with felt f 


; 14’ Web strap fastens appliances tight with &>= 
the patented (30 second action) trap ratchet 
—a Yeats exclusive 


em‘ Coterpiliacr STEP GLIDE. Endless belt eases the 
largest appliances over stair edges without 
marring. Write for full information. 

H 2124 N. 12th § 
Yeats Appliance Dolly Sales Co. mitWadket’s’ wis 








Modern Appliance Displays | | Roll ‘em with ROLL-OR-KARI 
Need oy MOTION! e DUAL TRUCKS 


The Action The safe, easy and 
Ro ELectanc ono 


Display-Way quick way to han- 
To Boost dle appliances. 
Your Sale 1 Patented Step-On 








THE OLDEST NAME in turntables assures you Lift — Retractable 
profitabl trouble-free operation. Used by B wheels. Cap. 1,000 
merchants nationwide for unusual! action dis Ibs. Ship.wt. 45 lbs. 
plays. Model 712 ROTO-SHO illustrated, re b 

volves 3 times a minute, permits novel, self REGULAR MODEL equipped with fixed wheels 


contained lighting effects as well as operation DE LUXE MODEL with swivel wheels at one end 











of electrical devices. Table 18’ diameter Write Dept. B 
A.C. only. Sturdy steel construction. Guaran- 
teed Write today for complete turntable 





ROLL-OR-KARI CO. 


ZUMBROTA, MINNESOTA 


— " _SuENt 


oy a 





catalog including build-up fixtures! 





Manufacturers 





Carries up 
to 200 't 








Be 
~~ 
tb) 


Neng Time Tested.’ Successful ‘Economical 


KASSON DIE & MOTOR CORP 3 
P merly General Die 4 


Integrity 
monte 4 est sista Gentialcale, “aii rite for ea 
Ole York 2 mee i919 into sieeve. crime MEND-IT SLEEVE "c 











136 Bonita Av., Piedmont 7 Ses. 








Percolator Elements — tron Elements 
Appliance Switches — Cord Sets 
Ashestos Wire — Hot Plate Bricks 
Small Appliance Repair Parts 


ea No. 102 
° ANCE TR 
Write for our Catalogue, and ~— 


sample of our Cord Set 


Jandorf Electric-Manufacturing Co., 
3600 Woodland Ave., Balto. 15, Md. 


Manufacturers of the Finest Cord Set 
in America 


For Safe and Easy Handling 
of Ranges, Refrigerators, 
Home Freeze and Air 
Conditioning Units, 

Radio, Television 

ond Window Cooling Units 


SELF-LIFTING PIANO TRUCK CO. 


426 North Main Street Findlay, Ohio 


SEARCHLIGHT SECTION 














(Classified Advertising 


“OPPORTUNITIES” 


SELLING 
EMPLOYMENT 


MOTOR EXCHANGE SERVICE 


Your burat out tank vacuum cleaner motors com- 
pletely rebuilt guaranteed one year 

Your cost $8.50 G. E. tank motor $9.50 
1000 Rebuilt vacuum cleaners $9.50 up 


MERCHANDISE 
BUSINESS 














SALES EXECUTIVE 


Wants to make change. Presently employed as 
Divisional Sales Manager. Experienced Consultant 
in utility merchandising problems. Organized one 
of first successful utility dealer programs. Experi- 






































Rebuilt Tank Vacuums $19.50 Up enced in distributor, dealer sales, sales promo- 
tion, sales trainin 
DEALERS’ VACUUM CLEANER CO. pedigree en ae 
140 Nostrand Ave Brooklyn 5, N. Y. N. Michigan A aan it. | 
Parts For All Makes 
EPLIES (Box N id ss to office nearest u 
IRONERS, COVERS & PADS SEW YORK: 330 Ws 2nd Ste (30) 
Boxed individually for all sizes of Conlon, . et . FRANCISCO: 66 lads ty 
Ironrite, G.E., Simplex, Speedqueen, Thor, rte pret 
Easy, Whirlpool. 
Write for price list & discount SELLING ne nade WANTED 
IRONER WASHER - DRYER REPAIR PARTS MFG. REP. f anufacturer 
iditions , “Western Waal 
OHIO WASHER COMPANY ganization, RA-9979, Elec 
1223 Superior Ave Cleveland 14, Ohio M t r 
EP yp lir ’ 
Establish« Nth Ca 
\ a" it i 
(Serving Northern California - WANTED ; 
APPLIANCES, MOWERS, OUTBOARDS he a iM Wanted 2 
Seeks Nationally Recognized Lines ig Hig : A? ape thes ag ee vot a Qo 
APPLIANCE SERVICE FACTORS e attention thousands of men whose 
123 Steuart St San Francisco 5, Calif t ‘ red t & the business 
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cure the \ price 


l is to place an 


order with their salesman and have a 
copy. Even then the billing is often 
done at a “B” price. ‘This brings on 
letter writing and other dispute 
which we try to avoid. But it is very 
unpleasant to feel that you are going 
to be cheated every time your guard 1 
d V1) 

It is necessary for us to secure cel 
tain radio and ‘I'V parts from thi 
distributor. We have a factory price 
list covering these parts. But when 
we receive an invoice, most of the 
time the price is much higher than 
that shown in the price list. If we 
write them they refer us to the fact 
that prices are subject to change with 
out notice. So then the next time 
we need parts we write for quota- 


that we hay 
should be able 


bother 


ind thev advise 
and that we 
to look up the prices and not 


tion 


talog 
ita Og 


them to do so. We have gone to the 
trouble of getting prices from the 
Baltimore, Md. distributor of — the 


im have been over 
} 


line after we 
harged, t 


ind he quotes the prices as 


4 I 
In our list 


We wrote the 


ne three times 


manufacture of thi 
for a new and up to 
Phe only reply we have 
itten is an answer from the Wash 
on, D. C. distributor that they 
aie by the factory 
nd to quote us on 
It is very 


da price list 


been 


what we nec 
that the factory 
bounds of the 


or thev would 


ipparent 


factory either does not know or does 
not care what the score is. We have 
peatedly, not once but many timc 
eived mailings of specials for the 
and to be sure to con 
tact our distributor as it is for the 
named, but the catch is that 
the notice arrives after the expiration 
date of the off« It would be most 
interesting know how this factory 
handles its mailings as we often re 
many as five pieces of the 
thing, and three 
parate mailings in the mail 
inklvy, we are at is to how 
to proceed with this line. The dis 
tributor is definitely set up to skin 
us and the factory definitely, by do- 
ing nothing, will not help us in the 
matter. There are many other things, 
too, this distributor does addition 


month advised 
only 


month 


1V¢ is 


same have received 
same 


loss 


to overcharging for the goods. Any 
small items received by parcel post 
ilwavs (and it never fails) have a bill- 


ing for postage and insurance, 8, 10, 
12, or 18 cents above the actual post 
ige and insurance 


You might say, why do_ business 
vith them? We gave one reason and 
there are more. From my friends it 


seems that this is the practice of the 
majority of distributors today. So 
what would a change profit 

We are at a loss as - which wav to 
turn. We hate to sit by and sce such 
things go on, but it appears that we 


must cither tolerate them or quit 
\nd after 30 years we hate to take it 
lving down. 
Very truly yours, 
John T. S. Helm, Owner 
McKenney & Helm 
Clifton Forge, Virginia. 
JANUARY, 








THIS FELLOW IS TRAINED IN YOUR BUSINESS. His 
main duty is to travel the country — and world 
— penetrating the plants, laboratories and man- 
agement councils . . . reporting back to you 
every significant innovation in technology, sell- 
ing tactics, management strategy. He functions 
as your all-seeing, all-hearing, all-reporting 
business communications system. 


THE MAN We MEAN IS A COMPOSITE of the edi- 
torial staff of this magazine. For, obviously, no 
one individual could ever accomplish such a 
vast business news job. It’s the result of many 
qualified men of ‘iversified and specialized 
talents. 


AND, THERE'S ANOTHER SIDE TO THIS “COMPOSITE 
MAN,” another complete news service which 
complements the editorial section of this maga- 
zine — the advertising pages. It’s been said that 
in a business publication the editorial pages 
tell “how they do it” — “they” being all the 
industry’s front line of innovators and improv- 
ers—and the advertising pages tell “with what.” 
Each issue unfolds an industrial exposition be- 
fore you — giving a ready panorama of up-to- 
date tools, materials, equipment. 


SUCH A “MAN” IS ON YOUR PAYROLL. Be sure to 
“listen” regularly and carefully to the practica 
business information he gathers. 
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EDITORIAL 








sing. This Issue 


NCE again ELECTRICAL MERCHAN 
DISING bring u its Annual Statistical 


ind Nlarketing Issi \lonths of work and 
f dollars ha me into its creation 
II eds of people hav operated with us to 
possible the publication of the statistical 
naterial—figures that have long been accepted 
{ the ipphiance radio-television industry as the 
iithoritative to be found anvwhere. It 1 
» that the staff of this magazine takes natural 

) ent » if cl 


| yo“ VEER, it ot our intention here to 
pat ourselves on the back, but to try to point 

that, properly used, this issue can become an 
itluable tool in your business. Statistics by 
themselves mean little. But when applied to 
fic day-to-day problems, they become charged 
h meaning and significance. Knowing how 
many washers, or refrigerators or ‘TV sets were 
old nationally, or what percent of the nation’s 
onsumers own them, may seem academic to Joe 
Zilch, who just lost a sale to a cut-price artist down 
the street and who has a payroll to meet the 
iext day. But those same figures broken down 
to his local market can tell him at a glance the 


sales trend and the sales potential for a pat 
ticular appliance National market and sales 
statistics, in the end, are no more than the col 


lective figures for thousands of local markets. And 
every time a local dealer’s cash register rings up 
1 sale, it becomes a measurable statistic with 
numerou imph tions It means a customer Was 


wooed away from spending his money elsewhere; 


it means another unit of public icceptance of 


our products; it means another notch in the 
ituration’, or ownership factor of that device; 
it means a customer removed from the market 
for a period of years; it means in the case of a 
radio or TV set, another unit added to the listen 
or viewing audience, or, in the case of a 


wash inother customer lost to the commercial 


laundi It means fractional increase in the 


utility's residential load; it means continued em 
ployment and income for the men and women 
who build the product. It also means a statistical 
notch in the profit of the manufacturer, the dis 


tributor and the d« iler 


While a sale, therefore, is a drv statistic it 
ries with it profound economic implications 
\nd in measuring the progress of these isolated 
sales in every corner of the country, we not only 
rive at totals of a staggering magnitude, but arc 
ible to assess the progress of an industry and a 


hange in the living habits of a nation. 


N this issue the careful reader is provided with 

many clues to the effect of sales in our busi 
ness. He is given an historical record for purposes 
of comparison year by year; he is given a cumula 
tive index of ownership to point up potentials of 
specific products; he is given a seasonal index to 
determine optimum sales periods; he is given 
breakdowns of sales and ownership by states and 
by regions within those states. He may ascertain, 
furthermore, the extent of the replacement mar 
ket, the percentage of the business involving 
traded-in merchandise and the eventual disposi 
tion of trade-ins; he is provided with background 
statistics on general business conditions—employ 
ment, incomes, savings, installment credit, new 
home construction, etc. He is furnished a break 
down of the country’s wired homes—our basic 
market—by states and by urban and rural classi 
fications. He can find out sales per thousand 
customers in any area of the country from data 
supplied by utilities serving those areas. He can 
even find out the number of other dealers com 
peting with him in a given area. And, finally, he 
is informed as to the probable course sales will 
take in the year ahead. 


N other words, all the necessary information 

for intelligent sales planning is wrapped up in 
this package. If you know the extent of vour 
market, know your potential prospects, know the 
degree of acceptance and present ownership of 
the products you sell, know what ratio of your 
sales will require replacing existing. or obsolete 
equipment, know the number of your present 
customers who can be sold new devices and know 
when and where appliances generally sell best, 
vou have climinated a lot of guesswork and pro 
vided your business a sound basis on which to 
operate. 

[his issue is a tool to use in vour business 
We hope you find it useful. 


LAmrtace Are, -7 


EpiIror 


i wa 
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How to get the 
thickest slice of the 
bread and butter 


F YOU'RE A TYPICAL DEALER about half your washer 
| sales last year were in wringer washers. They’re your 
bread and butter. Latest figures show that 1953 
wringer washer sales will top one and a half million! 


Here’s how to cut the bread thicker and spread the 
butter heavier. Display and demonstrate washers with 
Lovell wringers. Women know the name Lovell. You 
can clinch the sale by using these seven sales points. 
Get your share of that big bread and butter market. 
Remind every customer that she can get her wash done 
quickest with a wringer washer and automatic dryer— 
and that the combination costs less than she thinks. 


Lovell Mfg. Co.. Erie. Pa. Also makers of the Lovell 
gas and electric drying systems. 
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IN MIGHTY STEPS 


Fwasactoe 


puts Kelvinator retailers 
in charge of the 


freezer business! 
_ igrs 


should dominate the freezer business 


~¢ajhe, 


Fe ¢ 


INATOR firmly believes that established ippliance retailers 
Although total retail 
freezer sales have remained fairly constant in recent years, the 


hare of this market being sold by department stores, furniture 


. hh ek kh he 



























Upright Model FR-18V 
provides a full 18 cu ft 
capacity in a cabinet no 
wider, no taller than an 





stores and appli ince dealers has steadily declined. 11 cu. ft. refrigerator. 
In 1954, Kelvinator has a program to put its dealers back in Two upright modets 
the freezer business on a profitable volume basis and here’s how: match perfectly with the 
new !954 Kelvinator re- 
Imagine an 18 cu. ft. up- frigerators. 
right freezer, the same height and width as a Kelvinator 11 cu. 
ft. refrigerator! Kelvinator did it! Another space-saving up- 
right and 3 chest-types have been space-engineered, too. 
Imagine freezer prices up 
to $100 less than comparable 1953 models! Kelvinator did it! 
And there’s a low, low priced traffic-building model, too. 
Imagine only 5 models... 
two uprights and three chest-types ... from 7’s to 18’s... 
from $249.95 to $499.95 .. . for low inventory investment and 
fast turnover! Kelvinator did it! Sales-making features and 
uutstanding beauty, too. 
Kelvinator’s 1954 Freezers .. . created especially to honor Kel- Three chest-type models 
tor’s 40th Anniversary... are an amazing engineering offer the same compact- 
evement. The revolutionary new ness. Model FR-15D, 
space-saving designs . . . plus sensa- oe ee 
} , ity, has a cabinet actually 
tional new low prices, plus breath no larger than previous 
taking new beauty plus deluxe : ose Be it 13's. Model FR-7S is a 
es features all wrapped up in B re A traffic-builder priced right 
odel line will put you back in IN spACE 515 ' down with the lowest 
he freezer business in a big way c..eniture Mart 
profitable way {merican ° : — 
See vour Kelvinator Distributor Chicago, FAN” 
ne Office today for the com 
plete details 


« 
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ELECTRIC REFRIGERATORS - 
ROOM AIR CONDITIONERS - 


ELECTRIC RANGES 
ELECTRIC WATER HEATERS - 





if. a n/a sa. ez i @D/@ in THE APPLIANCE INDUSTRY 


HOME FREEZERS 
GARBAGE DISPOSERS - 









<t Watch for Kelvinator on TV with “Omnibus.” Consult your local paper for time and channel 
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KITCHEN CABINETS AND SINKS 
COMMERCIAL REFRIGERATION 


* WASHERS AND DRYERS - IRONERS - 
ELECTRIC DEHUMIDIFIERS - 
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